









A brand new idea for May-June sales 


A traffic-building event, timed to boost sales during your biggest bridal months. Think! You 
offer prospects four popular serving pieces...cold meat fork; gravy ladle; berry spoon; 
jelly server. FIREE to everyone who purchases a 52-piece service for 8. (Six free serving 
pieces with every 76-piece service for 12.) Special gift packaging... special display cards... 


and mats...to make this Your Gift to the Bride. See your representative or write: 


HOLMES & EDWARDS 


Sterling Inlaid Silverplate 


THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONN. 


















Specialists in... 





Right in the heart of the European diamond market we have our own offices constantly 


combing the markets to bring you the best values in fancy cut diamonds available. 
That is why hard to find diamonds are always in stock at William Levine with 
prices that defy competition. Marquises, emerald cuts, pear shapes, triangular cuts 
and heart shapes...all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers ... Cutters 
29 EAST MADISON STREET « CHICAGO 2, ILLINOIS »* PHONE: ANDOVER 3-7447 
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that’s why it means so much more to SELL 


most PROFITABLE name in watches 








Sold direct to retail jewelers by HAMILTON WATCH COMPANY, Lancaster, Pennsylvania 


FoR APRIL, 1955 8 





Music Hath Charms 


lovely JAYE 
top RCA Victor Artist, picks a delicate 
Gold Filled chain and cultured pearl 
ensemble to complement her new 
spring wardrobe. A charming 
fashion idea. 


a smash lit! 


RCA Victor joins National 


Gold Filled Promotion 


Here’s a sample of how Gold Filled tie-in 
with RCA Victor will spark your Gold Filled 


sales. Famous names from RCA Victor 
will work for you like this: 
m= Top radio names 
ie in leading radio 


stations all over the country 
will receive Gold Filled Be smart! Let national 
gifts and become familiar RCA Victor promotion 
with the term Gold Filled. make record Gold Filled 
Committee of famous RCA sales for you. 
Victor recording artists 
selects Gold Filled items to be 
sent to leading disc jockeys... 
all over the country. 


Publicity photos of RCA 
Victor artists will feature 
them wearing Gold Filled items. 


Manufacturers Association 
Attleboro, Massachusetts 
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DIAMOND'S Best Friend’ 


It has become the by-word of the industry—K&B Settings, 











those distinctively styled, Die-Struck masterpieces, 
are the best things that have happened to diamonds in a long, 
io Dp IE long time. These K&B Settings-are non-porous, non-brittle, 
( / easier to assemble, and, take a sensational finish. 


And, you'll find that these K&B Settings are priced bettter 
than any other type of setting on the market today. 
Ask your wholesaler to show you this 

“‘talk-of-the-industry” Diamond Mounting line today. 


TRUCK 
of course! 





Your Diamond in kT /f Your Diamond in 
SETTING No. 168 Ap SETTING No. 163 


; _ (MTG. 168/R4794/21 
as illustrated in \ wenn pi44g44 /587 


MTG. 163/526/1 


as illustrated in an 515/1 


Your Diamond in 
SETTING No. 174 


MTG. 174/47098/402 


as illustrated in ta 44098/402 





WRITE TODAY ABOUT OUR 


THE LEADING RING FINDING MANUFACTURERS ~ 


h NH | ( i 1} | ( | } i I\ q For Quality Ladies’ and Gents’ Stone Rings — it s 


7” * A * F - ” FALCON STONE RING MANUFACTURING CO., INC. 
| Uteators and Designers of “Perfect Ring Findings” \ |. oon oe wamian & erticuer 
136 WEST 52npn STREET * NEW YORK 19 | offices IN CHICAGO AND LOS ANGELES 














more advertising 
to boost sales for you 


Eye-catching, humorous ads like these will con- 
tinue to make sales for you during 1955. . . espe- 
cially if you have adequate representation in the 
"Yellow Pages’ of your telephone directory. 


Your prospects will be seeing ads like these every 
month in 17 leading magazines including the Sat- 
urday Evening Post, Life, Look, Better Homes 
and Gardens, Collier’s, and Coronet. This national 
advertising plus effective local advertising, will 
keep reminding the people in your area to look in 
the ‘Yellow Pages’ for the products and services 
you sell. 


Be sure to tie in with the selling power of this 
advertising. Use the ‘Yellow Pages’ to reach pros- 


pects with complete information about your prod- — 


ucts and services. 


Suggestion: Your Classified Telephone Direc- 
tory Representative will be more than glad to help 
you plan your ‘Yellow Pages’ advertising. Call 
him at your local telephone business office. 





Find Your 
Nearest Dealer 
In The 


‘Yellow Pages’ 
C= 











THIS EMBLEM REFERS PEOPLE 
TO THE ‘YELLOW PAGES’ 


LAAking for 


Something? 











Telephon’ 
pirectory LN 
ee 





= Pages: | Pre 





ese: ; 


FROM PRINTERS 
TO TYPEWRITERS 
WHATEVER ‘You NEED 


Find It Fast 
In The 
‘Yellow Pages’ 
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PLAIN, CHANNELED and 
AZURED RING BLANKS 





Our line of ring blanks includes a complete 
assortment of shapes and styles designed to meet 
every requirement and all your varied needs. 


You will find plain blanks in all shapes and 
widths, rim rings for wide ornamental bands, 
channeled and azuredrings for any size diamonds. 


When using our line, it will be apparent to 
you that production has been carried forward to 
the point where a minimum of labor is requir- 
ed to turn out the finished piece. For recogniz- 
ed quality, the Baker PLATINUM settings and 
findings are the choice of the industry. 


We present our entire line, the largest avail- 
able, in 10% Iridium-Platinum, Jewelry Palladi- 
um and Gold. Our settings, findings and ring 
blanks are all die-struck. 





Piette th PRECIOUS 


METALS 


& COMPANY. INC. 








113 ASTOR STREET, NEWARK 5, NEW JERSEY 
NEW YORK * SAN FRANCISCO + CHICAGO « LOS ANGELES 
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by the Orient 


Genuine American Jade by R. F. 
Simmons. Beautifully shaded stone set in elegant 
sterling silver motif. Earrings to 


match. Designed to complement the season’s rich 


fabrics. Designed, of course, to sell! 


NECKLACE, SSNC-9 $20 Suggested keystone plus tax 
EARRINGS, SSE29 $8.25 Suggested keystone plus tax 
SET, LSS 96-2 $28.25 Suggested keystone plus tax 


R. F. COMPANY 


ATTLEBORO, MASS. 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR 80 YEARS ® SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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Manutacturers of 18K Gold, 14K Gold, 


10% Irid. Platinum and Palladium Diamond Rings. 


RINGS ENLARGED TO SHOW DETAIL 








COMPANY 


258 RING 
NEW YORK 


—~ 
— 


AMLI 


~ 
“4 
— 


BRISTOL SI 


NEW YORK 


38, 


NASSAU STREET 


71 


a 


new 


dimension 














in waterproof* | 
watch design 


‘DISCUS’ FLAT LOOK 


This is the New Look in waterproof* watches 
that dates all others...the style feature of the 
thinnest, the flattest...the sales feature 
that brings you hero-size profits because 
the value is so overwhelmingly there! 

Priced unexpectedly low for easy, fast selling. 


(a) SEA BLADE 17 jewels, 
Incabloc, waterproof*, shock resistant, 


chromium top, stainless steel back, E 
unbreakable mainspring 3350 


(b) SEA LINE 17 jewels, 
Incabloc, waterproof*, shock resistant, 
chromium top, stainless steel back, 
unbreakable mainspring, 

sweep second hand 3'750 


(c) SEA LINE (stainless steel case)— 
17 jewels, Incabloc, waterproof*, 


shock-resistant, 3 9 95 : 


unbreakable mainspring 


Send for sample watches today: 


CROTON se / . 
NIVADA GRE N 


404 Fourth Ave., New York 16, N.Y. 
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YOUR CUSTOMERS’ OWN EYES | ( 


They can’t help looking twice at 
these "DOUBLE VISION” displays! 


First they see 
THIS 


~ » SPEIDEL 


THERE'S NO FINER GIFT 
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IVE HIM A ,a SPEI DEL 


Ee 
os ror FATHER’S DAY 
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U.S. BUREAU OF CENSUS REPORTS 21 MILLION DADS . . . and Speidel watch- 
bands are a “natural” for Dads! Speidel’s 1955 display for Father's Day with 
“Optical Illusion” pictures is a real STOPPER! First, it ‘‘stars’’ Dad in the picture 





. then PRESTO . . . the whole family is in the picture with him. This YOUR COST FD/12....... Lo § 66,60 
display is so powerful and effective you can build a whole Father’s Day window —(/</ude Twelve Popular Men’s Watchbands) 
display around it. Order as FD/12 unit. YOUR SELLING PRICE (tox included) $147.40 
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First they see 





THIS 





4 puoro IDENT 


oF YOUR 


ror 
| PICTURES 


fot 


gRADY 


1,500,000 YOUNG PEOPLE WILL GRADUATE THIS YEAR 

. and Speidel has made the Photo-Ident ‘‘traditional’’ 
for graduation! That's one result of Speidel’s TV advertis- 
ing that built the ‘Ident’ into a 20 million dollars’ worth 
of new business for jewelers. Cash in by making Speidel’s 
“Halls Of Ivy” display the main piece in your window at 
graduation time. ‘‘Stage” lighting adds to its great 
visual impact. Order as GD /12 unit. 


YOUR COST GD/12 $75.60 
(Include 6 each Ladies’ and Men’‘s PHOTO-IDENTS) 


YOUR SELLING PRICE (tax included) $168.00 


ation 
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“| SPewet corroraTion 


(Sales Department) 
70 SHIP STREET, PROVIDENCE 2, R. I. 


Please RUSH through my SPEIDEL DISTRIBUTOR (as indicated below). 
The Speidel unit(s) as checked including free window display. ; 
[] GD/12 Unit —with 6 each Ladies’ and Men’s Photo Idents 


ss —with twelve Men’s Watchbands 
CL] FB/12 Unit (9 yellow — 3 white) j 


NAME 








ene ee ere Oe Maer ee ae Ns 
ADDRESS ae tte ON Oo aE = | 
CITY ia re ZONE.......... 1) Sane eee : 
INVOICE THROUGH MY SPEIDEL DISTRIBUTOR AS FOLLOWS: 
DISTRIBUTOR........... Ae Te ETE te 
(print clearly) 

LT em eRe ese caus i 
Co |) ee ene Se NERO ee et TONE... SUATE Sn 2 








YOULL SELL MORE TOASTERS BY FEATURING 
THE COMPLETE TOASTMASTER LINE! 





PRICE 


HATZ fo F392 


A6 Automatic 
Retail, $1775° 


BI6 Powermatic 
Retail, $2759 


TWO DISTINCTIVE STYLES 


B18 Automati 
Retail, $2250 


There's 4 TOASTMASTER Toaster 
to suit every need— 








Automatic 
Retail, $2300 


P-2e2 slice saalets 


3 AUTOMATIC 
TOASTERS 


C Powermatic 
Retail, $395° 


TO CHOOSE FROM 


Trade-up is a natural with the ‘‘Toast- 
master” line. From the A6 Automatic 1- 
slice at $17.50 you can step the sale up 
through four stages to $39.50. 

Customer selection is always a desirable 
merchandising feature. Now you can offer 
complete selection of sizes within one brand 





THERE ARE 245,000,000 ADDITIONAL 
REASONS WHY YOU SHOULD SELL THE 
COMPLETE TOASTMASTER LINE! 


That’s right—245,000,000 readers 
are being pre-sold by ads which 
feature the complete ‘“Toastmaster’”’ 
line—not just one or two models— 
but the complete line. And that’s 
just the start of our 1955 advertis- 
ing campaign in the following maga- 
zines: Saturday Evening Post, Look, 
Better Homes & Gardens, McCall’s, 
Better Farming, House Beautiful, 
Bride’s Magazine, Modern Bride. 


TOASTMASTE 





—the most famous name in toasters at that! 
A toaster for every purse makes for easier 
selling. There’s a ‘‘Toastmaster’’ Toaster 
at a price to suit everyone. 

Reduced cost per sale is the result of the 
time you save per transaction when you 
concentrate your sales effort on one brand 


2 POWERMATIC 
TOASTERS 


D16 Super De Luxe 
“Toast 'n Jam'’* Set 


Retail, $3495 
_DI4 De Luxe 


—the famous ‘““Toastmaster”’ line. 

A market for every toaster is the only reason 
why there are five ‘“Toastmaster’’* Toasters 
for sale. The person living alone as well as 
the ‘“‘king-size’’ family now comes within 
your selling range. Stock the complete line 
and you'll sell the complete line! 


POWERMATIC and AUTOMATIC TOASTERS 


* TOASTMASTER” and ‘“‘Toast 'N JAM” are registered trademarks of McGraw Electric Company, Elgin, Ill. ©1955 








FOR MORE WEDDING-GIFT SALES GET THIS COMPLETE MERCHANDISING KIT FREE 


with your purchase of 3 or more ‘““Toastmaster”’ 
Toasters! Here’s a sure-fire sales-builder! All 
the material you’ll need to build an attractive 
gift display. 

SEE YOUR STnETER NOW! 
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SETTINGS 
and 
SHANKS IN 


SERIES 485 SERIES 800 


GOLD-PLATINUM-PALLADIUM 


Write for Free Illustrations of Various Styles 


















SERIES 440 


HONESTY ACCURACY 
KARAT | REFINERS & SMELTERS . — EWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON wwe. 


25 West 47th St. © #$Phone JUDSON 2-3095 ©@ New York 19, N. Y. 
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OFFICES: 


Look for this mark 
or the initials G. F. 


Tbe mirror finish for which General 
Plate’s Gold Filled and Rolled Gold 
Plate stock is famous is imparted by 
machine rolling. The perfection 
attained in the strip cuts the cost per 
square inch to you. It reduces hand 
labor and polishing time. That’s why 
the craftsmen at General Plate take 


almost fantastic care of their finish 


rolls, inspecting and hand-cleaning 
them as many as 40 times a day. That’s 
why many of the world’s largest users 
of Gold Filled and Rolled Gold Plate 
buy “General Plate” year in and year 
out. We believe you can measure gold- 
filled finish by the PROFIT rule, too. 


GENERAL PLATE 


DiIvi=s 
METALS & CONTROLS CORPORATION, ATTLEBORO, MASS. 


ATTLEBORO © NEW YORK ¢* CHICAGO ° 


LOS ANGELES AND MANSFIELD, OHIO 
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we re adding something to our letterhead... 





























anil le your daemon poflls/ 


The new seal on our letterhead means that, this year, the Feature Ring Company 
is 20 years old. 

But our Twentieth Anniversary is more than just another birthday! 

It introduces one of the most startling advances in ring design in the history of 
the industry! , 

The Feature Lock Beauti-glo* Diamond Setting is a revolutionary new concept 
in ring design. More important, it’s a revolutionary new way to skyrocket your 
diamond sales! 


You’ve learned that extra brilliance, and extra size mean extra diamond sales. 


Well, here at last is a setting that guarantees that every diamond will look 
larger, more brilliant, more beautiful! 


One of America’s top Testing Laboratories certified: 
“The Feature Lock Beauti-glo Settings make a center 
diamond look 90% larger, 87% more brilliant!” 


When they see Beauti-glo, your customers will actually sell themselves! Yet 
Beauti-glo is backed by a powerful battery of advertising, selling aids, displays! 


It’s another profit-making “first” by the Company which has given 20 years of 
leadership in ring design to the American jeweler. 


Contact your Feature Lock Distributor today! 


*Pat. Pend. Feature Lock Pat. No. 2,507,348 and others. 
FEATURE RING COMPANY, Ine. + 130 West 46 St. - New York 36, N. Y. 


The Only Diamond Ring Advertised in LIFE Double Page Spread 








Beauti-glo 
makes center diamond look 


90% LARGER... 


87% MORE BRILLIANT 


AND ONLY 


INTERLOCKING DIAMOND RINGS 


have amazing, new Beauti-glo , 


27,000,000 will .see Beauti-glo in LIFE — to help you spark the greatest diamond 
sales in your history. Bring these presold customers into your store. Demonstrate 
the superiority of Feature Lock Interlocking Rings with Beauti-glo settings*. Once 
your customers see them, they'll buy them, insist on them. Tie in with your own 
local advertising. Use our power-packed Beauti-glo dealer helps . . . mats, stream- 
ers, mailing cards, displays, stuffers. 


| : Only Feature Lock 
Feature Lock is the er has absolute clearance 


ZA \sBES™ fz 
















Lock hi in Rings interlock »/ y 4 7 
hidden i i ition \ 
wedding ring fk Tih tle may : \ 
wings out easily. (QP Rings lock No dirt catching obstructions 
*Pat. Pend. together securely. to dim diamond beauty 


Feature Lock Patent 


No. 2,507,348 and others Contact Your Authorized Feature Lock Distributor Today! 


Feature Ring Co., Ine., 130 West 46th St., N. Y. 36, N. Y- 
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We're so hopped up over our new Sapphire that 
we want you to have one... with our compliments. 


Here’s the proposition: 


On request we will send you a beautiful Waterman 
Sapphire (retailing at $5.00) for your personal 
use in writing orders, signing letters, etc... . 


on a 60-day free trial basis. 


If you like this wonderful jewel point pen, 


it’s yours to keep if you order a dozen or more. 
If you don’t like it, just return the pen to us. 


We're sure you'll like it. Everyone does. 
Keystone discounts apply. 


Remember this about Waterman’s Sapphire. It’s truly 
a jeweler’s pen. Its point, as you know, is a small 
synthesized sapphire that gives you fine, precise 
writing with never a skip, blot or smear. It affords 
the smoothest writing ever known and is wonderful 
for carbon copies. Advertised extensively in five of 


the nation’s leading national magazines. 


\ 
cee cere en tee ean Ne care ee me Ne \ 











Waterman Pen Company, Inc., Dept. #4 
Seymour, Conn. 


Please send me, on a 60-day free trial basis, my Sel-Rex 
process Waterman’s Sapphire. 





Store 





Address 





City State 


If you order 1 doz, Sapphires within 60 days, the pen is 
yours to keep and enjoy forever. 





WATERMAN PEN COM PANY, INC. y_ | DeForest Street, Seymour, Conn. 
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HAND CARVED 


Matched Wedding Ring Sets 


exclusively 


designed by 


TL-114 


Each set is a portrait of HAND CARVED loveliness ... each set 
the original creation of jewelry designer Fred Barel, famous 


throughout the nation for his superb master artistry. 


BAREL BRIDALS are your best buys and best sellers because 
they are superior in craftsmanship and unesurpassed in 
value. Naturally, they are the choice of modern brides 
and grooms who recognize ... and insist on... HAND 


CARVED matched wedding ring sets of distinction. 


Sold Directly to the Retailer by the Manufacturer 


Mats Available Free Upon Request 


24-Hour Service On All Special Orders 
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FURNISHES THE 


AS FEATURED IN 





WAN BIOENG 
JEWELRY 
WEEK 


April 22nd to 28th 


































Afew of the many 
other charms available. 





All items shown are available in 1/20th—12 kt. 
sold Fitted (F) or Sterling Silver, Rhodium Plated (S). 
Some styles in 10 kt. or 14 kt. Gold. 
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JLF 697 $7.00 
71S 697 6.00 


*e 
te ai 
Oy 
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Charms sell . . . when they are Bracelets of Charm 


by Forstner! These six bracelets will lead the parade 


to higher sales this spring! 


: a age | 4 “< 
TLE 413 $6.75 ANG \ 
71S 413 5.60 & 
patna 
“*y, al : 
; * <6 
z 02 - ZS 
3 
71F 720 $9.00 g G 
71S 720 8.00 
7LF 411 $5.60 
71S 411 4.40 






ALL PRICES KEYSTONE 


JEWELRY’S NAME FOR QUALITY 





FORSTNER CHAIN CORPORATION «+ IRVINGTON 11, NEW JERSEY 





New Elgin Watches for the 
double life your customers lead! 


Topay EVERYBOpY leads a double life of 
work and play, so everybody is your pros- 
pect for new Town & Country Elgins— 
the most beautiful waterproof, dustproof, 


shock-resistant watches ever made! 


Never before could you offer waterproof 


watches in so wide a choice of styles. Never 
before have women’s models been so tiny! 
Or men’s so thin! 

Watch for the dramatic introduction of 
Town & Country Watches on May 8 on 


your great TV show, The Elgin Hour! 


Now Toum & Couitiy watehex by E L(j| N 
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ANNIVERSARY SPECIAL! 


a $24 value 


UNIVERSAL 


with the Flavor Selector 


sa ce = _ Anniversary Model 
g 5 ; eo : BE acne . No. 4438 
ad = 8 Bene 8-cup capacity 
x - €hrome on copper 


DON’T MISS THIS OPPORTUNITY 










Boost your Coffeematic sales sky-high 


AMERICA’S MOST 
POPULAR COFFEEMAKER 


with this great Universal Anniversary Special. 
Here’s your chance to offer America’s fastest 
~_ coffeemaker at a price everyone can afford. Timed to hit the 


peak of the gift buying season, promoted country-wide in 






Backed by a Special 
Campaign to Help 


national magazines and Sunday Supplements, featuring the top 
coffeemaker at an unheard of price . . . here’s your chance 

















of a lifetime. With a Universal Coffeematic, you can’t miss! You Sell NOW! 
B ut i aaa S.E.POST | CORONET | LOOK 
wy — ORDER NOW-—the supply is limited! April 30 May May 30 
COLLIER’S | THIS WEEK | PARADE 
: June 24 April 24 April 24 
; Coronel May 1 May 15 





Plan to tie in your own store! 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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For profits that bloom in the Spring 





LOOK 





Another traffic-pulling 


for you! 


es 











You can 
give free 
flowers to 

every Gruen 

customer... 
at no expense 


to you! 






















Here it is! A perfect traffic and sales-puller, right in tune 
with spring and just in time for the big Graduation, Mother's 
and Father's Day gift seasons! By special arrangement with 
Teleflora Florists, each and every Gruen purchaser is entitled 
to a free floral gift at the nearest Teleflora florist! 


Your customers will see the excitingly beautiful Gruen line 
of men’s and women’s watches advertised in Look, Life, Col- 
lier’s, Holiday, Saturday Evening Post, New Yorker — and 
Gruen’s free floral gift will be an extra incentive to bring them 
into your store... to see and buy Gruen! 


22 


Make the most of this timely, profit-geared promotion. Tie 
in with Gruen watch displays .. . feature reprints of this strik- 
ing, full-page Look advertisement. If your Gruen representative 
hasn’t called on you yet, don’t wait. Write to Gruen Watch 
Company, Time Hill, Cincinnati 6, Ohio today for store ma- 
terial and details on how YOU can tie in! 


Gruen Watch Company, Time Hill, 
Cincinnati 6, Ohio; in Canada, 
Toronto, Ont. 

THE PRECISION WATCH® 
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ther Great Whalewale Gewelry Buyer Shaw. ; 
UNITED JEWELRY SHOW 


Presents 


FASHIONS to FALL 


t \g Z at the 
2 SHERATON-BILTMORE HOTEL 


PROVIDENCE, RHODE ISLAND | 
“Jewelry Center 


of the World” 





“Wholesale Buyers’ 
Week” 
@ COMPACTS 


MAY 1-13 


ACCESSORIES Sponsored for the WHOLESALER Exclusively by 


7 ar me re, 
Al é Nie? 
on All Te ga « 
| All fuC 1i¢és 
. 





@ COSTUME JEWELRY 
@ MEN’S JEWELRY 

© RINGS 

© WATCHBANDS 





ss" a 

UU U \ i it ED J EWE LRY SH OW 

ection SHERATON-BILTMORE HOTEL . 
PROVIDENCE, RHODE ISLAND 


ae 
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A KNOW YOUR JEWELER CAMPAIGN 





and gets 


Here it is in action—the jeweler’s own 


x ss 


from The Watchmakers 


It’s happening in towns and cities 
all over America. Quality Jewelers 
are getting together and getting 
after the competition with this 
practical, pre-tested “Know Your 
Jeweler” plan—now in its fourth 
year of bringing traffic, volume and 
profits back to where they belong... 
the jewelry store! ~ 





Ww a 








“y ee meron AAPPINESS 
ifs —. ies JEWELRy 


FG 





The jeweler is page one news 
during a “Know Your Jeweler” 
campaign. These multi-page 
supplements are typical of hard- 
selling newspaper support. And, in 
perfect balance with each jeweler’s 
ad, there is informative editorial 
material from the Jewelry Industry 
Council and The Watchmakers of 
Switzerland—reminders of the 


Th 
Ft 


skill, integrity and merchandise 
that every jeweler has to offer. 
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les 
ers 


ind 


try 


GETS UNDERWAY 


results 


promotion plan 
of Switzerland! 





“i 


Here’s the pay-off! From “Know Your Jeweler” cities across the 


nation come enthusiastic reports of greater customer acceptance, 


in 
ul 


















Ongmated by lhe tt 
° ie 


Whmaker, of 5 
Ln oe 


TO BunD 
FOR ReTay PRESTIGE 


JEWELERS 


The —_ 
Tony x? : 
ARRAS, 
® 2 OF amy 
teen 
— Lano 


Here’s the heart of the “Know 
Your Jeweler” promotion—the 
Campaign Organizer, a detailed 
plan for setting up the steering 
committee and agenda; a way for 
the jeweler to tell his quality story 
and a method of enlisting local 





newspapers, radio and television 
for coverage—plus examples of 
successful promotions, and a 
complete “Know Your Jeweler” 
supplement! 

creased traffic. Yes, when a ‘““Know Your Jeweler” campaign gets 

iderway—it gets results. It can happen in your town, too! 


HOW TO BEGIN PLANNING 
A KNOW YOUR JEWELER CAMPAIGN NOW! 


IF YOU’RE A MEMBER of a guild or state association, write your executive office 
. . say you're interested in a “Know Your Jeweler” campaign for your city. 

IF YOU'RE AN OFFICER of a guild or association, write direct for the official 

“Know Your Jeweler’ Campaign Organizer. Address: The Watchmakers of 

Switzerland Information Center, Dept. KY], 730 Fifth Avenue, New York 19, N.Y. 









FEDED 
x 


The WATCHMAKERS OF SWITZERLAND 


yo syM s by, 


A 
Man yer 
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Here's your proof of SATISFACTION 


-oothe continued ypftr rend of Refining Shipments 


350 























450 


300 


250 


200 


150 


100 


50 


INCREASE IN SHIPMENTS IN %—BASED ON 1932 


o 
1932 §='33 "34 "3 1940 «=('41 "48 "49 1950 ‘51 '52 "53 "54 





Years ago we learned that it takes experienced men, highly 
developed methods and modern facilities backed up by 
metallurgical research to build a Refining Service capable of 
giving full value to users of precious metals. 


How right we were is shown by the chart above. Manufacturers 
today from all over the country with gold, silver and 
platinum scrap and waste to reclaim, send us their shipments 
in constantly increasing numbers. 


Yes, there are sound reasons for the Satisfaction that built 
our Refining Service to its present nation-wide size. 
They all add up to one thing — consistently accurate returns. 


If you have never tried our service, send us your next lot. 

Get the itemized statement of values and charges we give with 
every return and let the results speak for themselves. 

We are confident you too, will be SATISFIED. Send your 
shipment to the nearest of our plants below. 





We also refine old gold, silver and platinum received from Retail Jewelers. 


we HANDY & HARMAN 
\/ 82 FULTON STREET *« NEW YORK 38, N.Y. 
UPTOWN BRANCH—15 WEST 46th STREET,NEW YORK 36,N. Y. 


Quality precious melals since 1867 


BRIDGEPORT, CONN. * CHICAGO, ILL. * LOS ANGELES, CALIF. * PROVIDENCE, R. 1. * TORONTO, CANADA. 
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Double Your Money Ofer 


on the HAMILTON BEACH Liqui-Blender ! 


—— 
eee a 


“N\ 


\ 
\ 
Male’ 20°° 5% PROFIT) \ 


ON THIS $3922 HAMILTON BEACH | 
LIQUI-BLENDER ! 


~ 


ons, - 


4 
ey peat 
See meee eee es es ee 4” 


BUY THESE TWO AEN 





HAMILTON BEACH 7. f.c=~ THIS MODEL “G” 7 
MIXETTES SS FOOD MIXER | 
At $12.28 Each plus At $24.25 
($19.50 each, retail) ($38.50 retail) 


AND GET THIS EXTRA-VALUE 
HAMILTON BEACH LIQUI-BLENDER FOR ONLY pn 917 


Regular retail price $39.50 
Your special cost $19.17 
Your profit $20.33 (51.5%) 


PLUS A = 42.7% PROFIT ON THE ENTIRE Seemann 


BIC MERCHANDISING KIT FREE 

DUO with special orFeRr 

ge 5 
yas 


NEWSPAPER 
AD MATS 
to build traffic! 








WINDOW STREAMERS 
to bring them in! 





COUNTER FOLDERS 


DISPLAY CARDS 
for waiting customers! 


to win attention! 


Ordor NOW! Offer ende April 30 
HAMILTON BEACH 


HAMILTON BEACH CO., Div. of Scovill Mfg. Co., Racine, Wis. 
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TO MAKE SALES SING... 


ADVERTISED IN 


FE 


To hit high-C in sales, here’s the perfect combination—the 
store name, the brand name and LIFE—the magazine that 
reaches 26,450,000 people each week—more than any other 
magazine. 

Use these three great names in your local tie-in advertising 
and displays. Individually, each is a strong selling force. Pro- 
moted together—they make sales really sing. 


THE MOST SIGNIFICANT MEDIA SYMBOL IN U.S. SELLING 
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3 BIG REASONS 


why you'll have a HAPPY FATHER'S DAY 


with CRAFTSMAN sitrotps 


the smartest place for your money... 


CRAFTSMAN* 


BILLFOLDS 


THIS AD 


will run in the 





June 6th issue of 


LIFE 


THIS 
BILLFOLD 


is the fabulous new “Citation”, 


SF 






“ 


» 





featuring removable passcase 
with replaceable windows, 
and secret bill compartment. 





THIS 
DISCOUNT 


from $5.00.* 5O% or retail 


Features: stitchless construction, h 
secret bill compartment, removable passcase with means that you 


replaceable windows, spare key pocket. 
Your choice of several superb leathers and colors. Double Your Money 










I. Smallman & Sons Co., New York, N.Y. H PLUS TAX 





ALL THIS—yours ONLY with CRAFTSMAN BILLFOLDS 





y Order Craftsman ‘‘Citation’’ and free display cards 
from your wholesaler now. It’s the billfold with LIFE to it! 
r) Superb leathers and colors...Fair Traded to retail from $5.00. 





I. SMALLMAN & SONS CO. . 47 West 34th Street » New York 1, N. Y. 
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*One of many Universal-built 
chain-making machines 


Nowhere else 
but at UNIVERSAL 


can you obtain these chains! 


Again we demonstrate our capacity to create and produce _ alone prevent us from proudly showing our entire 
machine-made chains with a degree of mechanical _ collection — all of them exclusive with Universal — 
perfection which is usually associated only with high- _—_and all of them bearing our unmistakable “stamp” of 
priced, hand-made chain. Those shown here, especially | mechanical perfection. As the trade well realizes, 
suitable for bracelet and choker type jewelry, | Universal designs may perhaps be copied or imitated, 
are but a few of the many beautiful designs we have _ but no one can even simulate Universal craftsmanship 
available in all metals, including aluminum and in  -— the industry’s standard of comparison for 
any quantity at highly attractive prices. Space limitations | machine-made jewelry chain. 


Universal Chain Co., Inc. » 92 Burnett Avenue, Maplewood, N. J. 


Branch: 61 Peck Street, Providence, R. 1. * N.Y. Office: 489 Fifth Avenue 
Members: Machine Chain Manufacturers Assn., JIC 
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Now coming your way! 
A promotion especially designed 
for retail jewelers 
—— : : to create a completely new 
4 source of profits—planned by 
BOONTONWARE, the 

“miracle” dinnerware 

of jewelry quality! 


Promoted by hard-hitting 
prestige advertising, 
BOONTONWARE will open 
up the growing market for : 
molded dinnerware and thus .@ 
widen the scope of your 
houseware, bridal and 
giftware sales. 





Write us! 
Be the first jeweler in 
your area to capitalize 
on this special 
jewelry store 
promotion plan. 


MELMAC jits finest 
\ PA ware Divis ¢ ES 
— BOONTON MO man, New Jersey 
Millions have enjoy Bes cap wee of Boontonware... WEED against breakage! 
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$15.00 set 


Ret. h, 





‘gilt set designed 


especially for Jewelers! 


Anyone familiar with the supreme quality that has 
characterized Cross since 1846 will enthusiastically 
welcome the introduction of the new Classic pen 
and pencil. For here are two splendid writing in- 
struments with the unique Cross trim slenderness 
and exquisite balance, finished in everlasting 14K 
fefe) Ce MM iLL -Xo MMR alcolUle] aol¥) ommmt|\s (ole [-WamM ofolel Cole |-Lo RENN aTo| 
priced especially for the jeweler. Order your 
supply right now. 


A. T. CROSS COMPANY 


53 Warren Street, Providence 7, R. I. 


Cross Classic 3-piece set. 
* Cuff links, pen or pencil, 

tie slide. 

Also available in 2- 


: Cross pens and pencils are mechanically guaran- 
piece sets. 


teed for a lifetime! 


This attractive Cross coun- 
ter/window display is free! 
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Talk about new numbers, well 
this is it — new all nylon ex- 
pansion band with quick- 
change end pieces and in 
three handsome colors to 
complement every wardrobe 
change. Watch may be re- 
moved from wrist as with ordi- 
nary expansion bands or by 
slipping it off with the auto- 
matic ends. 


The most sensational attachment 
ever developed in the watch 
_,band industry. 


Geich-clini sel 

slipped on att te Sasaki J 
lift the tiny metal catch and 

it comes . . . SNOp, and it is 
again. Special spring action 
fool proof catch — once on the 
watch it holds securely. 


ONE SIZE FITS ALL WRISTS — any- 
one can adjust the band to their wrist. 


QUICK CHANGE END PIECES permit changing colors 


to match any suit or wardrobe change. Slip, it’s off — snap, 


it’s on again. 


x 


END PIECES TO FIT ALL WATCHES — Available in both 
4", %” and '\,” ends. 


Automatic connectors in stainless 


steel and gold finish. 


ais Pee 


All numbers available through our Canadian affiliate: 


Wt bands Spe 


NORTH ATTLEBORO, MASSACHUSETTS 


WATCH STRAPS INC. — MONTREAL, CANADA 











ALWAYS A PERFECT FIT 
... from the largest to 
the smallest wrist. Fits 
the pocketbook, too! 
Properly sized, ADJUST- 
A-LINK won't ever pinch 
. .- won't ever slip or 
slide. 


NOW BOYS can have an 
ADJUST-A-LINK band just 
like Dad’s . . . because the 
same watchband can be 
sized down to the smallest 
wrist — in 10 seconds and 
without tools! 


second sizing and 


fashion styling make 


ore profitable Tor you! 
nail 


aw 










Expand 
ADJUST-A-LINK 
band as shown. 


Disengage one lin} 
by lifting lug 
out of slot 


Lengthen or shorten 
ADJUST-A-LINK 
watchband by adding or 
substracting links. 
















Here's a new kind of 
packaging that actually 
creates sales! Every 
ADJUST-A-LINK band comes 
in its own protective plastic 
case which is specially 
designed to set off the band 
and its spare links to best 
advantage. Full directions 
with every watchband: 





Ni 


st 
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Distinctive 
with that 
look,” sty 
one of th 
popular. 
ever han 
retail pri 
1/20 10 
in stainle 





Desit 
diser 
in mi 
flatte 
time] 
rich-| 











Je one link 
lifting lugs 
ut of slok, 


Distinctively masculine, 
with that new “massive 
look,” style No. 200 is 
one of the fastest, most 
popular sellers you've 
ever handled. Suggested 
retail prices: $8.95 for 
1/20 10K G.F.; $.595 

in stainless, 





No more lost sales because your inventory is low on shorts, longs, extra-shorts and extra-longs. You 
always have the correct size in stock with ADJUST-A-LINK by Fsalle . . because ADJUST-A-LINK 


is really five bands in one! 


Build watchband sales with ADJUST-A-LINK’S toolless 10-second sizing and unique fashion styling. Let 
FF ACLE sales aids add punch to your selling . . . ADJUST-A-LINK watchbands practically sell 


themselves. 


Now — at last — ONE watchband that fits all your customers! For large and extra-large wrists, simply 


add the extra links provided — in only 10 seconds! It’s just as easy to remove links for small and very 


small wrists . . . and you need no tools! This means no special inventory for the one-third of your cus- 


tomers who must have their watchbands sized. 






Designed with your most 
discriminating customers 
in mind, style No. 150 
flatters even the costliest 
timepieces with its quiet, 
tich-looking dignity. 
Suggested retail prices: 
$7.95 for 1/20 10K 

. F.; $4.95 in stainless. 


MADE IN U.S.A. BY 


WATCHBANDS 


Harmony of line and fullness of pattern 
assure the popularity of style No. 151 
for a long time to come. Suggested 
retail prices: $7.95 for 1/20 10K G.F.; 
$4.95 in stainless. 


Few can do more... give more to 
help the retailer to increase sales. 
Now — #s ale offers you 
the most powerful advertising and 
promotional support it has ever 
put before the buying public. And 
— you get full profit on every sale 
... you make more... you keep 
more! Best of all — you cannot be 


undersold...because Fs a2zlle 


protects its channels of distribution. 


Sold through Wholesale Distributors only 
NORTH ATTLEBORO, MASS. 


PRINTED IN CANADA 








Free Plastic Display — an attrac- 
tive three dimension heart display 
is yours FREE when you order two 
dozen Jeweled Heart rings. Dis- 
play is neat, good looking and 
compact — will not take up valu- 
able counter space (size 794’ x 
9’) and will actually sell the rings 
for you. Assortment consists of 
small, medium and large sizes. 





Stainless Steel 
Band Rhodium 
Finish. 


Stainless Steel Band 
STERLING PLAQUE 


steel. 


NORTH ATTLEBORO, MASSACHUSETI 


ter stone bordered with brilliant pron 
set rhinestones. Expansion is stainles 








Four eye-catching colors - 
What a number to offer i 
your store with Spring her 
and all the teen-age fancie 
turning to love. Each ring ho 
a colorful heart-shaped cer 
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It happened in... 




































offer ji 
ing her: 
> fancies 
ring hos 


colors 


It took two big moving vans and 


ped cep atratler truck! This was a large 
t prong stock, Engel-Pack Co., succes- 
stainless sors to J. Engel Co., one of the 


oldest and largest wholesalers 
in the East. The firm in finan- 
cial distress, an unofficial cred- 
itors’ committee had invited our 
hid after six previous offers, 
the largest $70,000. We bid 
$20,000 higher at once, estab- 
lishing the fact the stock was 
worth it. Now the court re- 
opened the bidding and up it 
went in earnest. With our wide 
a facilities, planning to move this 
stock to our new, larger Boston 
CI , headquarters, we could make 
M the final topping bid—sold, for 
- $101,000! And within three 
uel days, four Gordon men had it 
DENT 1 packed and moving. Could 
lm 6€=s there be a better example of 
" our policy—“‘Always a reliable 
EGR offer, usually the highest.” 
Whatehband 









Stories from our 51 years’ experience with truths of just as great significance today. 






10 MILLION READERS* 
in April and May alone! gy 











: 


reasons why - 
jewelers everywhere 
find that ; 


? 
a 
GUARDIAN VANGEL's|« 











*Columbia’s dynamic national advertising... 
full-pages, color...is getting results! 


Are you getting your share? 





SEE WHY COLUMBIA CAN'T TURN, TWIST, SLIP 


The Guardian Angel 
contracts to permit easy 
passage over knuckle... 


/ 
then self-adjusts to 
finger contour, holding ring ./:\\: 
safe, comfortable, perfectly ~ 
positioned always! 

















swing DIRECTION to diamond merchandising 


... has already set retail sales records in 


every section of the country. 


We invite your inquiry on the availability of a ' 
franchised Columbia Tru-Fit agency in your commupity, 4 wh 


i DIAMOND RINGS 
a division of Axel Brothers, Inc. 
21-10 49th Avenue, Jeng Island City, 1, 





Rae Nira Reggeindaags Fs, 










When time decides the issue ... Omega decides the time! 





at the Pan American Games* 


() 






































Olympic Cross awarded Omega for its services to 
Olympic Games timing over past 23 years. Omega is 
the only watch ever to receive this coveted honor. 
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sll the Olympic Games 


and other major International Sports Events 


OMEG A is the Official Timepiece 


Surely there is no greater honor than being the 
unanimous choice of all nations to time events when 
records rest in the balance . . . when success can be 
measured in the hundredth part of a fleeting second. 

During the past year, Omega was asked to time 
sports contests of all kinds, all over the globe. 
Whether it was skiing in Sweden, track and field in 
the Philippines, air races in Mexico, rink-hockey in 
Spain or equestrian events in Finland . .. Omega was 
always on hand as the official timepiece. 

Wes Santee’s American mile record, John Landy’s 
world mile record and Roger Bannister’s ‘Mile of the 
Century’ were all timed by Omega watches. 


It is a source of great satisfaction to see Omega’s 
name ever more closely connected with the great 
sports competitions. As far back as 1932 Omega was 
timing the Olympic Games and has timed them ever 
since. And for the 1956 Olympics, Omega will again 
be the official timepiece. 

Being chosen even once to time the Olympic games 
is an extraordinary vote of confidence but when the 
confidence is reafirmed on five consecutive occasions, 
it becomes the greatest proof we could ask that Omega 
is truly the watch the world has learned to trust . . . 
again demonstrating that when time decides the issue, 
Omega decides the time! 


*Pan American Games held at Mexico City, March 12 to 26, 1955. Athletes from 21 American republics competed. 


C) M | (5 A the watch the world has learned to trust 


NORMAN M. MORRIS CORPORATION - 655 MADISON AVENUE - NEW YORK 21, N.Y. 
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Recent Major International Sports Competitions which 
relied on Omega timing facilities 


Grands Prix of France, Holland, Finland, Italy 

Cycling Races of Austria, Holland, Mexico, Switzerland 
Equestrian Games at Helsinki, Finland 

Modern Pentathlon World Championships at Stockholm, Sweden 
International Regatta at Zurich, Switzerland 

World Rink-Hockey Championships at Barcelona, Spain 
Skiing Contests at Holmenkollen, Norway 

Asiatic Games at Manila, Philippines 

Mediterranean Games at Barcelona, Spain 

British Empire and Commonwealth Games at Vancouver, Canada 
Pan American Games at Mexico City 

Mexico-Acapulco Air Rally in Mexico 

World Ice Hockey Championships at Stockholm, Sweden 
World Skiing Championships at Falun and Are, Sweden 
Central American and Caribbean Games at Mexico City 
World Wrestling Championships at. Tokyo, Japan 

Invitational Track and Field Meet at Compton, California 
European Athletic Championships at Bern, Switzerland 

Pan American Motor Race in Mexico 

Round-Lebanon Cycle Race in Lebanon 

World University Games at San Sebastian, Spain 

and Omega will time the 

1956 International Olympic Games in Australia, Italy, Sweden. 








MILLIONS 


Of prospective “repeat” customers for you...through | 





THE LINK TO PROFITABLE REPEAT BUSINESS:' 
Every customer who buys or owns a watch — 

or comes in for watch repair — is a prospect 
for Add-a-Link* And every customer who makes 


one purchase, inevitably makes another! 


bracelets and watch bracelets 


a ee TO The Gift that Grows More Precious with the Years! 
There’s no duplication of inventory when you sell 

af Now ...the gift supreme for Mother’s Day and every 
Add-a-Link— no limit to your selling opportunity »~ @> important occasion! Diamond links that add up to exquisite 
with this unique, non-competitive profit-maker! i. bracelets and watch bracelets. Start with as many links as 
you wish, add additional links on all gift occasions. 
Add-a-Link* Diamond Bracelets are beautiful in growing 

Fas stages ... superbly precious when complete! Choose from 

To ‘‘make the most’’ of this Mother’s Day bes a wide selection of artistically styled diamond links in 
14-karat white gold settings. Priced from $35.00 per pair. 


THE LINK TO SUCCESSFUL SALES: 


Promotion, Add-a-Link will provide you with these 


sales-stimulating dealer aids: COUNTER CARDS, 
KASPAR e« ESH 


MAT ADS, TV SLIDES, FOLDERS, LOCAL 126 West 46th Street, New York 36, N.Y. 
PUBLICITY RELEASES, MERCHANDISE DISPLAYS. ih ‘Resiemeed Tradeaiil 


For name of the jeweler nearest you, please write 





Add a diamond link on each occasion 


Tnhis ad will appear in the May Ist Vogue 


Act now for sales-action! 
Stock up now to meet the 
Mother’s Day demand. Call, wire, write: 


P\ KASPAR « ESH 


Manufacturing Jewelers « Diamond Importers 
*Registered Trademark 126-132 West 46th Street, New York 36, N.Y. 62 Rue Du Pelican, Antwerp 


PNP" Sen pyrene 
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they’re the best 11. 1 


IF YOU'RE SELLING 


WATERPROOF 
—~ WATCHES... 








a 


follow America’s leading watch 
manufacturers — feature I.D. 
water-proof watch cases... 
exclusively! 


Take the bést-selling watches in any 
jewelry store and examine the cases. In 







10. Watch Case Factory 
-the most modern, fully- 
eqipped plant — almost 1 
square block in size. 


most cases you will find they bear the 
trade-mark of certified water-proofing... 
~ the I.D. name. 

-~20r Al 
efie? 1 

5 ft 
Oe here’s why! 


LOWATCH 
\_ =a ee whether it’s the fine, wafer-thin case or a 
heavy-duty flange back... it's precision 
made by |.D. expert craftsmen jin one of 
the most modern, superbly equipped plants 
in the U. S. Every style ...and there are 
hundreds, is mirror-lapped.... hand pol- 
ished and designed in either water resis- 
tant or waterproof -cases — tested under 
Federal Trade Commission Regulations. 
This is your guarantee that they are worry 
proof: 


I.D. WATCH CASE CO., INC. 


Serving Watch Manufacturers and Importers Exclusively Since 1910 


|.D. features cases in chrome, steel back; 


all stainless steel; yellow aluminum, steel 


GENERAL OFFICES AND FACTORY: back; 10K Rolled Gold Plate, steel back; 
_ 137-11 90th Avenue, Jamaica, L. 1. * JAmaica 3-8700 10K Gold Filled, steel back; and in all 
NEW YORK OFFICE: Joseph Dinstman, Paul Korman, 580 Fifth Ave., Tel. PL 7-6373 * CHICAGS 14K Gold. 


OFFICE: William Bart, 29 E. Madison St. * LOS ANGELES OFFICE: Leonard J. Ravven, 215 West 


; If you now sell waterproof watches that 
5th St.* EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 15 Maiden Lane, New York, N.Y. 


do not carry the |.D. quality trade mark, 
write to the manufacturer and tell him to 
| get the I.D. story. You'll be getting 100% 
‘dd. protection for yourself and your cus- 


tomers, without paying one cent extra! 

























Let’s set the WORLD on fire... 


we’re not pyromaniacs . . . but we literally “burned up” 


the trade last year with our rosary book locket. 


and this year we’ve got 





some items that are even HOTTER... 


that’s why we’re talking about setting the world on fire... 


the jewelry world, at least. 





We're keeping these sales leaders under asbestos until the 
UNITED JEWELRY SHOW in the Sheraton Biltmore Hotel, 


Providence, R. l.— MAY 1-13 
Represented by AL SCHUSTER, ROOMS 415-417 — COP LEAVITT, ROOM 332 


“lhe AWause of Charme Through leading Jobbers everywhere 


DEXTER MANUFACTURIN G 










100 STEWART STREET, PROVIDENCE 3, R. I. 


Canadian Factory & Sales Office 
JEAN, QUEBEC, CANADA 
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g sensational 


It's EXCLUSIVE! There is no other 
Travel Clock Like It! A Unique Gift 
For The Traveler-Tourist! 





MODEL 754 . . . 1-DAY WORLD TRAVELER 
ALARM CLOCK, Compact, lightweight, round... 
the ideal travel companion. Gilt bezels; one with 
names of countries and cities; the other with num- 
erals, showing time differentials. Gilt numerals, 
luminous hands and dots. Also available with 
luminous numerals and hands. Genuine leather 
case. Colors: brown, red, pig. Size: 3” x 3%” 


x1”. Retail Price $13.95 Plus Tax 


At long last! Here is the perfect gift item for 
people who travel, home or abroad. Perfect in 
design...in accuracy...in workmanship ...in 
convenience...and in price appeal. 


At a glance, it tells the time in 24 different time 
zones around the world including important 
European and Asian Capitals, several islands, 
-and the 4 U. S. time-change cities. 


Display it in your windows! Dramatize it with 
travel folders! IT SELLS ON SIGHTI 





Consult Your Wholesaler Today « Write for Catalog 


semca clock co. - manufacturers of Phinney-Walker Clocks Since 1915 
Copyright Semca Clock Co., Inc. . 30 Irving Place, New York 3, N. ¥. oe — Prices on West Coast Slightly Higher 








ALL IMMEDIATELY 











VULCAIN CRICKET 


NOW READY TO “RING-UP” BIG MARK-UP FOR YOU 
The ORIGINAL Wrist Alarm 
Watch, widely imitated but never 
equaled... 17 jewels, fully guar- 
anteed, precision made with ex- 
clusive, patented features and 
double unbreakable mainsprings 
that have made Vulcain famous 
the world over. 


Retail Price 


$9950 


DUO-BACK 


Double-back case provides a 
sound chamber that permits a 
44, distinct-ringing alarm ...an 
= EXCLUSIVE, PATENTED 
VULCAIN CRICKET 
FEATURE 




























EXACTOMATIC 


Balance Staff and Jewel 


Another revolutionary, patented feature which elim- 
inates variation in time keeping in all positions... 
a masterpiece of precision engineering available 
only in the famous Vulcain Cricket. 
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and CRICKET 
WRIST ALARMS 


Shriro, world’s foremost distributor of fine Swiss watches, 
sole distributor for the U. S. and Canada of Vulcain Grand 
Prix Watches, has been able to lower retailers’ costs, as well 
as resale prices, on the Vulcain line, including the one-and- 
only Cricket Wrist Alarm...due to an enormous step-up in 
production to meet Shriro requirements. This, indeed, is mo- 
mentous news, considering the recent watch tariff increases. 


Ever mindful of retailers’ mark-up problems, Shriro has 
achieved a miracle of merchandising in the new, drastically 
reduced price structures of Vulcain Grand Prix Watches and 
Vulcain Cricket Wrist Alarms which offer greater mark-up 
than ever before in the Vulcain line...mark-up commen- 
surate with retailers’ needs. 


Communicate directly with Shriro Watch, Inc., and get the 
answers on how the Vulcain line can be profitably yours. 


VULCAIN NATIONAL ADVERTISING AND DEALER AID 
PROGRAM BIGGER THAN EVER BEFORE... 
Vulcain Watches will be consistently advertised in the 


nation’s top media, which will include Life, Saturday Eve- 
ning Post, Fortune, Esquire. More to be announced soon! 


SHRIRO WATCH, INC. 


276 Fourth Ave., New York 10, N. Y.* GRamercy 7-7500 


CHICAGO SALES OFFICE: 
LOUIS COLE 
29 East Madison St. 
Phone RANDOLPH 6-4415 


CANADIAN SALES OFFICE: 


400 Ontario Street West 
Montreal 2, Canada 
Phone AVENUE 8-9548 
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--- Orange Blossom is 
America’s outstanding 
style-line % 








Nine out of ten rings sold over a retail 
counter today are selected because of their 


eye appeal and smart design. 


Orange Blossom gives you superb styling 

in a wealth of patterns to capture the eye of the 
broadest possible market—PLUS traditional 
fine quality and expert craftsmanship to assure 


satisfied customers. 


There are some desirable franchises available 


to alert, ethical dealers. 


Please direct inquiries “Attention of Sales Manager.” 


Ads | 





TRAUB MANUFACTURING. COMPANY 
1934 McGraw Ave., Detroit 8, Mich 
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Nay 


HEWELERS know they are not re- 

quired to take on expensive and 

fancy deals just to show the HAYWARD line. 
‘We welcome the one-set customer just as en- 
thusiastically as the dozen buyer. This is be- 
coming a very important factor to many 


jewelers in today’s heavily promoted men’s 
jewelry field. 


EWELERS know when they buy HAY- 
-WARD Men’s Jewelry they are buying quality 
~— they know, too, that the latest men’s fash- 

ions, as well as the conservative styles, are 

reflected in all HAYWARD pieces. 


See the new HAYWARD line. There 
have been many changes and new 
high style ‘55 fashion touches 
added. 


WALTER E. HAYWARD CO., INC. 
| ATTLEBORO, MASSACHUSETTS 
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WED-LOK quality and design superiority deserve 
the finest —~ and have it! Tempered settings give 
maximum security for each selected-for-excellence 
diamond. Moreover, the doubly-secure, exclusive 
Wed-Lok “click” assures perfect alignment of 


the rings for best display of the diamonds. 


only 
Wed-Lok has 
DOUBLE 
locking security Sui be 


T LY, 
GRANAT me 


turn, twist, separate 





and wear “thin” 


Y ite 





Zi; 


Sa 
anifactabing {) Cuyfany- 


114 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 





Bice from $100 retail 





Attention Jewelers!... 


This is “AQUARIUM” 
No. 454 


A Waterless Under-water Illusion 
in Action ... with Lights! 


Cylindrical, simulated pond and 
its finned occupants ingeniously 
staged, and screened in eight 
true-to-mnature colors. Realistic. 
Base and gallery rendered in rich 
mahogany. Marine wheel clock 
frame and embellishments fin- 
ished in 24-kt. ‘‘gold-plate’’. 
Height 11’’. Width 9. Depth 
6 Y2‘'. Packed in fitted carton. 


—And Now. . the NEW 
AQUARIUM CLOCK sy United 


‘BRINGS TIME TS 


“Tropical Goldfish Swim Gracefully 


*Midst the Greenery of their Marine Pool’”’ 
—BUT THERE’S NO WATER! 


What makes this enchanted Clock mystifying— 


CONTACT YOUR JOBBER.. 


also makes it sell! Glowing, deep from within, a 
mellow lighting effect adds to the spell; — while 
by day and by night, time faithfully watches over 
a multi-dimension, spectacular aquacade! It’s this 
extra United action that excites extra consumer 
action. Those who will see Aquarium advertised 
in Life, will come to you—and those who see it 
performing in your window, will buy. 

Aquarium is just that kind of Clock! 


TODAY! 


in MAY 16th, 1955 
Caption in Life inser- issue 


tion for Aquarium Clock 

» reads: ‘‘Now—At Your Jeweler’s 
That‘s you! So for sales’ sake, pre- 
pare! Aquarium is an all-action 
Clock...an irresistible, spotlighted 
center of attraction—And . . it's 
all yours by which to profit! 


fe. 


UNITED CLOCK CORP. 


379 DE KALB AVENUE 


A Division of the BROOKLYN 5, N. Y. 


United Metals Goods Mfg. Co., Ine. 
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EAS $$$3$ $$ SALES: 
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DING RING promotion 


with or WIDE wi 


eyPPers +r¥PPODyY , 
” S$SSHSSSHSHSFSSHSFSSSHS$SSHSHSTFY 12 best selling styles combined into one sensational pro- 
3$$$$$$ S$$SF$F$SSSHSHSSSSSSSF FQ $ — unit that will give you fastest turn-over of any 
ueticc lls s* cccceuaannoa other rings in your store! 
3 lillie, $$$ . 
- ag? : Q™*Sgeegg $ pee oo hime, and white 14K gold 


ful velvet covered window displayer. 


$ Free This eye-arresting 3-dimensional color- 


price tags that guarantee a high, 
healthy mark- -up. 


$ Established factory resale 





ice is always dependable.... 
24 hour delivery on “spe+ 
cials.” 


$ The famous Polishook serv- 





There is a Polishook 
Salesman in your territory . . 
Write today and we'll send 

him to see you. 


K. POLISHOOK & SON core. 








216 EAST 45th STREET, NEW YORK 17, VAnderbilt 6-1664 


Manufacturers of “‘Evervthina in Rinas’”’ Since 1898 

























































































































































































































































































































































































































= 1.» ea figure meaning a number of things 


First—it means a firm destined to be the 





sescesence 


























leader in manufacturing gold filled and 












































sterling silver jewelry of premier quality. 








One also means that Emilio Simeone—for 


16 years a founder and partner in the Van 





Dell Corporation—is the sole operating head 
of this company. His son, Roland, is also 


associated with him in the business. 


One other thing—the new Loran Sim line 
is a first line—quality first and foremost; 
styling and packaging to lead the trend of 


the times. 


First—and last—it means that this should 
be the one line that you can carry with 
assurance of greater sales, greater profits, 


and the most pleasant of business relations. 


See it first in Providence at the Show— 
Room 537. 





your inquiries 


are invited Ms 


8 STREET 
SBECE By me Rs 
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1728/3G W1728/3M 
Blazing center diamond with 2 fiery 
side gems. 3 radiant diamonds in 
the matching wedding band. 
$75.00 











1643/5B W 1643/6M 
Glorious 11 diamond set with scin- 
tillating center diamond of unusual 
brilliance. White or yellow 14K 


$200.00 











1194 

New creation with big center dia- 
mond with 6 fiery round diamonds 
and 5 baguettes in 14K white or 
yellow gold. $350.00 








se * 4/1 Prices Shown are Keystone 


eg 


NOW! These Catalog Insert Pages are Availab 
to Wholesale Distributors! Write for Details! 
GOLDSTEIN-GERSON CO. inc. 


130 WEST 46th ST. 


1434/36 W 1434/4M 
An exotic combination of 7 
flashing. diamonds in sculp- 
tured 14K gold. $100.00 


— 
‘ Po — - 
‘1002/5B W 1002/6M 

, Popular fishtail design with 11 

\¢ dazzling diamonds. 14K white 

“or yellow goid. $175.00 


1044/3B W 1044/5M 
Glamorous fishtail design. 8 
brilliant diamonds. In 14K 
white or yellow gold. $250.00 


2G 


549/1B W 349 
Ever popular modern design in 
rich 14K white or yellow gold. 
Blazing diamond 


from $125 to $1,000 


1486/36 W 1486/4M 
Glorious center diamond, 6 
brilliant stones. Swirl design 
in 14K gold. $125.00 


1171/3A W 1171/5M 
11 sparkling diamonds in this 
unique design set. 14K white 
or yellow gold. $175.00 


NEW YORK 36, N. Y. 


1117/5B W 1117/7M 
12 diamonds in this heavenly 
set crafted in 14K white or 
yellow gold. $300.00 


1662/38 W 1662/4M 
Large center diamond with 2 
side gems. Matched wedding 
band has 4 brilliant diamonds. 


1151/5A W 1151/6M 
A galaxy of 11 blazing dia- 
monds set in hand-tailored 14K 
white or yellow gold. $250.00 


Rings enlarged to show detail 













é Beautitul Catalog Inserts with Goldstein-Gerson Co.'s Advanced. 


— are AVAILABLE NO} 
_ Fiuntle INTERLOCKING S —— = = 


pIAMOND BRIDAL SETS 
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1004/7B W 1004/8M 
Smart fishtail design with 15 
precious diamonds. 14K yellow 
or white gold. $250.00 
1734/3G W 1734/3M 
Dazzling center diamond with 
2 side stones. Wedding ring 
has 3 fiery diamonds. 14K gold. 
$75.00 





1666/3B w 
Magnificent bridal set 
glorious diamonds crafted 





14K white or yellow 





jyann 


1050/5A W 1050/5m 
A gorgeous center diamond en- 
hanced a 4 side gems. Match- 
ing band has 5 ity 

s $150. 


Wy 


pe 


ing wed 
diamonds. 





1495/2B/18 W 1495/28 
Exquisite center diamond with 
4 fine-cut uettes in modern 
settings of 14K gold. $300.00 


1457/36 W 1457/4M 
An adorable 7-diamond set of 
excellent taste. 14K white or 
yellow goid. $200.00 





1471/56 W 1471/5M 
Unusual heart motif gives 
prominence to the brilliant 
center diamond and 9 side 
gems. $150.00 





1042/38 W 1042/5M 
8-diamond fishtail pattern in 
14K white or yellow gold. Biaz- 


= ing center diamond. $150.00 
W 1466/3M 3 





1466/38 

Thrilling bridal set with 6 

fat'wans er yelow ea 
$200.00 






* All Prices Shown are Keystont 






Rings enlarged to show detail 
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Fiancée Patented 
Dual-Action pre- 
vents twisting 
and turning... 
always keeps 
rings together! 
















1744/56 w hip oy 

Distinctive motif in this unique 

: —— set. 12 scintillating diamonds 

= aa set in 14K gold. $175.00 
W 1014 


1014/38 
The e e of this 8-diamond 


set defies comparison. Lovel Ae i 
fishtail settings of 14K . LR 


GOLDSTEIN-GERSON CO. INC. 130 WEST 46th STREET 
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fein-Gerson Co. inc. Proudly introduces These Sales-inviti 


CATALOG INSERTS! 


Z, 4 | 
WL bEZ _Available for immediate Delivery! | 


DIAMOND RINGS 


Fiuncli *TRI0” 
DIAMOND SETS | 


my: 


1035/17M 1668 

17-diamond princess-style ring Magnificent ring with a truly 

of unusual beauty and value! exotic syn. star sapphire gem. 

14K white or yellow “, 14K gold. $85.00 
125. 


1420/56 WL1420/4M 
G1420/6M 





The perfect bridal set for @ 
double-ring weddings. En- = 
gagement ring has a fiery 
center diamond with 4 
side gems. Wedding ring 
has 4 brilliant diamonds. 
The matching groom’s 
ring has 4 diamonds. All 
rich 14k gold. $245.00 


1223/21 1198/15 W1284/9M 

17 sparkling diamonds sur- This elegant creation has a Beautiful extra-wide wedding 
round the big center diamond large center diamond and en- ring carved of 14K gold. Set 
in this exotic creation. 14K circled with 14 fiery diamonds. with 9 dazzling diamonds. 

gold. $400.00 $380.00 $100.00 


L5022/36 LW5022/3M 
65022/3M 


WK Ne goo ng bridal set 

P ° - : i llow 

G44M 65149/5M EST eer 0 white or yello 

Superbly A magnificent large syn. star Large center g iamond sur- ‘eta — oo Bang A 9 

< sa ire of unusual lustre. rounded wi iery stones. 
Designed = ma 


Heavy 14K gold. $115.00 Heavy 14K white or yellow CT Wai wedding band has 3 fers 


Diamond " $155 j p C3 / av diamonds, as the groom’s 


heavy matching ring. Ter- 
rific value! $200.00 


Rings of 
Unusual 
Beauty... 
Quality 
and 
Artistic 
Crafts- 
manship! G5106/M 
Heavy sculptured 14K gold Handsome, massive ring of 


with large brilliant center 14K white or yellow gold. 3 
diamond. Ideal value! $150.00 big blazing diamonds. $175.00 


Rings enlarged to show detail 
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Goldstein-Gerson Co.'s Exclusive Styling is Highlighted in These Colorf 
Egle, CATALOG INSERTS: 












DIAMOND EARRINGS 









Star of 

Stage 
Screen and 
Television! 
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Ne, All Earrings | 
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é White or Yellow 
Gold! | 
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75/1/26 — 
Diamond Pendant with 
——— 


Chain. 14K white gold. $32.50 


1818 
DIAMONDS $62.50 pr. 


180 
DIAMONDS $55.00 pr. 
GOLDSTEIN-GERSON CO. INC. __130 WEST 46th STREET _ 








NEW YORK 36, N.& 





a year-round sales charmer... 


BIRTHSTONE BRACELETS ny conc 


Here’s a bracelet that really gives 
a ‘shot in the arm’ to jewelry sales! 
And no wonder! Women just can’t 
resist this adorable cherub— 
perched so jauntily atop a birth- 
stone! And then, what woman can 
resist looking until she finds her own 
birthstone! And when she’s found it 
—who can pass it by... especially 
when the retail price is only $3. Won- 


derfully priced for a fast turnover. 


STOCK AND DISPLAY 
CORO’S BIRTHSTONE 
BRACELETS 


For further information write 
CORO INC., 47 W. 34th St., N. Y. 1 
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TEWELRY | 
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WHAT'S YOUR BIRTHSTONE? 


e the deep, mysterious red of a garnet? (January) 
e the play of a sapphire’s blue coloring? (September) 
e the flashing brilliance of a diamond? (April) 
e the deep, pure, rich green of an emerald? (May) 
e or, the translucent amber beauty of the topaz? (November) 
e perhaps the lustrous glow of a pearl is yours. (June) 
e the unexpected blue-violet beauty of an amethyst? (February) 
e the ‘lit-with-fire-lights’ of a zircon? (December) 
e the chartreuse loveliness of the little-known peridot. (August) 
e or, the blazing beauty of a ruby? (July) 
e the cool, tranquil looking aquamarine? (March) 
e or, the old-world beauty and richness of a rose tourmaline? (October) 


Bet you paused — and picked out yours! Your customers will, too! ... When they see your CORO BIRTHSTONE BRACELET Display. 


FOR APRIL, 1955 




















How the 
GILBERT-LIBERTY 


policy will help 











Today’s big news in the popular-priced wrist watch 
field is the GILBERT-LIBERTY affiliation. 


The Gilbert Clock Corporation, with 148 years of 
experience in the manufacture of fine timepieces, now 
makes all its vast research, production and distribu- 
tion facilities available to LIBERTY, the modernly 
styled, superbly accurate wrist watch that proved 
it could outsell all competition at point of sale. 


Here’s what this means to you. 


PRESTIGE of Gilbert’s reputation for sound busi- 
ness policy and financial solidarity over the years 
adds strength and stability to LIBERTY-—the fast- 
selling, smartly merchandised watch that set new 


you sell popular 





priced watches 
more profitably ! 


sales and profit records in store after store. 


Dependability of repair service...superb timekeep- 
ing...continuity of quality and uniformity of prod- 
uct are assured by GILBERT. 


And above all, Liberty is being promoted by GIL- 
BERT—a name known for quality for almost a cen- 
tury and a half in millions of American homes...a 
name soon to be known for dramatic new develop- 
ments in the spring-wound and electric alarm clock 
volume priced fields. 


For more sales, more profits in the popular-priced 
($4.95 to $10.95) wrist watch line, you can’t beat the 
GILBERT-LIBERTY combination. 


First in a series of messages that will bring you news — about new 
styles, new profit possibilities in Gilbert Clocks and Liberty Watches. 


LIBERTY WATCH CORPORATION, a division of THE WILLIAM L. GILBERT CLOCK CORPORATION, WINSTED, CONN. 
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r wholesaler 
and only your wholesciler 


can offer you 


Tessler & Weiss mountings! 


It is profitable and smart for the jeweler to buy through his wholesaler. 
This—the world’s largest factory devoted exclusively to the manufacture 


of die struck mountings—is the dynamic proof. 


Tessler & Weiss wc. 2389 Vaux Hall Road, Union, New Jersey 








appearing in full 


color in Harper’s Bazaar, April 















Spring flowering in the Trifari manner! 









Enameled pastel posies in white, yellow or 
pink blossoming on a trellis of golden-toned 
Trifanium; or blue on platinum-toned. 
Necklace, $7.50; Bracelet, $6.00; Earrings, $4.00; 
Pin, $5.00; Large Button Earrings, $6.00. 


PRICES PLUS TAX NOT AUTHENTIC UNLESS STAMPED TRIFARE JEWELRY DESIGNS COPYRIGHTED 
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NOW Airtemp Air Conditioning means more business for FRPIA ATES Me Reha) 





irtemp gives jewelry stores 
a choice in Super-Quiet 


alr conditioning 


waterless (air-cooled) if water is a problem 


water-cooled if desired 


Jewelry stores benefit by air conditioning more than 
many other businesses. The cool, crisp air attracts 
more customers and they stay longer and buy more. 
You'll save money because noise, dust and dirt are 
shut out. You don’t have to clean or redecorate nearly 
as often. You and your employees will do a better 
selling job because you will feel better in an air 


5 H.P. waterless (air-cooled) Packaged 
Air Conditioner, one of 4 models. 


5 H.P. water-cooled Packaged Air Con- 


ditioner, one of 6 models. conditioned atmosphere. 


Airtemp air conditioning, both waterless (air-cooled) 
and water-cooled, is designed to operate quietly and 
efficiently for years. In fact, the refrigerating system of 
these air conditioners is warranted for 5 full years. 
This is only one of many reasons why we build more 
Packaged Air Conditioners than anyone else. We have 
a nation-wide factory-trained service organization ready 
to serve you if necessary. Phone your Airtemp dealer 
today—he’s in the Yellow Pages—you'll get a better 
price before hot weather arrives. Or write Airtemp 
Division, Chrysler Corporation, Dayton 1, Ohio. 





DIVISION OF CHRYSLER 


AIR CONDITIONING e HEATING FOR HOMES, BUSINESS, INDUSTRY 
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Wouldn't it be wonderful if you never 


If your business never had to compete with 

predatory price cutting, you would have the 

time to spend on the constructive aspects of 

merchandising — building a solid, profitable busi- 
‘ ness to serve your community. 


There’s one way to meet unfair competition, 
of course—that’s selling products covered by 
Fair Trade. We don’t mean the sort of Fair Trade 
that’s principally lip service, We mean Fair Trade 
as practiced by the Small Appliance Division of 
the General Electric Company—backed by a 
full-scale campaign of enforcement. 


Fair Trade is in all our interests. It protects 
our trademark—it protects your fair margin of 
profit—it protects the customer against poor- 
quality merchandise at unreasonable prices. 


Here’s what we’re doing about Fair Trade... 


16,000 Fair Trade Agreements have been 
signed with retailers—large and small. 


had to meet unfair competition? 


21,200 shoppings have been conducted in 44 
states— wherever we had reason to be- 
lieve that a retailer—large or small— 
was not observing Fair Trade prices. 


5,200 retailers—large and small—have re- 
ceived one or more registered letters 


concerning alleged violations. 


834 


legal actions have been taken in 24 
states. 


Here’s what we’re going to do... 


We will continue to shop retailers in every state 
that has Fair Trade Laws. We will investigate 
every complaint of illegal price cutting by retail- 
ers on General Electric Small Appliances. We will 
seek voluntary agreements to end Fair Trade 
violations wherever they occur. 


We will take legal action in every case where it 
is necessary to enforce compliance with the laws. 


Here’s what you can do to help yourself... 


Every retailer who believes that the Fair 
Trade Laws can assist him in building a 
sound business can be a real help in the 
campaign by following three simple rules: 


1. Sign the voluntary Fair Trade Agree- 
ment which he receives from us. 


2. Observe our Fair Traded prices. 


3. Whenever he has positive evidence that 
a retailer is selling any G-E Small Appli- 
ance at less than the Fair Trade price, he 
should report it immediately to: 
Fair Trade Section, 
Small Appliance Division, 
General Electric Company, 
Bridgeport 2, Connecticut. 


Progress /s Our Most Important Product 


Small Appliance Division GENERAL @& ELECTRIC 








Manufacturers of— Toasters « Grills - Irons - Mixers - Coffee Makers - Clocks - Fans 
Vacuum Cleaners - Automatic Blankets - Heating Pads - Automatic Skillets 
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Your Basic Merchandising Kit 
on Palladium 


... tO help you get the full benefit 
from our customer advertising 


Use these sales aids to remind your customers that you sell 
the distinctive rings and jewelry created in palladium. For 
more and more of your customers are reading full-page, two- 
color advertisements on palladium in Holiday, Harper’s 
Bazaar, Mademoiselle, Charm, Seventeen and Bride’s. 


Here are the traffic-building sales aids you will receive 
when you send for this free Basic Merchandising Kit. A 
handsome, velvet counter pad .. . a set of interest-arousing 
newspaper mats . . . two attractive display signs, easel- 
mounted for use in windows and on counters . . . 6 copies 
each of the booklets, “Palladium, A Precious Metal of the 
Platinum Group” and “The Eight Precious Metals.” 











Additional copies of these informative, sales-stimulating 
booklets can be obtained for your own mailings by using reply 
card enclosed in the kit. 

















So mail in the coupon today. We will also send you a copy 
of “Palladium Jewelry and Where to Buy It.” 


“QU ALCUL ULI 





a precious metal of the-platinum group 


K-4 








Tie in with our consumer advertisements 
by showing this metal-faced palladium 
sign. Feature it prominently, in your 
window and counter displays. It’s in- 
cluded in your Basic Merchandising Kit. 


Platinum Metals Division 
The International Nickel Company, Inc. 
67 Wall Street, New York 5, N. Y. 


Please send me without charge your Basic Merchandising 
Kit on Palladium. 





Name 


Platinum Metals Division anieire 
THE INTERNATIONAL NICKEL COMPANY, INC.: 
67 Wall Street EE wiititatindncidtenasastcssmtinanadn 
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et $4.95 


wweewws Qeeeesese 


ee ee a 
PROFITABLE! 
ORDER TODAY! 












STYVCED UN TRADITION OF FINE JEWELRY 


/ 
VA 
*EBONY OR TURQUOISE, 
with gold tone top $4.95 


WORLD’S THINNEST...MOST BEAUTIFUL ... LIGHTER 


Immediately after introduction in 52 major markets, 
the’ ELGIN AMERICAN “400” was an instant sales 
success! You, too, can increase your sales with this 
altogether new concept in lighter design! 

No larger than a pack of matches, yet so light it’s hardly 
noticed in pocket or purse, the ELGIN AMERICAN 
“400” is precision-engineered to make it the most 
efficient—easy-to-sell—lighter on the market today! 


STATELY FLEUR-DE-LIS, 
golden design on ebony $5.95 





Le THE EDWARDIAN, 
gold tone $7.95 


@Mechanism lifts out 
for faster—cleaner filling! 


eImpossible to flood flint! 
One filling lasts and lasts! 


Change flints in 
a flash! 


eEngineered like’a 
fine precision watch! 








ae OVEN PATTERN, @Minimum servicing! 
smart, ‘durdble chrome $6.95 





eStreamlined, one- 
piece, leak-proof 
case prevents fuel GENUINE ALLIGATOR, 
evaporation! inlaid in golden border $9.95 






e Jewelry-like 
finishes! 





L Colorful, permanent sell- 

INTRODUCTORY ing display. Enameled 

“ ae ASSORTMENT wood cabinet. Glass top 
engraving shield, gold tone $6.95 4400 enclosure, recessed tray. 


Shown is a “dollar getting” 
assortment with 12 outstand- 
ingly beautiful lighters in 9 
different styles. 


Dealer Cost — $4400 
Retail Value— 874° 

Dealer Profit— $4349 
SPORTSMAN'S FLYING DUCKS, 


gold tone $7.95 *assortment includes two of this style 


SEA NYMPH, 
genuine mother-of-pearl $9.95 





ORDER INTRODUCTORY ASSORTMENT 4400 TODAY, OR WRITE FOR DETAILS 
ON OTHER PROFITABLE ASSORTMENTS 


WOODLAND FAWNS, engraved 


ELGIN AMERICAN, 853 Dundee Avenue, Elgin, Illinois in gold tone and satin silver $9.95 





Shown 3/4 actual size 
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You can sell more of anything 
—~when it’s “advertised in the Post”! 








@ Whether you sell carpets or clocks, your best customers 
are Post readers @ They pay more attention to Post advertising 
@ They have more confidence in Post-advertised products @ You 


sell them when you tell them, “It’s advertised in the Post.” 


—gets to the heart of America 
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OUTSTANDING ads like these 


are helping you sell more | 


Artcarved 


DIAMOND AND WEDDING RINGS 





ry 


Here are just some of the beautiful full-page Artcarved ads that are appearing | 
in leading national magazines every month. Here are just some of Artcarved’s 
fresh-looking bride-age beauties... beauties who are helping to convince ring- 
minded girls in your town that Artcarved* is a name they can trust for quality, 
for value, for fashion. No wonder Artcarved jewelers are enjoying a record- 


breaking ring season this spring—with Artcarved. 








Watch for ths SPECIAL FEATURE in 
the Artcarved SPRING CAMPAIGN! 





See it in the May issue of Seventeen! Another beautiful full-color ad in 
the magazine that has proven its effective selling power...the maga- 
zine that draws the most response from this important young market. 

















PLUS the new Artcarved RING BOX 
and nation-wide TRADE-IN PLAN 





Artcarved’s newly designed diamond And Artcarved’s popular nationally ad- 
ring box...in lustrous-toned plastic, vertised Diamond Ring Trade-In Plan 
with a rich gold crest on the cover... is helping to clinch ring sales faster by 
provides the perfect setting for the giving real proof of the value in every 
beauty of an Artcarved ring. Artcarved diamond ring. 











AS t ~ = r V e d America’s best-selling rings since 1850 
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we trust fer , 


ee fave oe 


w love. trust f 
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These beautiful ads are selling for you 


through these leading magazines... 


LOOK AND LIFE. The 2 great picture magazines read ever brides—the youngest bridal market in history! 
by more young men and women under 35...in more 
communities than any other magazine. BRIDE’S MAGAZINE AND MODERN BRIDE. The 2 


magazines used as a buyer's guide by over a million 
SEVENTEEN AND MADEMOISELLE. The 2 magazines future brides each year. 
read by your best customers — today’s younger-than- 





AS ALWAYS... Artcarved protects its legitimate retail jewelers from unfair competition on Artcarved rings by refus- 


ing to sell to discount houses or to jewelers who regularly sell jewelry merchandise at less than factory-suggested prices. 











*rRrave MARK 


REGISTERED Ask your Artcarved representative or write our home office for full details. 


J. R. WOOD & SONS, INC. 216 EAST 45TH STREET, NEW YORK, NEW YORK 
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The first of a new series of Longines-Wittnauey 






















wecsscssQesnenece 


bleed pages to appear in issue of April 4, 


THE WORLD’S MOST HONORED WATCH 


MAKES THE WORLD’S MOST ADVANCED 


When you buy an automatie watch, buy only the 
best—for an automatic is even more complicated 
than the wind-up watch you now wear. 
Longines Automatic Self-Winding Watches are 
the most advanced in the world, combining the 
unique Longines 360° self-winding rotor and 
lifetime mainspring with the outstanding 
engineering and unrivalled hand-finishing for 
which all Longines Watches are world-renowned. 
When you own a Longines Automatic, 
you own the finest of its kind! 


Longines is The World's Most Honored 







Watch, winner of 10 world’s fair grand 


§ Ainadines Sa Apa neste. “Mai prizes, 28 gold medals, highest honors for 


proof*, shock-resistant, unbreakable 
mainspring. Sweep second hand. 
Handsomely cased in 14K gold. $195. 
All watches illustrated have 18K 
gold applied dial markers. 





accuracy. Longines Watches are worn by 
world leaders in every walk of life as well 
as by countless men and women of discrimination and taste 
in 100 countries of the free world. 





Longines Chieftain Automatic. Longines Eagle Automatic. Water- Longines Medallion Automatic. Longines Marathon Automatic. Longines Milan Automatic. Shock- 
Shock-resistant movement, unbreak- — proof*, shock-resistant, unbreakable Shock-resistant, unbreakable main- — Shock-resistant. waterproof*. un- resistant, unbreakable mainspring. 
able mainspring. Handsome two- — mainspring. Sweep second hand.Lu- spring. Sweep second hand. Smart- — breakable mainspring. Sweep second Sweep second hand. Conservative 
toned dial. Gold-filled. $89.50 — minous dial. Stainless steel. $97.50 — ly styled dial. Gold-filled. $99.50 — hand. Luminousdial.Gold-filled. $105 modern styling. 14K gold case. $175. 













*S0 long as crystal, back and stem are intact 


All Prices Include Federal Tax 
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SPEAKING OF THE JEWELRY TRADE 


rect the attention of our readers 

to the fine illustration that heads 
this column. It is by Russell Patterson, 
one of the leading illustrators and 
artists in the country. Mr. Patterson 
has been prominent in the American 
art world for many years, and is par- 
ticularly noted for the type of draw- 
ing that appears here. 

He numbers many successful and 
versatile activities in his life. Art 
often symbolizes and depicts an era, 
and Mr. Patterson helped create the 
flapper era in American culture. He 
was the young man who drew the 
flapper in College Humor, a famous 
magazine of the 20’s. His work has 
appeared in Collier’s, the Woman’s 
Home Companion and other well 
known magazines and newspapers. 

His activities have also included cos- 
tume design for Broadway shows. He 
did the costumes for two of the musi- 
cals created by the great “Flo” Zieg- 
feld and for the “Scandals,” produced 
by George White. He also worked for 
the Paramount and Fox movie studios. 

Lately he has turned his versatility 
to designing new decor for restau- 
rants in New York, such as the 
Harwyn Club, Nino’s La Rue, the 
Little Club, and is presently working 
on Monte Prosser’s famous night spot, 
La Vie en Rose. 

We are proud to have such a fine 
artist do the iliustration that heads 
up the first editorial page in JC-K. 


ie month we would like to di- 
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A= you our oldest subscriber? 
Leading candidate for this honor 
is John G. Johnson, Puyallup, Wash- 
ington, jeweler. He has subscribed to 
both the Jeweler’s Circular and the 
Keystone (combined as JC-K in the 
30’s) for over 50 years. 

Mr. Johnson is unusually suited to 
be our oldest subscriber. With four 
sons associated with the industry, he 
has a “jewelry family.” His oldest 
son is in the jewelry business in Mon- 
tana, another is with Hamilton Watch 
Co., a third is with him in the Puyal- 
lup store and the fourth is also con- 
nected with the jewelry industry. 

Perhaps one of our readers can top 
this subscriber’s record. Let us know 
with a few words about yourself and 
your connection with the industry. 


© © 


66Q@’'HALL I wear my carrots to- 

night, dear?” Such a question 
might be addressed to husbands 
in the near future. Or the lady of the 
house might ask such advice about a 
bog whortleberry leaf. Yes, this is a 
new kind of jewelry. 

It started with the experiments of a 
Swiss chemist before World War II. 
Stuart Reichstein, an American busi- 
ness man, has purchased the process 
and is going to mass produce the 
unique jewelry. The plant life jewelry 
is neither sprayed nor dipped but 
vacuum vaporized with gold. “The 


process releases the inert gases from 
the substance and replaces it with 
gold,” Mr. Reichstein said. “A leaf or 
vegetable retains its exact natural 
form. Each piece of jewelry is slight- 
ly different.” He explained that any- 
thing having pores can be treated. 

One of his samples is a delicate, 
feathery pin. It’s parsley. Returning 
to the bog whortleberry, it is a Euro- 
pean blueberry bush that produces a 
leaf about two inches long. It makes a 
pretty pin when vacuum vaporized 
with gold. Other samples in the cur- 
rent stock include Alpine blackberry, 
wormwood, jasmine and golden cur- 
rant leaves. 

The future is described by Mr. 
Reichstein: “We plan to use open. pods 
of peas, small carrots, broccoli, aspara- 
gus and small radishes—and perhaps 
tropical foliage, too. There’s no limit.’ 


© © 


N a trip to London not too long 
ago, Milton Shubert of the New 
York theatrical family wrote a letter 
to the London Times suggesting that 
Englishmen don’t know what time it is. 
He had discovered that the clocks in 
tobacco shops and druggists told dif- 
ferent time. He pointed out that in 
New York owners of clocks that mis- 
led the public could be fined. 
British reaction was heated and to 
ithe point. One gentleman retorted, “I 
developed a fixed distrust of American 
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Scottish Rite Consistory Rings 
(32nd Degree) 


Your customers will find that these rings live up to the reputation 
Wefferling Berry has established as a leader in fine emblematic jewelry. They’re 
all of 14K yellow gold, in substantial weight, with hand chased white gold eagles. 


NUMBER PRICE DESCRIPTION 


501W $53.00 
*5O01P 68.00 
505W 30.00 Ladies ring 
509W 72.00 Black enamel top 
*509P 89.00 
509W-1 72.00 Shrine and 32 onysides 
513W 125.00 Black enamel top 
*513P 150.00 Black enamel top 
528 46.00 All yellow gold 
528W 50.00 
*528P 66.00 
528W-5 56.00 Rose Croix on side 
*528P-5 72.00 Rose Croix on side 
+530 55.00 All yellow gold 
530W 60.00 
*530P 83.00 
530W-11 66.00 Rose Croix on side 
*530P-11 89.00 Rose Croix on side 
531W 74.00 
*531P 100.00 
531W-11 80.00 Rose Croix on side 
*531P-11 106.00 Rose Croix on side 
532W 68.00 
*532P 92.00 
532W-2 74.00 Shrine, 32 and Yod on side 
*532P-2 98.00 Shrine, 32 and Yod on side 
532W-11 74.00 Rose Croix on side 
*532P-11 98.00 Rose Croix on side 
544W 74.00 Black enamel top 
1504W 70.00 Black enamel top 
*1504P 87.00 
1518W 80.00 Black enamel top 
*1518P 96.00 
1935R 84.00 Ruby top, and side triangles 
(keystone) 


* Not illustrated—pattern same as 
preceding number, but with plat- 
inum faced eagle. Available on 
special order only. 





+ Not illustrated. ; 
Wefferling, Berry is known 
for the high quality of its 
emblematic jewelry and 


Be for its extensive selection. 
We manufacture the finest 

E F F E R L l N G E R R Y & C 0. Masonic, Shrine, Scottish 
Rite, Knights of Colum. 


M soc.vr TY 
MEMBER AMERICAN bus, Elk, Moose, and other 


lodge and fraternal jewelry. 
THE NAME THAT MEANS 


Sine Cmllematic Jewry WRITE Dept. CK4 for our 


& ROSE STREET. NEWARK 8, N. J. latest 60 page catalog of 
fine emblematic jewelry. 
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clocks when I was in the United States 
during the summer. On the first day 
of my visit, I discovered that it was an 
hour earlier inside Pennsylvania Sta- 
tion than it was outside.” 

Another reader answered that Shu- 
bert should be glad he is not keeping 
appointments in Dublin. There, in a 
single railroad station, two clocks 
showed quite different times. A trav- 
eler who complained got a typical 
Irish answer: “And what would be 
the use of having two clocks, if they 
both showed the same time?” 

Shubert reported that he received 
one very constructive suggestion. It 
was “Carry a watch.” 


© © 


HERE’s something about a good 

clock that makes it attractive and 
useful for many years, sometimes cen- 
turies. An example is the ornate clock, 
faced in Belgian marble, that has been 
in the White House since the residence 
of Ulysses S. Grant (1869-1877). Pres- 
ident Eisenhower recently moved the 


_ timepiece into his office. 


The clock not only gives the hour, 
but also the day of week, barometric 


and temperature readings and the 
latest phase of the moon. This vener- 
able timepiece has been in the White 
House almost a century. 


o © 


ID KRANDALL, head of Krandall 

& Sons, Highland Park, Michigan, 
jewelers, is a man who neatly puts 
philosophy in terms of his own busi- 
ness. A customer was telling the 
jeweler about his personal problems. 
Said Sid: 

“When you think you have troubles, 
remember—a diamond is just a little 
lump of carbon that has been hard 
pressed for thousands of centuries!” 


© © 
A WOMAN always remembers with 


a special thrill the receiving of 
her engagement ring, and her emotion 
develops into a sentiment that lasts 
through the years. Such is the theme 
of the following true story. 

Miss Annie M. Campbell of the 
Krauss jewelry store, Lafayette, Lou- 
isiana, had just completed the sale 
of a three carat diamond ring to a 
lady customer. The woman placed 


MACK'S 
JEWELERS 
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SPECIAL SALE ON ALL 
ENGAGEMENT RINGS. 
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"Oh well, maybe next year." 
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the ring on her left hand and ex- 
pressed her pleasure about it. Then 
she removed from her purse a dia- 
mond ring of about 15 points. The 
ring was well worn, but, with great 
pride, the lady requested its original 
condition be restored. Miss Campbell 
thought perhaps it was for the lady’s 
daughter who accompanied her, and 
inquired about the proper ring size. 
Her customer said she wanted it fitted 
to the third finger of her own right 
hand. 

With more enthusiasm than she had 
shown about the three carat diamond, 
she explained that this little diamond 
ring was her engagement ring—25 
years old. It was the best her husband 
could afford when they were married. 

Her sentiment was so intense about 
her engagement ring that she wanted 
to wear it always. And she does, 
while the three carat diamond flashes 
on the one hand, the little diamond 
is worn proudly on the other. 


© © 
IES & BUTLER, Dubuque, Iowa, 


jewelers, uses a slogan that is a 
stopper. Appearing in all the store's 
advertising, it reads: “Our greatest 
strength is our weakness for quality 
and service.” 
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HE summer cruise season will soon 

be upon us, and the shipboard 
romance will be in full flower again. 
Feople who fall in love at sea were 
recently studied by the research center 
for the British jewelry industry. A 
number of these couples postpone their 
engagement or even a shipboard wed- 
ding for lack of a ring. Once ashore 
they tend to forget the whole thing. 
So the British are experimenting by 
stocking engagement rings on ocean 
liners for the convenience of passen- 
gers romantically inclined. The pur- 
pose, of course, is to help turn the 
romance into a wedding, and thus sell 
more rings. 

Perhaps American jewelers would 
like to experiment also. Now is the 
time to make plans for placing dia- 
mond salésmen on board the summer 
cruise liners. To the boats, men! 


© © 


EXAS is more than a state—it’s 

also a state of mind. Witness the 
sales approach of a Mexico City silver 
shop catering to tourists from across 
the Rio Grande. A sign in the window 
read: “Texan spoken here.” 
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. . . a lady reporter ‘rambles among the jewelers’ 


“Odd ways of setting stones on the sides of signet rings are popu- 
lar... .A handsome ball of rock crystal, studded with knobs of gold, 
finishes the handle of a fashionable parasol. . . . Designs of automo- 
bile hat pins are of great diversity and beauty. A bunch of cherries 
and a bird on a bar of gold make very attractive pins.” 


... Easter gift giving becomes more popular 


“Easter novelties appear to be finding a fairly good market in the 
retail stores in (Providence). The custom of Easter gift giving 
appears to be growing more and more general... .” 


. . . Spring improves trade at Rochester 


“A record breaking warm wave which visited Rochester, last week, 
gave business a sudden impetus. During the remarkable warm 
weather the thermometer registered 86°, the highest temperature for 
(the end of) March in 34 years, and making Rochester the warmest 
city in the country. The continuance of the warm weather has im- 
proved the heretofore impassable country roads and caused an in- 
crease of country patronage.” 


...J. R. Wood under fire 


“We are aiming at you to use our wedding rings. We are using 
the best material and workmen. Our rings have been under fire for 
over 50 years and other manufacturers only aim to equal them, while 
our prices are the lowest possible.” 


. .. real life comedy in North Attleboro 


“In one of the jewelry shops of the town a funny incident happened 
... A young girl who had been working with the concern for some 
time became tired and wanted a short vacation. Without saying any- 
thing to her employer she stayed away and sent her twin sister to 
take her place. She worked four hours before the foreman discovered 
the change had been made. He was so taken by surprise that he 
decided to allow the second of the sisters to retain the position.” 


. . . gem imports break records 


“Records continue to be broken at the Public Stores of New York 
by the importations of precious stones and pearls into this port.” 


... new electric sign marks Elgin factory 


“The new electric sign on the factory of the Elgin National Watch 
factory, Elgin, Ill., facing the river, was illuminated for the first time 
last month.” 


A half century dgo, this advertisement by the L. E. 
Waterman Co., 173 Broadway, N. Y., offered this 
calendar and pen rack free to jewelers. It was unique 
in that the ad was one of the first to "merchandise" 
the product rather than just listing its features. 
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New York Notes 


“Reed & Barton will move their 
uptown store from 41 Union Sq. to 
the store and basement leased by the 
company in the building now approach. 
ing completion on the northwest comer 
of Fifth Ave. and 32nd St.” 


Connecticut Notes 


“The Seth Thomas Clock (Co, 
Thomaston, has just commenced to run 
its factory on the regular Summer 
schedule. The watch department will 
be operated five and one-half days, 
and the case, marine and movement 
departments five days per week.” 


Providence Notes 


“Among the imports at the Port of 
Providence, last week, were ine 
packages of imitation precious stones 
from Bremen, four packages of silver. 
ware from London, and one package 
of jewelers’ sweepings from St. John.” 


Lancaster Notes 


“The Hamilton Athletic Club’s base- 
ball team, composed of employes of 
the Hamilton Watch Co.’s factory, have 
resumed their old name of the Green- 
wood. There will also be a team of 
employes taking the name of Hamilton 
this season.” 
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THE ELITE JEWELER 


i} tikes to set goods like Waterman's teal fountain Ben 
fully guaranteed 

if any one of these pens ia not entirely satisfactory 0 the 
purchaser as regards both quality and grade of point i may 
be exchanged where purchased or by coresponcence with the 
manufacturers. Cieaisrs will be fully protected in serving ther 





ROSES iE customers in: accordance with our guarantee 
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THE BRIDAL MARKET or WHAT 


~ About 50 per cent of the weddings during 1954 were double ring ceremonies, 


> The $100 to $199 bracket was the most popular price range for engagement 
rings. 


» Yellow gold ring mountings are still the people’s choice . . . white gold is 
second. 


» There were more belated diamond engagement ring sales in 1954 than in pre- 
vious years. 


» The median figure for percentage of total business attributed to weddings is 
40 per cent. 


> In approximately 50 per cent of the cases, the bride-to-be was present when 
her fiance selected the engagement and w dding rings. 





P The first week of 
February, 2000 ques- 
tionnaires were sent 
to jewelers through- 
out the country so 
that JC-K might bring 
you the facts of the 
wedding market as 
it affected the jewel- 
ry business in ‘54, 
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EVERY JEWELER 


During 1954, an estimated 1,476,000 marriages took 
place, according to U. S. Government figures. This 
represents a decline of 3.7 per cent from 1953. The 
1954 decrease is attributed to the low birth rates in the 
1930’s depression period, and also to an unusually large 
number of marriages in the years immediately after the 
war, which in effect “borrowed” marriages from succeed- 
ing years. 

Now these figures are not as depressing for the mer- 
chant as may appear at first glance, for there is the 
other factor of “how much per wedding will be spent.” 
Certainly, relatives are most lavish in gift-giving at the 
time of a marriage. 

Furthermore, the latest report from the Federal 
Reserve Board shows that consumers now view their 
financial position more favorably than they did a year 
ago—about as favorably as in early 1953. So, though 
there may have been a slight drop in marriages in 1954, 


the weddings of 1955 should be more _ generously 
“oifted.” 

Now, what about the potential trend of the wedding 
market in the future? To understand that future more 
clearly, let us look back to the birth rates of the 1930’s. 
In 1933—the nadir point—female births dropped to 
1,012,000. Taking the average age of the bride as 21, 


SHOULD KNOW 


this low birth rate adversely affected the bridal market 
in 1954. Following 1933, however, there was an increase 
of female births each year. In 1934, for example, female 
births showed an increase, reaching a total of 1,054,000. 
Those girl babies are today of the marriageable age. 
Therefore, during 1955 and the following years an in- 
crease can be expected in the number of brides and in- 
creasing wedding business for America’s retail jewelers. 

How was the wedding-jewelry store business in 1954? 
The answer can be found in the results of THE JEWELERS’ 
CircULAR-KEYSTONE’s_ recently conducted nationwide 
survey. From the thousands queried, over 25 per cent of 
a sufficiently high return to 





the jewelers responded 
assure reliability. 

The report clearly indicates that even more than in 
1952 (JC-K’s previous survey on wedding business) the 
marriage market continues to be the most important and 
profitable area for jewelry sales. The great importance 
of the bridal market is demonstrated in the compilation 
of replies on one of the questions in the JC-K survey: 
“During 1954, what percentage of your total sales would 
you estimate consisted of items directly connected with 
weddings (such as rings, silver, china, glass, appliances, 
and other gift items?” Answers were as follows: 


(Please turn to page 113) 
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THE SILVERWARE MARKET. 


BY CRAIG D. MUNSON 


The Silverware Market Is Big! 


For last year we estimate it was about $265 million at retail. Of course, 
dollars isn’t the only way to measure a market. Anoiher way is in people 
and this is an even bigger market in numbers of people. 

But this picture of the silverware market isn’t all one solid color round 
and flat like a paper moon. Let’s look closer. 

Here on Chart No. 1 we can see both the 1954. market as a whole. $265 mil- 
lion, and its principal components by four main classes of product. 





Sterling Flatware 95 Mittion 368 
Sterling Holloware — : bh BE ee 
Plated Flatware | a 
~ Plated Hollowware eer Wr 


Study Chart No. 1 and the above table carefully. As this is about the 
way silverware is sold nationally, the retailer should ask himself how closely 
his sales follow the pattern. Local markets differ, to be sure, but do your 
sales follow this pattern in a general way? If not, is there some part of 
this market you are overlooking or neglecting? 

This is the way people generally buy silverware. Perhaps the best way 
to increase your silverware business is simply to have more of what most 





1 
P Chart | (at right) shows TOTAL SILVERWARE BUSINESS 


the silverware market 1954 

as a whole and its VA elon 010]0 01010" 
principal components— 
flatware and hollowware. 


> Chart Il (opposite page) 13.7% 14.3% 36.2% 
shows a breakdown of $36.000.000 $38,000,000 $96,000,000 
dollar sales of flatware 
by price and quality. ° PLATED HOLLOWARE* STERLING HOLLOWARE* STERLING FLATWARE*PLATED FLATWARE ° 
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PAST. PRESENT AND FUTURE! 


)N Vice President for Sales, International Silver Co. 


people buy and to promote in relationship to what is being bought. 

You can see from the chart that flatware constitutes about three-quarters 

of the entire silverware business. There is a good reason for this. 
irse. Flatware is knives, forks and spoons. These are a basic essential of 
ople Americans; they can’t eat without them. 
Many of the products you sell are luxuries, bought either for personal 
und adornment or to be worn on the person. Flatware differs from all of these. 
It is an item of household equipment, few of which are as fundamentally es- 
mil. sential as the tools that people eat with. 

That is why it has a different kind of a market—larger and broader than 
any other product you carry. Everybody must have flatware—not only those 
who eat well and for whom silver is one of the required niceties of a better 
life, but also for those who eat only to live and must have an economical 
kind of knife, fork and spoon. Everybody must own some kind of flatware, 
no matter what their social level. 

“ Therefore, the market for flatware is ALL of the people. 

As we have estimated that last year people bought some $265 million of 

silver flatware (plus around $30 million of stainless flatware), let us take a 


the look at this flatware business (sterling and plated) in more detail. 

sely Let us look now at Chart No. 2; dollar sales of flatware by price and 

‘our quality. At the top is sterling with $95 million; 49.7 per cent of the dollars. 

tof Next quality plate ($80 a set) with $42 million or 22 per cent. Then, 
medium priced ($45 per cent) $15 million or 7.9 per cent; then popular- 

way priced plate ($20 per set) with $21 million or 11 per cent; low price plate 

nost (at $7.50) with $18 million or 9.4 per cent. 


(Please turn page) 





2 1954 FLATWARE RETAIL SALES s TABLES EQUIPPED 


NO. OF TABLES EQUIPPED 


7.0% 21.2% 53.1% 
$330,000 a Relerenerele) $2,500000 


49.7% 22.0% 
$95,000,000 $ 42,000,000 Sp anerereXeleremm $18,000,000 


MED. PRICED POP PRICED LOW PRICED 


STERLING FLATWARE IST QUALITY PLATED FW. = bi atep ew PLATED. PLATED =F.W 
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THE SILVERWARE MARKET... 


(continued) 


It is noteworthy that while retailer and manufacturer are doing every- 
thing possible to expand the sterling volume, it still accounts for less than 
half the dollars in the flatware market. For remember, the above figures do 
not include the $30 some millions of stainless sold in 1954. 

Now, let’s look at the flatware market in terms of people instead of dollars, 
By the simple device of dividing the dollars in each quality by the retail 
price of the most popular size set purchased, we arrive at an approximation 
of the number of tables equipped by all this flatware, the number of people 
involved in each segment of the market. 

Referring again to Chart No. 2 we see that sterling silver accounts for 
only 7.4 per cent of the number of people who bought flatware last year, 
You, as a jeweler, are interested in people as well as dollars. People are 
the power that move merchandise 





all kinds of people—of all ages—with 
all sizes of pocketbook—but you will not be able to do business with these 
people unless you have in your store the merchandise that fits their taste 
and their pocketbook. 

Why shouldn’t the jeweler participate in all parts of this great flatware 
market and enlarge his appeal from the 6 per cent of the people who can 
buy sterling silver to a far greater share of the market! Now, let’s leave out 
low priced plate (and forget stainless) and contemplate only first quality, 
medium, and popular-priced plate. For most jewelers any determined ap- 
proach to this business enlarges their opportunity, their potential sales, by 
80 per cent in dollars, and over five times in numbers of people. If you can 
increase the number of your prospects five times and your potential dollar 


sales by 80 per cent, in one of your most profitable lines, it’s worth doing. 
What many jewelers have been doing in the last two or three years (and 


to an increasing degree) is to concentrate effort on the top 49 per cent 


















3 
JEWELER: A $47,210 JEWELER-B 544,510 
P Chart Ill (right) 5( $6,700 
pictures a breakdown 94% —— STERLING FLATWARE —— Ex 
| of the flatware I QUALITY PLATE 
business between fine- 
sterling jeweler "A" 3531 MED. PRICE PLATE 
and credit jeweler "B". 702 
POP. PRICE PLATE 
LOW PRICE PLATE 
> Chart IV (opposite page) : STAINLESS ——_—_ 
translates these fig- 
ures, comparing them rage —— PLATED H.W.—— 
with national breakdown. a 
—— STERLING 1.W.—— 


70 THE JEWELERS’ CIRCULAR-KEYSTONE 








ntinued) 


ery- 
han 


do 


ars, 
tail 
tion 


ple 


for 
ear, 
are 
vith 
1ese 
aste 


rare 
can 
out 
lity, 


by 
can 
Hlar 
ing. 
and 
sent 


INE 








of the dollars in the silver flatware market and the top 7.4 per cent of the 
people. And, the finer the jewelry store, the smaller the segment of the 
business he usually confines himself to. 

Now is it possible for a good jeweler to participate in all parts of the 
flatware market? Let me cite you two examples, one of a top notch, fine- 
sterling type jeweler who has succeeded in expanding his business in plate, 
another of a credit jeweler who has successfully added sterling flatware to 
an already comprehensive plated business. 

| give you their purchases from us by price and quality. What they buy 
from others I don’t know, but these figures alone serve to illustrate the 
versatile spread of their silverware business, 

Let us look at Chart No. 3 which pictures a breakdown of the flatware 
business of fine-sterling jeweler “A” and credit jeweler “B.” This is an 
average of the last three years purchases by lines, so it is not the result of 
any “flash in the pan” activities of either store. 

















Jeweler A Jeweler B 
Sterling Flatware $18,600 39.4% $6,700 15. % 
1st quality Plated FW $9,600 | 20.2 $15,700 | 35.4 
Medium quality Plated FW 2,550 5.4 350 : 
Popular quality Plated FW 4,025 8.6 8,875 20. 
Low Plated Flatware 500 1.1 6,250 14, 
Total Plated Flatware $16,675 | 35.3 $31,175 | 70.2 
Stainless - _. $ 1,600 3.4 $ 1,450 3.3 
Plated Hollowware : 6,535 13.8 3,350 7.5 
Sterling Hollowware 3,800 1 1,825 4, 
GRAND TOTAL=—s—is|s 7. Wee) 

















JEWELER A JEWELER 6 


STERLING FLATWARE 


PLATED FLATWARE 
and STAINLESS 


PLATED HOLLOWARE 
STERLING HOLLOWARE 
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THE SILVERWARE MARKET. 












P Chart V (right) shows 
the record of female 
births for the 
years 1930 to 1940. 


P Chart VI reveals the 
engaged and newly-wed 
market grows steadily. 


> Chart VII points up 
the vast potential of 
the "silver shy" for 
flatware sales. 


This Chart No. 3, shows the way these two jewelers buy silverware from 
us and it shows a range of quality, price and product. 

Curious as to how their business at retail might compare with the national 
breakdown, and without them revealing any dollar figures, they gave me 
these percentages by principal classes of product. These figures are translated 
for you in Chart No. 4. They do not follow the national breakdown exactly. 
of course, but here are two good stores, of two different types, both proving 
that silverware business can be done across the board in a wide range of 
price and quality and a wide range of classes of people. 

Isn’t it true that too much of your business today depends upon the non. 
essentials, the marginal purchases that require a special occasion such as 
a wedding, an anniversary, or a birthday, or an extra slice of disposable 
income to motivate purchases? Therefore, isn’t it desirable for the jeweler 
to embrace as much of that part of his business which constitutes essential 
and utilitarian products and to seek in every way that he can to expand it? 

As long as this country continues to grow and people continue to marry 





and make homes—this great flatware market will be there. As it is a grow. 
ing market the outlook for silverware is bright! 

Let’s look at the vital statistics. First, engaged and newlyweds, ages 15-24, 
and second, the Silver Shy market, as we call it, aged 25 and over. 

The decline in birthrate in the 30’s, made it inevitable that there would 
be a drop in sales of products bought largely by or for girls in their teens 
or immediate twenties, during the early years of the 1950 decade. A close 
look at the facts shows that we have passed through this valley. See Chart 
No. 5 which shows the record of female births for the years 1930-1940. 


The dip in the birth rate during this period is apparent. From 1,114,000 
female births in 1930, it decreased to 1.012.000 in 1933. 





6) BIRTHS ByYears-1930-1940 
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Now, the 21-year olds in 1955 were those born in 1934. 
By the same arithmetic those will be 21 years old in 
1956 are those born in 1935, and so on. Consequently, 
each year ahead will have a greater number of 21-year 
olds—and the same is generally true of each age under 
91. What this adds up to is that the rising part of the 
graph line more than compensates for the declining part. 
with the result that (See Chart No. 6). From 1954 on 
your “Engaged and Newly-wed” Market for flatware 
grows steadily ! 

In addition to the expanding “newly-wed” market 


‘ 


you have the vast potential of the “silver shy” for flat- 
ware sales! 

The extent of this potential is seen on Chart No. 7 
showing the Total Female Population, age 25 to 35, by 
years, 1954-1964, inclusive. 

Now let us get back to the picture of the whole market 
for silverware. Let us recognize the market for silver- 
ware is broad and diversified. It has many facets. It is 
both a gift business and a household equipment business. 
It embraces a great variety of articles in a wide range of 
quality and price from the finest sterling to the most 
popular priced plate in both flatware and hollowware. 
not to mention stainless steel which has now made a 
definite place for itself in the jewelry store, and has 
positioned itself pretty securely as a strong competitor 
with plate for the second set of the sterling owner. 

I believe that the retailer who diversifies his promo- 
tional and merchandising effort to reach all the major 
segments of the market or at least more of them than he 
is at present, can increase his business substantially. 

It is a virtue of silverware as a product that it has 
great natural interest for women. They like to look at 
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silver—they like to study patterns. We know that silver- 
ware advertising gets more attention from women than 
that of most products because of their natural interest 
in silver. This is all to the good except that we know too 
that this attitude is offset by the fact that silverware is 
a much deferred purchase. Women would love to have 
it but so many things come ahead of it, that all of us 
who are engaged in selling it must keep an unrelenting 
pressure on the consumer, we through our national, 
you through your local advertising. We must be re- 
sourceful in our appeal, we must present ideas that will 
move people to buy. And because these people are of all 
kinds, all sizes of pocketbook, all degrees of taste, and 
all manner of needs, as I have tried to demonstrate, I 
believe there is great advantage in broadening your 
attack on the market. 

I believe implicitly in the present and future of the 
silverware business, but I believe in it all over from top 
to bottom, from carriage trade to shawl trade, and | 
believe in cultivating business at all levels. 

As an industry, silverware manufacturers have con- 
sistently spent around five million dollars each year for 
many years and they have succeeded in enlarging the 
size of the market many times over. Nevertheless, we 
believe we are far from having developed a full potential 
for the sale of silverware. 

Silverware is essentially a jewelers’ business but we 
feel that you have a much larger opportunity in silver- 
ware than you are realizing. I can only hope that in 
trying to paint the picture of the silverware market for 
you that I have shown you the bright new promising 
areas which exist for you to explore—and that you will 
start actively exploring them right now. _END 
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WHAT EVERY BRIDE NEEDS 


HE sweet sound of wedding bells is music to a young woman’s ears, 

It is music accompanied by a vision of a new life—a new home 
replete with beautiful furnishings and accessories. Continuing the dream 
vision, she projects herself in a new role as a gracious hostess. 

But to the jeweler as a businessman, wedding bells mean sales—sales 
of wedding and engagement rings. However, the jeweler’s role in the 
perennial “boy meets girl” story does not end abruptly with the sale of 
these items. For if he is alert to opportunity, there follows soon after the 
sale of silverware, china, glass, home accessories and electric appliances, 

The scope and depth of the vision of a bride 50 years ago was neces. 
sarily quite limited—in terms of material needs and wants. Not so with 
the contemporary bride! Living in a mechanical age, every modern 


bride-to-be is desirous of having an “appliance wardrobe.” She has 
watched her mother run the household with one hand, participate in 
social and civic life, and still have sufficient time on her hands to raise 





> 51 per cent of all 
women get some of their 
appliances before 
they are married. 


> The bulk of the bride's 
appliances are ac- 
quired during the 
period of engagement. 


> The teen-age girl on the 
threshold of marriage 
comprises an important 
segment of the electric 
appliance market. 


> Every year some 500,000 
teen-age girls marry. 
In fact, 18!/, is the 
peak marriage year. 
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bs AN APPLIANCE “WARDROBE” 


—_ afamily. This she managed without benefit of servants. The answer lies 
_ in the fact she has a “host of servants” in the form of electric housewares. 
_ So today, housekeeping is easier than ever with the new products in 
electric housewares available to homemakers. Latest developments in the 
ales feld are planned to lighten even further the duties of the modern 
the housewife. 
a In the kitchen, for example, a host of electric servants in the form of 
the individual cooking appliances are at the young homemaker’s finger tips. 
7” These offer time-and-work-saving advantages. Some of the new cooking 
peg items are electric sandwich grills, roasters, coffeemakers, toasters, hand 
vith and stand mixers, and skillets. Their usefulness is by no means confined 
ern to the kitchen. They are versatile and attractive enough to go to the 
has dining table; and in line with the trend to outdoor living, they can be 
= used on the patio or terrace for on-the-spot meal preparation. 
Lise 


In recent years the clock-radio has achieved tremendous public accept- 


(Please turn to page 96) 








(Photo Courtesy of Seventeen Magazine) 


TE 
For AprIL 1955 75 








BRIGHT IDEAS FOR YOUR,| ! 


by VIRGINIA DIXON 


Wedding statistics, influenced by a great number of factors, have 
their ups and downs, but one fact which seems unchangeable is the 
bride’s preference for June as a wedding date. Percentages of weddings 
in other months fluctuate from year to year, but June consistently holds the 
number one place. We are therefore not just following tradition when 
we concentrate our bridal promotions in April and May, but are acting 
on sound fact. 

Since this year promises an upswing in weddings after the falling off 
of the past vear or two, April is none too soon to begin putting bridal 
displays in your windows in anticipation of the June high point. Remem- 
ber wedding plans are not made in a day! 















A 
Heart theme is used 
in this suggested 
window display 
featuring diamond 
wedding and 
engagement rings. 


The features of 
fine silver flatware 
are shown in this 
display, which should 
be of keen interest 
to all brides. 


The very first purchase of the bridal couple-to-be, the engagement 


ring, is made in the jewelry store and there is every good reason why 
their other “big’’ purchases and those made as wedding gifts should 
he made in the same store. The jeweler gets a head start, so to speak. 
in interesting the young couple in silver patterns, china and crystal items 
and many types of appliances. He should be careful not to lose this 
initiative. 

Your window displays should cover all the different ways in which 
you, as a jeweler, can be of service to the bride and her family. One dis- 
play might indeed be devoted to just this theme with following windows 
covering each service individually—jewelry for the bride and her party. 
silver and other accessories for her table. clocks and appliances to furnish 
the new home, luggage for the honeymoon trip—all the luxuries and 
necessities which family and friends will give them. 

Since the jeweler has always depended heavily on bridal business, dis- 
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SYSTONE 








BRIDAL WINDOW DISPLAYS 


plays on this theme are old stuff to him with the result that in some 
stores there is a tendency to get a bit stale in its presentation. Since 
there will probably be more wedding business to get this year, it will 
be worth some extra effort to have displays which are fresh and really 
up to date. Don't pull out the artificial bridal bouquet you used last 
year (and quite possibly the year before that). You will find it a bit 
bedraggled, | promise you. Instead, try using fresh flowers in your 


bridal window this year . . . . small nosegay bouquets can be made up 
with concealed water containers . ... or you can use vases or pots with 


lilies, lilies of the valley, daisies, stock or any other white flowers. Your 


(Please turn to page 102) 





Pb 
A cupboard of modern 
electrical appliances 
appears to delight 
six brides, whose 
silhouette heads 
appear on both sides 


of the cupboard doors. 
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--- how appropriate it is that a man may express the thougFts that stir 


his heart in the steadfast radiance of a diamond. . The diamond gift that 
marks a great occasion ...an anniversary, an important birthday, the 
birth of a child, a daughter’s debut, or a specially meaningful event. .. will 


recall the moment always. A trusted jeweler should, of course, -be consulted. 


The value of a diamond is determined by color, cutting, and clarity, as well as carat weight. A two-carat diamond, for 
instance, ranges from $1260 to $3350, plus tax, at representative jewelers. Exceptionally fine stones are higher priced. 


De Beers Consolidated Mines, Ltd. 











Most treasured gift— 
the diamond ring that marks 

an anniversary, or other 
great occasion. 
























New advertising 





to increase 
your sales of 


larger diamonds 


promotes the Diamond Gift Tradition 





in Time... The New Yorker...Town and Country 


mw) 


In addition to the national advertising promoting the engagement diamond tradition... 


Be this distinctive new two-color advertising is promoting your diamonds for anniversaries, 
y, the days-of-birth, and other family gift occasions. Stressing the emotional significance of 
ee diamond gifts, it is addressed to men and women of substantial means... men and 
mond, for women past engagement age, who comprise a big market for diamonds. It features the 
ef priced. 


most popular jewel-piece for gift occasions, the diamond ring...it spotlights, and helps 


you sell, larger diamonds. Tie in to increase your diamond sales. 


a 


The advertisement shown opposite appears in The New Yorker, April 9; 





Time, April 4; and Town and Country, April 


Advertising promoting the Engagement Diamond Tradition is working for you 


in leading national weeklies . . . Life, Look, The Saturday Evening Post, 


De Beers Consolidated Mines, Ltd. 











Synthetic 


by DR. FREDERICK H. POUGH, 
JC-K Gem Consultant 


he a few days last month the average jeweler must 
have felt that the sky had fallen on him. For years 
jewelers in their worst nightmares have dreamed that 
someone would make diamonds in the laboratory and 
rob them of the mainstay of their business. To keep the 
worry somewhere in the back of their minds there has 
been a continuous series of reports, sometimes from 
Germany. sometimes from France, sometimes from Swit- 
zerland, sometimes from Kansas. 

Usually the source of the news has been sufficiently 
remote for it to pose no immediate threat. Until now, 
they have finally faded away in a mist of uncertainty, 
with nothing more ever heard from them, while the dia- 
mond trade has rolled merrily along. The most recent 
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General Electric Research 
Laboratory's 1000-ton 
press for achieving high 
pressures. This is the 
apparatus in which GE 
man-made diamonds were 


first produced. 


* 
amon \ ...a Threat to the Gem Market? 


foreign reports excited the Bonn government of Germany 
and caused the JEWELER’s CIRCULAR-KEYSTONE to pub- 
lish an article as recently as May of 1953. As with the 
other reports, nothing came of it; in that particular case 
it turned out to be a swindle. 

Now, at last, it has happened. No intelligent person 
doubted for a minute that the General Electric Company 
had really succeeded in producing the real thing when 
their announcement was made late in February. There is 
a vast difference between an obscure scientist working in 
the privacy of his laboratory with limited equipment and 
resources and the research facilities of a great commercial 
laboratory subsidized by one of the largest American cor- 
porations. It is not entirely impossible that diamonds 
have been made several times. The writer was shown 
some synthetic diamonds as much as a year ago and there 

(Please turn to page 110) 
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Diamond *S 





from every angle... 


the most brilliant diamond 





the most beautiful diamond 
the most profitable diamond 


And STILL, after ten years, the BIGGEST BUSINESS-BUILDER 
in the industry .. . because with this completely polished 
diamond you are selling a better diamond — with a plus 
feature — at no greater cost. To help you tell your 
customers the story of ‘Circle of Light’ Diamonds, 

Baumgold Bros. supply you with effective merchandising 
promotions that bring you more diamond sales. 


Call any 
BAUMGOLD 
office for 
complete details. 


BAUNGOLD BROS., 


62 WEST 47th STREET, NEW YORK 36, NEW YORK 
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Cathy Donges—local radio personality—is given diamond bracelet to wear before starting out for diamond lecture at a woman's club. 












Every jeweler knows it pays to get out of the store and lecture to consumer groups. 


But if you don’t have the time or the personality to give lectures, there’s still 
y Pp 7 of 





























another course of action—as is the case with this Ashland, Ohio, retail jeweler. 


= Gerson of Ashland, Ohio, knows it The broadcaster herself was interested because, of 

pays to get out and lecture. And Fred is one jeweler course, she gets paid for the lectures. Her price is $25 
who can do it. Many a time he’s faced the rows of plus expenses if she drives to a nearby town. 
upturned faces lecturing on everything from bone china In the actual lecture, there’s no direct selling for 
to birthstones! the store. Cathy wears the newest jewelry from stock 

But running a jewelry store is Gerson’s number-one and talks about it. The store name usually comes up 
job. Afternoon club engagements take too much time, in the question-and-answer period. But even if it doesn't, 
and evening programs break up what little leisure he the very next morning Cathy is on the radio, rattling 
has at home for going through all that stuff in his brief along about where she was last night. The store credit 
case! Lectures take five times as long for preparation as is brought into this conversation as a regular part of 
for delivery, as everybody knows. their paid commercial. Thus, the radio program and 

And there’s another factor. Well liked as he is in the lectures supplement each other. 
Ashland, with a pretty young wife and two little Anyway, it pays off in sales. Three years ago, Gerson’s 
daughters, Fred Gerson knows there are some clubs— average sale of a diamond engagement ring was $125. 
usually the biggest ones—that would consider any Main Today it’s between $250 and $300. But more impor- 
Street merchant “too commercial” for their programs. tantly, it is helping Gerson establish himself as the top 
So he looked around for a permanent understudy who retail jeweler in Ashland. And this is the long pull. 
would take these women’s club dates and also do a Let’s go back a way. The store we’re talking about 
good job for diamonds. He found her in the person does not bear Gerson’s name. It is Leibfarth’s Jewelers. 
of the woman broadcaster on Ashland’s radio station, Hubert A. Leibfarth was well known and greatly re- 
WATG. spected in that part of Ohio. You might say he was an 

Gerson knew Cathy Donges through her weekday institution. He died suddenly in an automobile accident 
radio program, “Party Line,” one of the most popular in 1950. Fred Gerson was an ex-GI from New York 
programs on the station. He is a regular participant City working for a jeweler in another Ohio town. Leib- 
in “Party Line,” buying time on a year-round basis. farth’s came up for sale in 1951 and Gerson, with the 
Cathy Donges was in the store regularly in connection help of his family, raised the money to buy it. The 
with these broadcasts and she knew the diamond stock business was down to fourth place among the jewelers 
from a quarter-carat up. Also, she knew every club in Ashland, but young Gerson, a stranger in town, 
president in town and half-way to Cleveland! (Please turn to page 105) 
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Xu) No need to work yourself intoa 


If 5 o'clock casts a shadow-on your bankroll, 
try this straight-edge way to bigger and better earnings. 
Swirsky & Ehrlich’s famous Loose Diamond Tonic 

stops falling profits, will make your business grow 

and glow day after day, year after year. 

Results are immediate and certain. The formula 

is proved and accepted... IF YOU'RE NOT BUYING 
LOOSE DIAMONDS YOU'RE SELLING TOO HARD! 


% % 


¥y 


2 


¢ a 


SWIRSKY & EHRLICH, 


LOS ANGELES 13, CALIFORNIA + 220 West Fifth Street * MUtual 3173 
CHICAGO 2, ILLINOIS « 55 East Washington Street * FRanklin 2-7791 


DALLAS 1, TEXAS = 1802 Main Street * PRospect 1041 
ANTWERP, BELGIUM + CAPE TOWN, SOUTH AFRICA 


DIAMOND PHOTOGRAPHS COURTESY DE BEERS CONSOLIDATED MINE 























Color as a Guide to Gemstones 


Apart from contributing to a stone’s value, color is of profound importance 
to the gem expert. For, the real gemologist can often identify a stone by its 
color alone, or at worst, he can usually propose one of two alternatives. 


Part VI (B) 


(72) Emerald imitations are numerous, and some 
are excellent approximations of the real thing (see note 
78). Almost any testing equipment suffices for a dis- 
tinction, however, for there is no other natural stone 
of this color, and the optical properties of the out and 
out imitations are very different. The refractive index 
is unlike that of any similar ‘stone, either a natural 
gemstone or one of the imitations. There is one new 
development in this respect, and today we have to con- 
sider the synthetic or “cultured” emerald (note 76) 
which may give some trouble. Every jeweler should 
have an “Emerald Filter,” about the least expensive of 
testing devices, and of wider use than its name implies. 
Colombian emerald becomes pink to pale red when 
viewed through the filter. Russian emeralds, though 
equally genuine, look grayish or even grayish-green, so 
filters are not completely foolproof. Colombian emeralds 
are a bluer green than the Russian stones. We can 
also make a distinction among Colombian emeralds: 
those from Muzo are usually darker and of better quality 
than the average from Somondoco (Chivor), many of 
which are quite pale. Dichroism should be observable 
in the table of a properly cut emerald. “Emerald-green” 
is a rather distinctive green hue, but in emeralds it 
varies from quite pale to dark. American taste, on the 
whole, prefers the richer but brighter greens, while in 
Europe there is said to be a slight preference for a 
little darker green. 





Fig. |. Crystal of the greened amethyst, one end heated 
and the other still violet. This and other specimens are 
available on loan to jewelers to create special displays. 


(73) Sporadic green stones, of a hue that was inter- 
mediate between tourmaline and peridot and _ which 
proved on testing to be quartz, have been in the hands 
of collectors for many years. There was no information 
about the source of the stones, and no regular supply 
to make them commercial items. Recently, however. 
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by DR. FREDERICK H. POUGH, 
JC-K Gem Consultant 


a mine in Brazil has produced a considerable quantity 
of amethyst which, on burning, was transformed into 
a green stone, instead of following the customary course 
of bleaching or turning yellow. This stone has now 
become an important item for the jewelery trade for 
it has filled a gap in the natural stone spectrum. Careful 
experimentation with the heating has improved the final 
color to an even more attractive bright green. 

Greened amethyst is easy to recognize by its quartz 
index, and by its double refraction. Many of the stones 
show, from the bottom, the spotty color distribution 
that is always a characteristic of amethyst, and _ these 
prove to be no exception. (Fig. 1) 

(74) Up to now, the manufacturers of synthetic 
corundum stones have not succeeded in making a deep 
emerald-green sapphire. The best of them have been 
too pale to serve as imitations of emerald, and while 
a deeper hue is still being sought, so far the product 
of their furnaces has not found much of a market. Green 
synthetic sapphire is easily recognized by the refractive 
index and the double refraction. The color obtained 
is a bright apple-green, and is actually most attractive. 
However, since it is a color that wouldn't fool anyone 
into mistaking it for an emerald, there has been very 
little interest. (Which proves once more something 
that is not necessary to prove again, that few jewelers, 
and few customers, look at the beauty of the jewelers 
wares. ) 

(75) Garnet-topped glass doublets of a bright green 
color can be spotted, like all garnet-topped doublets, 
by the red ring around the table which can be seen 
when the stone is inverted on a piece of white paper. 
However, this telltale sign might be missed by a jeweler 
who was not on the lookout for it. The high refractive 
index of the garnet which forms the top often means 
that no refractometer reading can be obtained from 
the stone. This is naturally sometimes confusing to a 
beginner who has just started to appreciate the 
“infallibility” of instruments. Fortunately, as soon as 
our tyro becomes familiar with the doublets they pose 
no problem at all. The garnet chip on top seldom reaches 
as far down as the girdle, consequently a change in the 
luster of the polish on the truncating faces will be noted 
on each of the crown facets. A thicker garnet chip would 
probably impart some of its color, along with its gift 
of durability, so the capping is purposely kept thin. 

The characteristic round bubbles of a glass usually 

(Please turn to page 103) 
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Winner of “Diamonds, U. S. A.” Award for outstanding achievement in Jewelry design. 


FOR APRIL, 1955 


DIAMOND 
PLATINUM 


eacclels 


by Raymond Abrahams 


A truly outstanding collection of 
superb diamond platinum 
bracelets . . . offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $1,500 
to $25,000 Keystone. Available on 


consignment to responsible jewelers. 


551 Fifth Avenue, New York 17, N. Y. 
Phone — VAnderbilt 6-0457-8 


For prompt attention please address all inquiries Dept. K-28. 








Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


by Designs 
Technique 


These designs feature a large aquamarine, ame- 
thysts and pink and green tourmalines representing 
flowers and leaves. These colored stones are a 
new Parisian import. Delicate gold wire work, into 
which cultured pearls and small diamonds are in- 
troduced, create added interest for these designs. 











ESTABLISHED 18 6 6 





IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 


NEW YORK 20, N. Y. 
London: 32/34 Holborn Viaduct 














DIAMONDS 


Emerald OF: 


. and Marquise 
DIAMONDS | tinmounted 


STAR SAPPHIRES 
RUBIES 
STAR RUBIES 


EMERALDS 
CAT’S EYES 
PEARLS 


y We have a large stock of 

a ae Precious Stones, mounted 

We are always interested in purchasing estates —or es ry and unmounted from which 
jewels which your customers submit to you for sale. = - to make your selection. 
Let us cooperate with 


JEROME RICHHEIMER @ (i Se 


608 Filth Avenue New York 20, N.Y. 


Phone Circle 5-5673 
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Left—bib necklaces, to be worn at 


both front and back of the decolletage, 


are introduced by Harry Winston of 
New York. Diamond bracelets of 
interesting width drape the arm, 

and cascading diamond earrings lend 
symmetry to the Balmain gown 

with sheath lines flowing dramatically 


into a fishtail train. 


Right—this attractive bracelet 

features a harmonious interplay of 
brilliant and baguette diamonds. 

This diamond bracelet 

was created by Maybaum Brothers, Inc., 
48 W. 48 St., New York City. 


Left—ensemble in diamonds by 
Jerome Richheimer, 608 Fifth Ave., 
New York, features a glamorous 
ribbon-looped flower pin and 


a stunning pair of diamond earrings. 


Right—the important flower look in 
Paris jewelry is captured in this 
delicately designed diamond bracelet 
creation by Nat Koslow, Inc., 42 


West 48 St., New York City. 


Left—diamond flowers are caught in 
a paveed ribbon of diamonds in 

this delicately wrought pin created 
by A. Jaffe & Son, Inc., 608 Fifth 
Avenue, New York, N. Y. 





® 
Paris Fashions spark diamond jewelry sales . . . 


by Winifred Parker, JC-K Fashion Consultant 

Twice each year the French couture creates new fashions and introduces 
them with fabulous fashion shows. The resultant publicity, 

hullabaloo and excitement set off a wave of consumer buying that 
sweeps around the world. Retail jewelers can take advantage of this 
high fashion selling pressure to move many different kinds of 

jewelry merchandise. The new French fashions should be especially 
effective in helping to stimulate the sale of prestige diamond 

jewelry. Jewelers should remember that customers for expensive 
pieces of diamond jewelry are primarily high fashion customers and 
that phrases such as, “Paris says . . .”” and “Paris endorses . . .” hold 
a quality of authoritative magic for all fashion-minded women. 
Diamond jewelry fashions usually are established each year at the 
time of the Diamonds U.S.A. show and because of the costliness 

of this jewelry, it is designed expertly for a long fashion life. 

Thus, it fits in very nicely with the new French fashions. 


(Continued on following page) 


Left—diamond bracelet of 
dazzling width by 
J. Mehrlust and diamond 
pin featuring twin flowers. 
? Right—dramatic long torso 
ra pips a pin in diamonds by 
SR ae ise .M Rs: ee Raymond Abrahams is a 
OEY EF: yea new, high fashion design. 








































° 
Paris Fashions—Continued 


There are some fine examples of current diamond styling, 

by leading houses, in the accompanying photographs. (For still 
additional illustrations of contemporary diamond jewelry designs, 
refer back to JC-K’s November issue). The prestige fashions 

in clothes and jewelry are smartly coordinated and therefore 
ready for promotion by smart retail jewelers. Tell women 

about the latest developments in French fashions by using 

every medium at your command: store windows, displays, 


(Please turn to page 108) 


Top—the elegance of the ensemble look is 
created in diamonds by Cartier, New York. 
This jewelry complements the soft waves 
of a sculptured hair style created by 
Charles of the Ritz, New York City. 


Center—diamond pins that are airily 
delicate in design by Wm. Chalson & Co., 
Inc., 42 W. 48 St., New York City. 

Paris uses pins in groups to outline 

high fashion styles; also scatters them 


in sparkling array across decollete gowns. 


Bottom—modern diamond and emerald 
necklace inspired by 18th century French 
styles of William Lowe, Inc., 610 Fifth 
Ave., New York City. The swirls of 
baguette diamonds create a feeling of 
lightness and taper off gracefully 

from the drama of the round emerald, 


which is the center ornament. 








Hlere are the Winners= 
OF A TWO-WEEK ALL EXPENSE 


PAID TRIP TO JAPAN for [wo 








in \mperial Cultured Pearl 


1994 °500, 000” Contest 








CONSUMERS CONTEST JEWELERS CONTEST 
Mrs. Jeanne Perkins Mr. Henry Bloedel 
entered through Bloedel Jewelry, Inc. 
Anderson Jewelry 200 E. Wisconsin 





Salt Lake City, Utah Milwaukee, Wis. 


300 other WINNERS being 
announced through their local jeweler 





| Imperial’s Big 1955 Contest Now Ready... | 





Write for Complete Details 


a Pearl Syndicate 


New York Detroit Los Angeles 
607 Fifth Ave imino sh 914 Michigan Theatre Bldg 607 Hill St. 
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by MARY ZOOK 


Irwin Huttner, store manager, provides gifts for the basket of the Welcome Wagon hostess. 


‘Welcome Wagon’ Service 


...a@ personal greeting to newcomers 


As a sponsor of the Welcome Wagon service, this suburban jeweler is 


introduced to all newcomers to the community by a trained hostess who 


visits the new residents and presents a welcome gift from the jeweler. 


To the jeweler seeking new customers, Wel- 
come Wagon offers a satisfactory answer, according to 
1. M. Huttner, manager of the Glenside Jewelers. Glenside 
is a northern suburb of Philadelphia and has a population 
of 35,000. Using this service for a year, Huttner is pleased 
with the results. He points out that 100 per cent of the 
newcomers who are moving into this rapidly growing 
area are contacted by the Welcome Wagon hostess and 
of this group, he estimates about 25 per cent become new 
customers. 

Welcome Wagon hostesses also call on a family on the 
occasion of a new baby’s arrival, an engagement, a 
removal in the community itself, and on the sixteenth 
birthday of a member of a family. However, three out of 
four calls made by the Welcome Wagon hostess are on 
newcomers to the community. 

The Welcome Wagon hostess carries with her on her 
visit to a new resident a basket of brightly wrapped gifts 
from her sponsors. The Glenside Jewelers’ gifts are either 
a small bottle of perfume, a pair of earrings or a scatter 
pin. As the hostess presents these gifts she suggests that 
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the prospect might have need for watch repairing and 
if so, Glenside Jewelers are well equipped to serve the 
newcomer. The unusual line of baby gifts carried by the 
store are also referred to. She also draws the prospect’s 
attention to the fact that Glenside Jewelers carry luggage, 
china and stemware, as well as watches and jewelry. 

Since the hostess only represents one jewelry store, one 
drug store, etc., she has no conflicting loyalties. She also 
gives the newcomer she is visiting a card which, on pres- 
entation at the Glenside Jewelers store, will entitle her 
to receive a silver polishing cloth free. 

“Once a prospect enters your store, meets you and 
sees what you have to offer,” Huttner noted, “it is not 
difficult to enlist such a person as a regular customer.” 

After a hostess has made her call, she sends a report 
to each of her sponsors, giving the name, address of the 
prospect, the nature of the husband’s business, number 
of children, and any other facts that she thinks will be 
of value to the sponsor. 

Most people called upon are impressed by the Welcome 

(Please turn to page 146) 
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The reputation of Borrelli has been achieved by consistently 
maintaining complete assortments of Cultured Pearls — both in necklaces 
and loose —in all sizes, colors and prices to meet every requirement. 


Sold through Wholesalers 


L. Baee RE Day G © BL 


iM P O28 A S 


665 Fifth Avenue, New York 22, N. Y. * Telephone MUrray Hill 8-0648 


€2H-1 CG A'G.O ° RO Re a SS . TOKYO 


NATIONALLY ADVERTISED IN LEADING CONSUMER MAGAZINES 














Display Tie-in 
with Dress Shop 
Sells Jewelry 


Noting that the wrists and'neck 
of a dress shop mannequin were 
unadorned, this jeweler realized 
the mutual display advantages 


for his store and his neighbor’s. 


Phil Demas, aided by dress shop owner, puts costume jewelry on mannequin. 


A STRIKING view of costume jewelry from 
Demas Jewelry on a dress shop mannequin has consis- 
tently taken the eye of the lady shopper in Tarpon 
Springs, Florida. Jeweler Phil Demas has found regular 
use of this display method one of the most natural and 
eye-compelling ways to model—and sell—costume jew- 
elry. His 25 per cent sales increase of last year over 
the previous year, he reports, is the direct result of this 
simple but effective promotion. 

Demas used a mannequin in the window display of 
a neighboring dress shop, whose sales also increased 
because of the dual nature of the display. Both dress 
and costume jewelry were enhanced by the presence of 
each in their proper places on the mannequin. It was 
easier for women shoppers to imagine how they would 
look in costume jewelry as they viewed the display, for 
it was complemented by the dress. 

The jewelry store combined advertising and publicity 
in one smooth operation by using the model in the dress 
shop. A large placard announced: “Jewelry Courtesy 
Demas Jewelers.” The promotional benefits were insti- 
tutional, as the sign promoted a courteous atmosphere 
instead of directing customers to hurry “next door.” The 
benefits were also practical because the strong appeal of 
costume jewelry in its natural setting on the mannequin 
sent customers to Demas Jewelry, ready to buy. 

The idea of using this costume jewelry display in the 
neighboring dress shop came to Demas in a very natural 
way. His promotion plans have always included regular 
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by BOB PRICHARD 


use of newspapers, radio and: theatre trailers to adver- 
tise his store. But this time he was looking for a pro- 
motion that would be different. As a former theatre 
manager, he had learned that publicity ideas were end- 
less. Walking down the main street of Tarpon Springs, 
he glanced into the display window of Stephanie’s Dress 
Shop, and his attention was immediately captured by a 
mannequin wearing the latest spring fashion for feminine 
wear. He noted that the mannequin’s neck and forearms 
were left bare, were undecorated with ornament of any 
kind. 

The publicity idea he had been seeking was there 
before his eyes. Why not establish a tie-in with the dress 
shop? He would cover the bare spots on the mannequin 
with attractive costume jewelry and thus publicize his 
jewelry. The dress shop would benefit, too. in this co- 
operative publicity. A neat sign at the base of the 
mannequin would tell customers where the costume 
jewelry could be purchased. 

The dress shop owner immediately understood the 
value of such a tie-in, and Demas walked out of the 
shop, well-satisfied. The mannequin was wearing 4 
bracelet and necklace by nightfall, and the arrangement 
was stunning. 

The next day his customers complimented Demas on 
the use of the mannequin, and he already noted an 
increase in costume jewelry business. 
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Feature | & R De Luxe EMBLEMS 


with this new Counter Display ! 


Beautiful and compact 
this new De Luxe Emblem 
Display is an attraction on 
any counter. 


FREE with any six De Luxe 


Emblems. 


Shown with four Masonic, two 
Shrine (one with diamond), in- 
cluding individual gift boxes, 
$36.00 Keystone. 

Drop ship direct ... billed 
through your wholesaler. 


CHEEVER-TWEEDY 
QUALITY 


A gorgeous new line of brooch- 
neck and earring combinations in 
Cheever-Tweedy quality to retail 


Selected and Serviced hy Leading Wholesalers 


at $6.00, handsomely boxed. 
Summer and winter finishes, 2 
and 3-tone, imitation crystals. 


IRONS & RUSSELL COMPANY 


PROVIDENCE, RHODE ISLAND 
Emblems Since 1861 through 
your wholesaler 


CHEEVER, TWEEDY & CO., INC., North Attleboro, Mass. 
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AN AUTOMADE CHAIN FOR EVERY PURPOSE 


Available in a 

Seah Sterling Silver ‘< ee 
e <f oa 1/20-12K Gold Filled 
as | 10K 14K 18K gs. 





The striking contem- 
porary design of this 
set is meant to com- 
plement the latest in 
men’s fashions. 





Fine diamond tooled 
lines in shining 18kt. 


| 
| 
| 
| 
gold plated finish. | 
| 
| 
| 
I 


Set retails for $7.50 


As) ' 
y & 


AUTOMATIC CHAIN CO. ¢ PROVIDENCE, R. I. 
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: = PITMAN & KEELER 
: =a HEAVY 
| 

| 

| 

| 
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STERLING 


FEFd PA TTET METRE Em Sertrieg roe pop R IMTS 


When you are asked for something different, show 
this link and tie bar set made of heavy Sterling 
Silver. The P. & K. Sterling line has been a profit 
maker for years. Place orders with your wholesaler. 
$13.75 Keystone. 

PITMAN & KEELER INC., ATTLEBORO, MASS. 


1495-1496-1497 
Crucifix and chain in gleaming 1/20—I2K yellow and white 
gold filled, with delicate inlaid mother-of-pearl. Retail $7.00 ea. 


H. F. BARROWS CO. 
NORTH ATTLEBORO, MASS. 





Carnations Add Touch of Beauty have almost doubled since 1949 and that industry a 
_ ' now close to the goal it set at that time: a billion dollars 


in sales annually. Contributing to the sharp and Steady 7 
rise in sales has been the successful merchandising of “a 
appliances by America’s jewelers. This success can be 
attributed to the jeweler’s advantages in selling to the 
wedding market. 

Let us now turn to the wedding business—as it per. 
tains to appliances. According to statistics supplied by 





Seventeen magazine, 51 per cent of all women get some 

of their appliances before they are married. Some of 

these appliances are purchased before the girl is engaged, 

but the bulk of the appliances acquired before marriage 

comes during the period of her engagement. This can 

A graceful vase of carnations brought a warm touch be attributed, in part, to the growing popularity of 
of color and beauty to the Mother’s Day Display of appliance showers. 

costume jewelry gifts at Stowell’s, Boston. A placard Still further statistics supplied by Seventeen show that 

beside the vase read: “Gifts for Mother’s Day—Sunday, 500,000 teen-age girls are marrying every year. In fact, 

May 8th.” Additional color was provided by the pink 48 per cent of all brides are in their teen years; 18% 

and white fabrics which lined the window floor and 


deck. 


is the peak marriage year. 
From these figures, it is quite apparent that teen-age 


girls on the threshold of marriage constitute an impor. 
What Every Bride Needs tant segment of the electric appliance market. It is also 


(From page 75) apparent that for the jeweler carrying this merchandise, 
ance. Its versatility, practicality and popular price periodic promotions must be keyed to appeal to the 7 
range has made clock-radios popular among retailers young bride-to-be. The appeal must be dualistic: to the 7 
and consumers—particularly retail jewelers. bride-to-be as well as to her friends and family. As a | 
It should be noted that sales of electric appliances group, all are sold on the necessity of owning electric | 
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Hish Quality 
need not mean 
Hish Price 


in Diamonds 


DIAMONDS ENLARGED FOR DETAIL ? 
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Courtney Diamond Rings . . . They have discovered 


that the Courtney idea of heavenly quality 





at down-to-earth price increases their diamond 





sales in the ranges of greatest consumer demand 
_.. Courtney experts back their guarantee of 


Y 


quality by painstaking selection of diamonds and 






mountings . . . The diamonds must achieve the 


highest standards of brilliance and cut... The 





DIAMOND SOLITAIBES and WEDDING RINGS . 
ete Gold or Platinum mountings must be exceptional for 

¥ craftsmanship and design . . . For diamonds that 
can be sold with confidence—worn with pride 


—count on Courtney. 
JOHN J. COURTNEY &.CO. 


452 FIFTH AVENUE, New York 








“Keepsake is a Yardstick 


Newton’s Best Selling Aid is Customer Confidence 
Created by Keepsake’s National Advertising 


fF 










Mgr. Bill Newton (center) of 
Ft. Smith, Ark., store looks in 
on Keepsake Sale. 


Rings enlarged to show details 
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for Fine Merchandise’ Newton 


Fine Quality, Famous Name and Strong Promotion 
Make Keepsake a Pleasure to Sell 
for Jeweler with 6 Stores Throughout Midwest 





Only Keepsake, World’s Finest Quality Diamond Rings, 
Offers YOU These Valuable Sales Aids 


@ NATIONAL ADVERTISING: The biggest in diamond rings, Keepsake “‘dealer-localized"’ 
advertising works directly for the jeweler with a Keepsake franchise. 


@ SALES HELPS: Newspaper mats, point-of-sale displays, radio and TV spots, full-color 
movie playlets, outdoor posters, bus cards, literature for mail or counter, and special pro- 
motion features. 


@ QUALITY OF PRODUCT: Keepsake guaranteed perfect quality makes sales easier. 


@ PROVEN SALEABILITY: Keepsake consistently outsells all other diamond rings and makes 
selling easier, especially in profitable higher-priced units. 


Keepsake 


America s Largest Selling Diamond Rings =| 











WRITE TODAY a 
details concerning 

for lability of a profitsbl 

Keepsake Franchise in Y 


area. 





A. H. POND CO. INC., Syracuse 2, N. Y. 
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houseware appliances. They are only “unsold” as to 
where to purchase them. 

True, household electrical appliances are particularly 
popular at showers; they also make appropriate wedding 
gifts. As a matter of fact, the fourth wedding anni- 
versary was recently changed from wood to an electric 
housewares year in recognition of electric housewares’ 
place in modern living. 

Appliances make life easier for the modern bride— 
and also the retail jeweler. A case in point is Rose 
Jewelers credit stores in Detroit. At these stores one- 
third of all new accounts opened are a result of appli- 
ance sales. A rough estimate of how much merchandise 
is actually moved can be seen in the fact that a total of 
19,000 new accounts were opened in 1953. This chain 
does about 20 per cent of its total business volume in 
appliances. During a three-year period Rose increased 
its appliance volume by nearly 600 per cent! 

This is no isolated example.: At Silton’s Jewelers, 
Los Angeles, Calif., the comparatively new appliance 
department occupies between 2 and 3 per cent of the 
store’s floor space. But it accounts for almost 20 per 
cent of the overall sales volume. Furthermore, the per- 
centage of appliances making up the store’s inventory is 
far below the 20 per cent figure. Like most jewelry 
stores, Silton’s restricts its appliance sales to those items 
which the customer can “carry with him.” 

Early this year at a meeting of the Electric House- 


wares Section of the National Electrical Manufacturers 
Association it was reported that the industry expects to 
zo over the top of the billion dollar annual sales figure 
this year. It was revealed that total retail sales of electric 
housewares were second only to refrigerators when com. 
pared with major appliance items. And the market has 
by no means been saturated, with the majority of the 
country’s electrified homes still lacking many of the 
electric housewares considered basic for modern living, 

This year the NEMA’s program will be spearheaded 
by an increased consumer publicity drive, with the 
objective of creating maximum excitement among con. 
sumers which will be reflected at the dealer, distributor 
and light and power company levels. 

The public will be sold through newspaper, magazines, 
radio and television on electric housewares as gifts for 
all occasions and as necessary adjuncts of modern living, 
Consumers will be informed as to the versatility, efficiency 
and economy of electric housewares acting as a host of 
servants that the average household can afford. It will 
seek to establish a basic list of modern electric house. 
wares in the mind of the consumer—a group that should 
be in every home. Supporting this campaign will be 
manufacturers’ national advertising. 

A bride still needs a wedding trousseau. But today 
she also needs and wants an “appliance wardrobe.” With 
every sale of a wedding and engagement ring, the 
jeweler has an opportunity to make follow-up sales. 
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LET LINDE ADVERTISING 
help you sell the Stars. A colorful dis- 
play card featuring LinpeE Stars as 
seen in the New Yorker Magazine is 
yours for the asking. 


DISTRIBUTED BY 


CHARLES FE WINSON, Gems 
580 Fifth Avenue 
New York 36, N. Y. 


MAX DURAFFOURG GEM COMPANY 


576 Fifth Avenue 
New York 36, N. Y. 


the great traveler. Wherever he went in 
the Orient, the legend of his fabulous 
gem preceded him and he received the 
best care, the finest service, all in return 
for a glimpse of his luck-bringing star. 


>K In many legends, the star stone is con- 
nected with Christmas and the Star of 
Bethlehem. 


* It is a fond tradition that the three lines 
that form the star represent Faith, Hope, 
and Destiny. 


K Folklore tells how the sapphire will “cool 
a fevered brow, calm excited nerves, 
benefit the heart, and reconcile discord.” 


*K The ancient Persians believed that the 

earth rested on a sapphire column and 
that the sky was a reflection of the stone’s 
color. 


* The sapphire was said to be sacred to 
Apollo, the Greek God of manly youth 
and beauty. 


*K The ruby in its brilliant color was the 
symbol of passion, the spark of life and 
vitality. It was also supposed to endow 
its owner with happiness and health and 
assure a woman the love of her husband. 


* The star stone has always been known 
as a powerful love charm, and royalty 
of many lands has used the star sapphire 
as an engagement gem. 

>K Even today the sapphire and ruby hold 
special significance, for sapphire is the 
birthstone for September; ruby is the 
birthstone for July. 


A Fact About LINDE Stars 


LINbE Stars have the same chemical and 


GEORGE HOUSTON 
sonans 448 South Hill Street 
Los Angeles 13, Calif. 
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physical properties as natural stones. 


LinpE is a registered trade-mark of Union Carbide and Carbon Corporation. 
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Probably no one has ever attempted to 
“weigh a worry.” But worries can weigh 
heavily on your mind when inadequate pro- 
tection against the loss of merchandise or 


property can mean financial ruin. 


If holdups, burglary, theft, fire or explosion 
happen to you, you'll have the peace of 
mind of knowing your Saint Paul Jewelers’ 
Block Policy takes care of everything. 


This simple, tailored-to-fit-your-needs 
policy gives you virtually all risk protection 
on your merchandise either on or away 
from your premises. This unique, single 
policy provides dozens of separate 


coverages for only one premium. 


SEE YOUR SAINT PAUL AGENT OR BROKER 


&3 





EASTERN DEPT. 
90 John Street 
New York 38, N. Y. 


HOME OFFICE 
111 W. Fifth St. 
St. Paul 2, Minn. 


PACIFIC DEPT. 
Mills Building 
San Francisco 6 





Stuffed Lamb Highlights Display 





Baby pictures and a tiny stuffed lamb are the high. 
lights of this display of baby goods at Smith Patterson’s, 
Boston. The soft furls of the contrasting fabric add an 
informal note to the collection of special “baby” items, 
The placard advises customers to “Visit Our Baby Goods 
Dept.—2nd Floor.” 


Bridal Display Ideas 


(From page 77) 


florist can advise you on the arrangements which will 
hold up best in the window and he may also be willing 
to share the cost in return for a courtesy acknowledg- 
ment in the window. Ferns and other potted greens also 
make fresh and eye-catching backgrounds for silver and 
other wedding displays. 

Blue is the bride’s color and a flattering tone for 
both silver and diamonds. Fresh, crisp billows of white 
tulle against blue velvet would make a dainty back- 
ground. If you are lucky enough, maybe you can borrow 
a lovely old lace wedding veil in place of the tulle. 
Sprays of orange blossoms might hold the folds of veil 
or tulle in place. Here, artificial blossoms would prob- 
ably be most practical. The lovely wax orange blossoms 
if taken good care of can be used from year to year, 
but do be sure they look fresh and dainty. 

A heart theme is used for the sketch of the diamond 
window shown, sketch A. Heart outlines, cut from heavy 
cardbord or compo board are covered with fabric and 
used to frame ring boxes on elevations of varying 
heights. An enlarged photograph of a bridal couple is 
shown against the background to the right. Streamers 
of narrow ribbon caught through the hearts help the 
design pattern of the window. Rings are shown on the 
elevations and on the window floor. Almost any kind 
of a stock wedding photograph from a commercial 
studio could be enlarged for the background. Try to 
pick one with. dramatic value—that is one that will 
carry well as a poster. A frame for the photograph can 
match the heart cut-outs. If your window background is 
white or light in tone, use a soft blue for the hearts and 
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the frame . . - or use white satin hearts against a blue 
background. Avoid red for the hearts or it will look like 
q valentine dispaly out of season! 

The flatware window, sketch B, does not have a 
particularly bridal atmosphere, but demonstrates the 
features of fine silver flatware which are of greatest 
interest to the bride choosing her life-time pattern. Flat 
paper cut-outs of hands are pinned against fabric 
covered panels and laid on the window floor as if they 
were holding the various pieces of flatware which are 
wired to the panels or placed on the floor with each 
hand. Copy cards explain the various features—the 
“feel” of balance and weight that good silver has... 
the meaning of sterling . . . the quality of plated ware 
_,. harmony of pattern design with other furnishings 

. and whatever other features you are used to dis- 
cussing with your flatware customers. A selection of 
teaspoons is arranged on a curving floor panel and two 
place settings are laid on circular panels, one on an 
elevation, one on the floor. Spoons can be held upright 
with inconspicuous holders, gobs of modeling clay or 
whatever other system is easiest for you to accomplish 
in your window. It is not important how the massed 
effect is achieved as long as the holders are incon- 
spicuous and the effect of a variety of patterns is gained. 
A copy ribbon on the background reads—‘‘What is the 
Silver Story? 
tableware.” 


Look here for hints in choosing your 


A cupboardful of modern electrical appliances appears 
to delight the six brides whose silhouette heads appear 
on either side of the open cupboard doors in sketch C. 
Other appliances are arranged on the window floor with 
the copy card. The cupboard can be of very simple 
construction, but it should be decorated attractively 
with either painted or artificial nosegays and a colorful 
back wall. Gift wrapped packages are placed among the 
merchandise items. For the brides’ heads—cut compo 
board in rough ovals, paint them in colors to simulate 
different hair colorings (don’t forget to include a red- 
head!) and cover with folds of white tulle allowing 
some of the tulle to hang down in short folds. Trim 
each head-gear with artificial flower garlands and sprays. 
If you can get hold of small curls of hair, possibly from 
a doll’s wig, these can be attached so that they appear to 
be peeping from under the veiling. The head cut-outs 
should be attached at right angles to the cupboard doors 
to get as much three-dimensional quality as possible. 


Color as a Guide to Gemstones 
(From page 84) 


show at the contact between the garnet and the glass 
bottom. This can really confuse the beginner, for in 
the same bubble-filled glass stone he is most likely to 
‘find the oriented rutile needles and angular inclusions 
of the garnet. These, in turn, he has been told are the 
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sure signs of a genuine stone. The answer lies i. 
familiarizing oneself with these imitations. They have 
been made in all colors (except brown, perhaps ?), 
including very pale ones. It is surprising that so intensely 
colored a gemstone as garnet has so little effect on the 
color of even pale imitations. If it lay at the culet, the 
story would be quite different. 

(76) Three types of green synthetic spinel have been 
marketed, but none is really common. One has aq 
tourmaline-green color, but is easily distinguished by jts 
lack of dichroism (making the ends of the stone light 
instead of black), and, if one tests, by its refractive 
index. Its green is a little darker than that of greened 
amethyst. It can be told from that stone, and recognized 
at once as a synthetic spinel, by the typical anamalous 
double refraction, and the effect created by the sensitive 
tint plate on a polariscope. It is under the emerald filter, 

Secondly, we find “erinite,” a synthetic spinel of g 
bright, oily, fluorescent green, not too unlike the syn. 
thetic corundum, but paler and brighter. It shows pink 
in the emerald filter (synthetic green sapphire is green), 

The third green synthetic spinel hue is much deeper 
and is made in imitation of an alexandrite. The daytime 
color is very close to the color of Ceylon alexandrite, but it 
can be distinguished from that stone by spinel’s lack of di- 
chroism, (an especially remarkable property of true alex. 
andrite) and by the slightly lower refractive index. The 
anomalous double refraction of spinel (a crisscross, ir- 
regular pattern of light and dark areas under crossed 
Polaroids) is also typical. They show a rich red color 
in the emerald filter (as do genuine alexandrites). These 
spinel imitations of alexandrite are much more effective, 
and far less abundant, than the synthetic corundum 
imitations. Their nightime color is a dull purplish-red, 
exactly like a poor quality Ceylon alexandrite. Ex- 
perienced gemmologists (including the writer) have 
been fooled by these imitations, which make instrument 
testing of alexandrites almost essential (the writer doesn’t 
intend to make this mistake again!). 





Fig. 2. The typical bubble-studded "wisps" that are the di- 
agnostic flaws of the Chatham cultured emeralds. This stone 
weighs about 3 points, so the magnification is considerable. 


(77) Remarkable progress has been made in emerald 
synthesis with the Chatham “cultured emerald.” For- 
tunately the testable properties of the Chatham stones 
are not quite the same as those of genuine emeralds. 
Chatham emeralds are easily identified by a lower-than- 
normal refractive index (about 1.565 instead of 1.57 
to 1.58 as an average for the natural) and a lower 
specific gravity (about 2.65 as opposed to 2.88). The 
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inclusions (Fig. 2) are a little different from those of 
any natural emerald. They consist of white wisps thread- 
ing their way through fairly clear material, and com- 
osed of innumerable flattened colorless bubbles. This 
test is valuable only to an experienced emerald man, 
but there are other indications for less qualified jewelers. 
The Chatham synthetic emeralds look even redder than 
the best of the natural Colombian stones in the emerald 
fiter. Under long-wave ultra-violet light they fluoresce 
(glow) a deep red color. No natural emerald shows 
such a red glow under the relatively low-intensity, long 
wave-length, light that can be used to excite the Chatham 
“eyltured” emeralds. 

(78) For years the classic imitations of emerald 
have been the “soudé,” or “soldered” emeralds. These 
are mainly combinations of two pieces of flawed quartz. 
cemented together at the girdle of the stone by a green, 
low melting-point, glass. Tinted cements may some- 
times have been used, for many of the older stones seem 
to have faded out to a pale yellow-green. A soldered 
emerald usually looks green in an emerald filter. When 
one of these stones is placed in a glass of water it can 
easily be seen that the “emerald” is really a sandwich 
of two clear stones held together by the green filling. 
As long as the girdle is exposed even mounted stones 
can be examined in this way. 

Soldered emeralds present another of the pitfalls that 
baffle the inexperienced gem testers. Being assembled 
from two pieces of doubly refracting material, they are, 
naturally, doubly refracting and, theoretically, susceptible 





of testing on a polariscope. However, unlike unassembled 
doubly refracting stones, they have no position of “ex- 
tinction”; that is, no direction in which they look dark. 
Ordinarily, crystals of doubly refracting substances be- 
come alternately light and dark as they are turned 
between two crossed Polaroids, getting dark four times 
on each complete rotation. Separately rotated, each 
half of the soldered emerald (since they are quartz and 
doubly refracting) would become dark too. But when 
each piece is one half of a sandwich, and it finds itself 
cemented to another doubly refracting piece of quartz 
whose darkening (extinction) positions do not coincide 
with its directions, the combination stays light through 
the whole 360° rotation (except in the conceivable one- 
in-a-million case when the two might accidently happen 
to have coinciding directions). In any case, the low, 
quartz, refractive index, and the usual green color under 
the emerald filter suffice for the recognition of the 
stones, for all the excellence of the imitations with 
respect to color. 





Radio Commentator... 
(From page 82) 


didn’t even have that much status! He found he could 
hire carpenters, plasterers and painters to do over the 
store but building friendship and confidence and stand- 
ing among the substantial citizenry called for a long- 
range program. 

Gerson and his energetic young wife went right to 
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it, and soon might have been voted “the couple most 
likely to succeed.” They made friends. They volunteered 
for community jobs. Gerson got active with his fraternal 
group and went to men’s luncheon clubs. Mrs. Gerson, 
a graduate of Miami University at Oxford, Ohio, started 
a unit of the American Association of University Women 
in Ashland. The store stocked china and crystal, which 
it hadn’t had before, and Mrs. Gerson, with a bunch 
of slides, gave china talks all the way from her living 
room to the high school! 

Building the diamond department was Mr. Gerson’s 
personal project. After using spot radio announcements 
on Ashland’s only station, WATG, he settled down to 
a year-round participation program on Mrs. Donges’ 
“Party Lines.” She talks about Leibfarth’s and _ its 
merchandise three times a week; one minute or ten 
minutes, depending on the general interest of the topic. 
The cost to Leibfarth’s runs from $75 to $80 a month. 
which is less than their bill for newspaper advertising, 
averaging an ad a week. oth 

The lecture program grew out of the fact that Cathy 
Donges was learning a lot about diamonds. She read 
and studied. She made helpful contacts through Ameri- 
can Women in Radio and Television. Gerson arranged 
to have her visit a diamond-cutting establishment and 
a ring-manufacturing plant while she was on a trip to 
New York. She did the commentaries at fashion shows 
in Ashland specialty shops and, on one or two occasions, 
arranged for Leibfarth’s jewelry to be shown. Trained 
in dramatics and former member of a little theater com- 
pany, she was at ease before an audience. Also she 





made a good platform appearance, was well-dressed and 
could model the jewelry. When Cathy Donges Wears 
a pin or bracelet or ring, and tells people about it, some 
one in the circle, invariably, wants that particular piece! 

But most important of all in getting club lectures 
was her wide acquaintance among key women in that 
part of Ohio. As the wife of George Donges, head of 
the Athletic Department of Ashland College, she kney 
where a single phone call or a letter might well produce 
a speaking date. Here is a typical letter to the president 
of the women’s club in a community about ten mile 
from Ashland. It goes out on Cathy Donges stationery 
with her program name, “Party Line,” and her station 


call-letters, WATG, at the top. 


Mrs. B. B. Blank 
Name of Town, Ohic 
Dear Mrs. Blank: 


Since I have access to some interesting diamond informa 
tion and have been doing a bit of reading on famous dia- 
monds, I have prepared an informal illustrated lecture called 
“How to Boil a Diamond.” 

It includes a history of diamonds, their use in jewelry, an4 
the legends surrounding several of the most famous gems. 
I'll have pictures and actual jewelry from Leibfarth's—and | 
can boil your diamonds! This talk takes about one hour and 
you may ask questions. 

I believe your Woman's Club will find it both interesting 
and unusual. The fee will be the same as for a book or play 
review plus my expenses. May I hear from you to arrange 
a date? 

Sincerely, 
Cathy Donges 


Oddly enough, or maybe because the idea itself is 
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certainly odd, “How to Boil a Diamond” has the best 
pull as the title of a diamond lecture. It is the magnet, 
hut the lecture includes a full 45 minutes about diamonds 
themselves. The cleaning demonstration is the wind-up. 
Mrs. Donges uses the following props and _ illustrative 
material for her lectures: 

_A set of 16 mining and cutting pictures, size 8x11, 
rinted in off-set. Each picture has a short legend at the 
hottom to help the speaker identify the subject. 

—Set of three charts showing proper cut of a brilliant, 
size 11x14, printed on gray stock. 

_Set of 12 replicas of the famous diamonds of the 
world, in a carrying case. 

—Small aluminum pan. soap flakes, brush and other 
cleaning equipment as required for demonstration. 

—A selection of diamond jewelry from stock including 
pieces for Mrs. Donges to wear. 


FOR SHOWMANSHIP PURPOSES 


The “boiling-up” method of cleaning diamond jewelry 
is more for showmanship than actual home practice. The 
lecturer lays greater emphasis on the quicker methods: 
using hot suds made with a good detergent, or one of 
the quick-dip jewelry cleaners that can be kept right on 
the dresser. If good jewelry, especially rings, is cleaned 
regularly, it won’t need the boiling-up, which can be 
done better by a professional anyway. However, a 
jewelry-cleaning demonstration brings out all these sell- 
ing points: 

—Why fine jewelry is open on the back; 





—How that two-thirds of the weight of a brilliant that 
is underneath the mounting helps to make the diamond 
sparkle on top; 

—Why washing your hands does not clean your dia- 
mond ring; 

—Why precious jewelry lasts longer than other kinds. 


RESULTS OF DIAMOND TALKS 


The results of a good diamond lecture are often felt 
at the sales counter just as quickly as the response to 
newspaper advertising or a radio plug. After one of the 
cleaning demonstrations, two matrons in Ashland went 
to their bank, took out lock boxes, emptied them of in- 
herited jewelry and brought both collections into the 
store to see how the pieces could be modernized. 

The wives of executives in some of Ashland’s big 
industries, after hearing a lecture, go home and talk 
about the jewelry at the dinner table. Gerson finds that 
gift sales of diamond dinner rings, watch bracelets and 
diamond watches are mounting. Cathy Donges’s lectures 
supplement her regular radio programs because she can 
show the jewelry visually. Ashland has no television 
and is not expecting to have it. The closest TV is in 
Cleveland, 60 miles away. 

Cathy’s pet product has been a “Add-a-Link” diamond 
bracelet in which the stones are added, one at a time on 
gift occasions, until the band of brilliants encircles the 
wrist. This item is not cheap and means starting a long- 
drawn-out series of purchases. But women come in ask- 
ing for that “add-a-diamond” bracelet that Cathy Donges 
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talks about and the item is a steady one, twelve months 
a year. 

As a combined result of all this activity, Leibfarth’s 
has established itself in the front rank among the family 
jewelers in Ashland. Now it’s a matter of keeping up 
momentum to maintain this position. 





Can You Top This? 


At Zale’s Jewelers, Ames, Iowa, watchmaker 
Du Wayne Bulman was explaining to a professor from 
a nearby college the exact cause of trouble in his 
watch. However, the professor felt that Mr. Bulman 
.was just making up the explanation. He indicated 
plainly that he was not impressed with the facts of 
the matter. 

After several diplomatic attempts, all of which 
were considered suspicious by the professor, the 
watchmaker decided to offer documentary proof of 
his statements. = 

“Here is the watchmaker’s manual. If you will 
read this paragraph, it will substantiate my explana- 
tion.” 

“Why should I bother reading it,” replied the pro- 
fessor. “If I won’t believe you, why should I believe 
the manual?” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept. 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Paris Fashions... 
(From page 90) 


advertisements, direct mail, TV, and radio. Show them 
how to accessorize these newest style trends with YOUR 
diamond jewelry! 

Paris this springtime gives jewelry an important place 
in the fashion line-up, and these are the ways they are 
wearing it: 

Necklaces in the Paris collections were used in 4 
variety of ways to enhance new silhouettes and ney 
back-dipping necklines. Dior’s “A” line, one of the 
most talked about silhouettes, makes a triangle of a 
woman’s figure. The top is formed by narrow shoulders 
and the line widens to a wide hemline. This narrowness 
at the top of the figure necessarily calls for very simple 
necklines. (Every jeweler has simple. classic diamond 
necklaces, and this offers a timely way to promote them), 
Balenciaga’s “Tube” and Fath’s “Drinking Straw,” also 
hailed as leaders in silhouette trends, are approximately 
the same. These are straight and narrow and conceal or 
minimize natural figure curves. They have simple round 
necklines and look best with simple, round necklines, 
multi-strand or with tailored bulk. (These, too, can be 
promoted as fashion influences for classic diamond 
necklaces) . 

Back-dipping necklines were a strong influence on 
necklaces in Paris. Dior introduced band collars on 
some of his clothes that are detached in back and swing 
free like reversed cloth necklaces. Several Paris houses 
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225 Fifth Ave., New York City 





22185 Retail: $19.50 2202 Retail: $25.00 
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featuring back-dipping necklines concentrated necklaces 
high in front and looped down the back. One house 
showed a neckline pinned at the iront of the neckline 
yith a brooch and with the strands hanging free at the 
pack. Other silhouettes contained the same fashion line 
that we have reported to you, both in Paris and Ameri- 
can fashions during the past few months. There was 
a great variety of necklines, and these were decorated 
with bulky necklaces, elaborate collars, and multi-strand 
ropes. ? 

Bracelets are due for a stronger fashion play than ever 
because of the bare-arm look. Paris showed many short 
sleeved suits and coats, many absolutely sleeveless 
dresses, even some sleeveless coats. Paris showed brace- 
lets in big wide cuff designs, in rigid styling, and in 
soft multi-strand treatments of two inch widths. The 
designer Desses hung bracelets in watch fobs on the hips 
of his suits. (Jewelers have all these stvles in diamond 
bracelets ) . 

Pins in Paris made news with a revival of the birds, 
the bees, and flower designs. Perhaps this coincides 
with the “Age of Innocence” evening gowns! This 
newest trend for sweetly pretty evening gowns, some 
of them grown-up copies of baby dresses, calls for 
delicately designed jewelry. Pins also made news in 
Paris in the ways in which they were worn. Dior placed 
large jeweled pins as an accent at the hipline or shoulder. 
Fath placed an assortment of pins in a row at the 
hemline of a suit jacket. Pins were used to emphasize 
back-fullness in skirts. They were used again and again 
to focus attention on waistlines which are placed any- 
where from directly beneath the bust (Empire style) 
to the hips (long torso effects). Jewelers have diamond 
pins in a wonderful variety of designs. 

Earrings in Paris continued the dramatic styling and 
important treatments of the past few seasons. They 
were used for important ensemble effects. (The complete 
ensemble with its look of finished elegance: was among 
the most talked about news). Earrings focused attention 
on smoothly sculptured hair-do’s and were used to en- 
hance widely shallow, shoulder-to-shoulder necklines. 
They were also used as sole decoration with many of the 
necklines which are mounted away from the neck for 
a bare-look, and to give an aesthetic feeling of balance 
above wide bertha collars and cape effects. (Jewelers 
have diamond earrings to dramatize all of the above 
fashion features). 





Can You Top This? 


A silver manufacturer in Rhode Island received a 
request from a woman to identify some unconven- 
tional silver which had a blade at one end and a fork 
at the other. The company informed her it was flat- 
ware made for one-armed people. 

They sent this information regretfully because the 
woman, having two hands, had been given the one- 
armed flatware as a wedding gift. 

How crude can people be? 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 

















y § Any Gift | 
Chenin —s 


Ask Your Wholesaler fo 
Sw You the a in 
Stewsaiil Rings for Every Day 


FP remultins 


Available in 10K and 14K Gold 


Stern Manufacturing Co. 
401-407 Mulberry St. 


Newark 2, N. J. 
MArket 2-5272 MArket 3-1760 


Serving Wholesalers Since 1923 
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Synthetic Diamonds 


(From page 80) 


e 


is every likelihood that others may have been successful— 
long before General Electric made its announcement. 
Since the original publication of G.E.’s report there have 
been several additional claims, though no one in this 
country seems to have become very excited about them. 
Their eventual significance to the jeweler, and to the 
diamond industry, remains to be seen. 

It has been suggested that the initial public reaction to 
the G.E. announcement should make the jewelry trade 
very happy. There are something over 86 million shares 
of G.E. common stock in the hands of the public. On the 
day of the announcement the stock rose five points at its 
maximum. This would indicate that diamonds are held in 
high esteem, and that the initial public reaction was that 
diamonds would still be highly prized, whether man- 
made or mined. On the other hand, the shares of DeBeers 
stock fell $2, implying a somewhat premature loss of 
faith in the natural product. 


Common sense, and an analysis of the production fig- 
ures of gem and industrial diamonds quickly brought 
about a correction in the G.E. market price. Nevertheless, 
the spontaneous response shows that diamonds occupy a 
place in the hearts of a capitalistic people that can be 
likened to their love for gold as a metal. The manufacture 
of minute industrial diamonds in a giant press, and of 
minute quantities of expensive gold in a cyclotron, is not 


going to have much immediate effect on the value of 
stones or metal in private hands. 

It is not necessary now to review the earlier reports of 
diamond synthesis; this was adequately covered so re- 
cently that there is no necessity for repeating it now, By, 
it will be worth appraising G.E.’s accomplishment and 
considering some of its implications. Sensible or not. the 
announcement put the diamond trade in a turmoil for 
several weeks after the initial publicity. General Electric 
handled the publicity in a way that was calculated to do 
a minimum of damage to the jewelry trade, and they 
made it amply clear that their only accomplishment was 
the synthesis of diamonds. It was suggested, that this 
was the first time it was accomplished. They reiterated 
over and over again that their diamonds were industrials 
and that they had no present ambition to make gem 
stones. (Though they did suggest in one or two supple- 
mentary radio remarks that they would not be averse to 
making gem crystals). 

It has also been said repeatedly that the cost of their 
diamonds is far in excess of the cost of natural material 
of comparable quality. They probably felt that they were 
answering the questions of the trade in their releases, 
though it is apparent on reading them that they have not 
really understood the trade’s fears and were not prepared 
to answer the crucial questions. They have been strangely 
reluctant to show their stones to representatives of the 
trade. though quite happy to show them to the press and 
the public via television. This attitude suggests that there 
may have been patent or priority reasons for making the 
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ANNIVERSARIES » WEDDINGS - GRADUATIONS>=~ BIRTHDAYS 
Suggest an attractive locket or charm bracelet for that 
memorable occasion. Many beautiful designs in 
chains and charms in sterling,gold filled 
and 14K gold are availa 


198 Broadway New York 9, N. Y. 
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announcement when they did; perhaps a rival was known 
to be nearing success in the same quest. 

Many jewelers are not too familiar with industrial dia- 
monds. The term is rather general and includes a multi- 
tude of stones whose selling price varies from somewhere 
ground $2 a carat to somewhere around $40 a carat. So 
the term “industrial diamonds” is rather ambiguous. 
Diamonds are valued in industry for their unrivaled 
hardness. The smallest crystals and the most flawed 
pieces can be used only in the form of diamond powder. 
The powder is used as a cutting tool for diamond saws 
and for polishing all sort of things, including diamonds. 
Larger crystals find a use in diamond-set drills and cut- 
ting tools. Still more perfect crystals may have holes 
drilled through them so that wire can be drawn through 
the hole, diamond wire dies outlast all other dies by many 
miles of wire. 

Each of these categories of industrial diamonds require 
certain shapes, sizes, and qualities of stones. The most 
expensive stones are gemmy except for color. Frequently 
astone may be sold for cutting or as a die-stone depend- 
ing upon the market at the time for off-color stones. Con- 
sequently, it can be seen that calling G.E.’s stones “in- 
dustrial diamonds” is hardly very clear or definite. Pre- 
sumably they meant that what they had made could only 
he used for diamond dust, of crushing hort value. 


A GRAY, GLITTERING POWDER 

The product that has been shown is a gray, glittering 
powder. As it tumbles back and forth in the little con- 
tainer in which they show it, small but very brilliant 
faces sparkle at the observer. This indicates that they 
unquestionably have produced something of a crystalline 
nature; it is not black and dull, like carbonado, but really 
is crystallized diamond. The largest crystal shown so far 
is said to be flat, colorless, 1/16 of an inch long, and 
about 1 one-hundredth of a carat in weight. Crystal clus- 
ters weighing 1/10 ct. were also shown. The powder, en 
masse, is gray, though individual crystals may be much 
lighter in color. It is not black, as it would be if it were 
just graphite. 

It has been suggested—and the rumor has had wide 
circulation—that the diamonds have no “grain”; what- 
ever that may mean to those who say it. All diamonds 
have grain in the sense of hard and soft directions and 
cleavages. If it is diamond material, then it has grain. 
There are two things that can happen to a diamond to 
make it hard to cut. One is twinning, or macles, as the 
trade knows them. This is an intergrowth of two crystals 
ina twinned position that makes the sawing or polishing 
grain of one half different from that of the other. In such 
a crystal we are likely to encounter directions in which 
the stone cannot be cut at all, for diamonds can be pol- 
ished only in their softer directions. 

Secondly, a diamond may be strained, some distortion 
may have pushed or pulled the atoms out of their regular 
planes to put “knots” into a stone. These knots also inter- 
fere with the cutting, and if the strain is great enough 
they may even cause the stone to break on a wheel. They 
can be detected by an expert cutter, and those less expert 
can discover them by examining a stone in crossed polar- 
wed light to see the amount of strain. Both of these ab- 
normalities could be seen during a careful examination of 
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RUNNING A 
SUCCESSFUL SALE 
IS AN ART 





by Manny 
Silverman 





YOU ARE LOSING MONEY! UNLESS... 


1. YOU TURN YOUR INVENTORY AT LEAST 2'2 TIMES 
PER YEAR. 
2. YOU DEPARTMENTALIZE YOUR INVENTORY, AND 
YOUR SALES. 
3. YOU REPLACE INVENTORY PERCENTAGE-WISE IN 
ACCORDANCE WITH YOUR SALES. 


| made a trip to the coast last week and spoke to 
six jewelers in six different states. 


Two of them wanted to go out of business and | con- 
tracted one for a closeout via auction and the other 
for a closeout via both flat and auction. In both 
cases we guaranteed to purchase all inventory left 
over after the sale. 


The other four jewelers all had the same story to 
tell, therefore | will quote just one. 


This jeweler has an inventory of about $35,000. His 
volume in 1954 was $45,000,—1953—$53,000,—-1952 
—$55,000. He is finding it increasingly difficult to 
pay bills on time and it is almost impossible to de- 
crease his living standard. 


He only has two alternatives: 

|. He must try to increase sales volume to at least 
$100,000. We both agreed that this was impos- 
sible in his case as the last time he did $100,000 
in volume was in 1945 and he has since gone 
down and down. 


2. If the total volume he can do and is doing is 
around $50,000, he only needs a maximum of 
$20,000 in inventory to do so. Therefore, if he 
had $15,000 in cash in the bank and $20,000 in 
inventory instead of $35,000 in inventory, he 
would have NO PROBLEMS. 


We contracted for a sale designed to do just that 
for these four jewelers. 


WE CAN DO THE SAME FOR YOU. 


WRITE! WIRE! CALL! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York 36, N. Y. 
Telephone: PLaza 7-4693 








111 











some of the G.E. crystals, so it will not be difficult to see 
whether or not the stones will “run” when they are shown 
to members of the trade. 

It is too early to say, lacking this opportunity, whether 
or not the stones are strained. The X-ray pictures that 
were used to illustrate the publicity were not carefully 
enough described. The pattern of spots given by the 
stone marked as synthetic shows a much fuzzier outline 
than the spots from the stone marked natural. To the 
mineralogist this would mean that the crystal was under 
considerable strain, if all other factors were alike, but in 
the lack of complete information about the size of the 
grains used for the pictures and comparison of the com- 
plete identity of the two samples, we can only guess that 
the G.E. diamonds are strained, and possibly strained 
quite seriously. If so, with such minute crystals, then 
G.E. is far from producing gem diamonds. 

There are some other factors to consider too. If dia- 
monds could be produced in quantity at negligible cost 
and in appreciable sizes; and:if. they were indistinguish- 
able from natural stones (in contrast to previous syn- 
thetics—a very real possibility if gems are produced), 
the value of diamonds would fall drastically. Then, would 
they be worth making after all? Since they would lose 
most of their value, and since the cutting and polishing 
of diamonds represents an important fraction of their 
final cost, it would hardly be worth doing. So General 
Electric shouldn’t really be interested in making gem 
diamond crystals. From what has been produced to now 
it looks as if quite an enlargement of the apparatus would 


be needed to make gem-size crystals, and there is a real 4 
question it it would be economically sound to spend the 
money on the research. 

‘here is another aspect to the research at which they 
have hinted. The production of diamonds by combjnj 
vreat heat and intense pressure, conditions which it has 
1ong been assumed. would be successtul if enough of each 
could be supplied, has been achieved. This means tha ~ 
the laboratory now has a really new tool, a machine that 
will give results not obtainable with the equipment with 
which mineral substances have been produced before, q 

It would be interesting to see what the effects of heat 
and pressure of this magnitude (1000 tons and 5000°F) 
will be on other substances. Perhaps some other element 
not present in a pure state 240 miles beneath the earth’s ql 
surface has a stable crystal form which will be even 
harder than carbon that has been squeezed into crystal. 
lization in cubic symmetry. It could be that we will be 
able to make things that are both harder and higher in 
refractive index than diamond. A whole new field for 
research is opening, with the manufacture of diamonds ~ 
only a signpost that pointed the way to the new highway, | 

Besides, one other aspect of the announcement has been 
overlooked by those whe have worried about the press 
publicity. The average man who read the announcement 
has said, “What’s all the talk about, I thought they were 
made long ago.” Since most people have been under the 
impression that their synthesis was long understood, and 
it has discouraged them not in the least when it came to 
buying their diamond, the jeweler is showing undue con- 











SKE adds new lines— 


new profits for you! 


3 famous names to spark your Father’s 
Day sales—and year ’round volume 


now available at SKIL. 


Start your profits rolling—start 








your successful promotions at SKL. A huge 
stock, prompt and efficient deliveries 


and courteous service to help you sell more. 


Father’s Day is June 19 
for a stock that will sell—ceall SKL. 


We also carry Simmons, Pittman & Keeler, Tara, 


Noreleo and many others. 


SkKL CO... INC. 15 West 47th Street » 
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... THE ELEGANCE of timeless, classic designs... the 


. cr . , . 
artistry ot fabulous jeweler’s masterpieces. 


Krementz jewelry has the rich, lasting tone that can 


only be imparted by an overlay of 14 Kt. sold. 


Dee your jeweler’s fine selection today. 


Illustrated above: Graceful “Anemone”, 14 Kt. white gold Ov erlay 
with brilliant Austrian crystals. 
Necklace $39.00 Earrings $19.50 


] wo , 4 ° 
Below: “Comtesse”, 14+ Kt. gold overlay with sprays of Austrian crystals, 


May be worn as necklac € OF brooch. 


| | Necklace $17.00 Esssinas $13.50 
| 


6821 


Prices plus tax 


STONE 
FINE QUALITY JEWELRY SINCE 1866 
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SOMETHING FOR THE SALESMAN 
SOMETHING FOR THE SHOPMAN 


For the salesman Ballou’s No. 40 offers a 
hinged action that is different, — a mark of 
distinction, a talking point. 

For the shopman No. 40 offers a chance for 


hard, practical standardization. All cuff link 





plaques can go through processes involving 
enameling, heat, and liquids without special 
handling to protect the spring. Our riveted 
joint can save plenty in the shop. Available 
in Gold, Sterling, 1/20 12K G.F. and Nickel. 


alle 


FINDINGS — 


SOLO TO THE MANUFACTURING TRADE 


The Foundation of Good Gewelry 


YES, we have it! Ask for No. 41 B. A. BALLOU & CO. INC., 61 Peck St., Providence 2, R. I. 





cern about the news. The ruby and sapphire market is 
not affected by the synthetics, star rubies and star sap- 
phires sell for more today than they did on the introduc- 
tion of the infinitely more perfect synthetics, and natural 
emeralds have not been affected a whit by the beautiful 
Chatham stones. 

So it seems a little short-sighted to start worrying at 
this early date about the future of natural diamonds. 
Show us a lot of stones—if they ever do make a lot of 
synthetics—and let us see if we cannot tell them from 
the natural ones. If we can’t, then it is time enough to 
discuss the matter. Meanwhile, let’s not lose any more 
sleep over something that was inevitable anyway: it was 
just a matter of time. Start looking at the beauty and 
durability of a diamond and its current salability. 


What Every Jeweler Should Know 


(From page 67) 


Percentage of Estimated percentage 


jewelers replying of total sales 


18.3 said 40% 
15.8 m 30% 
15.0 we 50% 
10.6 ' 25% 

9.0 ss 20% 


Thus, for the majority of jewelers the percentage of 
sales attributable to weddings ranges from 20 to 50 per 


cent. It should also be noted that for 13 out of every 
100 jewelers, 60 per cent of their annual sales was 
directly connected to weddings. If statistics is not your 
forte, suffice it to say that the median figure is 40 per 
cent. 

Another important merchandising question in JC-K’s 
survey was, “What price range was the most popular 
for engagement rings?” For 7 out of 10 jewelers, the 
$100 to $199 bracket was the most popular price range 
among their customers. This breaks down as follows: 
159 jewelers checked the $100 to $149 price range, while 
174 jewelers designated the $150 to $199 range as most 
popular. 

Comparisons are said to be odious; but in this in- 
stance it is significant—and enlightening. For in com- 
parison with 1952, more jewelers last year found the 
$200 to $350 price bracket more popular among their 
customers, 

Before turning to the next question in JC-K’s survey, 
let us return once more to the 1930’s. It was a period 
of low-birth rate because of economic conditions. These 
conditions which precluded large families also ruled out 
in many cases diamond engagement rings for brides of 
the *30s. Since this present decade is one of economic 
abundance, it is obvious that now is the time for all men 
to come to the aid of their neglected brides of yester- 
vear—in short, to buy today, that engagement ring they 


didn’t buy for their bride of the 30’s. 
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FLECTROPLATING SOLUTIONS 





























White, hard and highly resistant to corrosion, Rhodium 
Electroplate is a precious metal, available at relatively SINCE 1901 
moderate cost. Its characteristics make it advantageous 
for use in the manufacture of Jewelry, Giftwares, Acces- 
sories and many other applications. Consult us about your 


specific plating problems. 





SIGMUND COHN MFG. CO., INC. 


121 SOUTH COLUMBUS AVENUE * MOUNT VERNON, NEW YORK 
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Qister CHARM DISPLAY 


This display, with 24 tested charms will give you the variety and 


quality needed to start a growing charm business with your cus 
tomers. Why not have the best? They cost no more. Look close, 
at the finish, the-construction, the movable parts. Sterling and 14K 


Ask your wholesaler for Fisher charms. 


J. M. FISHER COMPANY, Attleboro, Mass. 








A NEW DESIGN SERVICE 


> Provides jewelers each month with three 
photographic sheets strikingly illustrating the 
latest ideas in modern jewelry designs. 

> Covering various items, such as earrings, 
clips, watches, necklaces, etc., this monthly ser- 
vice provides jewelers with the most modern 
design ideas with which he can sell more pre- 
cious jewelry. 


> Released monthly on a yearly subscription 
basis, this new design service is available at 
$3.00 per month. 


Write today, enclosing $3.00 for the latest 
issue and subscription form. 


Note: Information regarding the colored stones i/lustrated 
in the designs on page 86, can be obtained by writing to 


DESIGNS TECHNIQUE 
62 W. 47th St., New York 36, N. Y. 
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In connection with this, JC-K asked the question: 
“What percentage of your business appears to be bes 
lated (married men buying their wives the diamond ring 
they failed to provide at the time of engagement) >” 
Jewelers replied as follows: 


Percentage of Percentage of 


Jewelers replying post-ceremony sales 


41.5 said 5% 
32.3 “ 10% 
17.7 6 20% 

5.8 a 30% 


These belated engagement ring sales are offsetting 
some of the effects of the decline in marriages. In short, 
retail jewelers are being compensated for decreasing 
diamond sales to engaged couples by sales to those mar. 
ried in previous years. Remember, too, post-marriage 
engagement ring customers are usually men in their 
most prosperous years; they are most likely interested 
in diamond rings in the higher price brackets. Com. 
pared with 1952, the survey for 1954 finds more jewelers 
cashing-in on belated engagement ring sales. Perhaps 
this may be a partial explanation for the increase of 
engagement ring sales in the $200 to $350 price range, 

The survey question on wedding and engagement ring 
mountings revealed some interesting changes. Yellow 
gold still remains the favorite with consumers as the 
most popular mounting. It constitutes 52.3 per cent of 
the ring mounting sales; but it slipped from a per- 
centage of 63.7 in the 1952 survey. White gold was once 
again the second choice. Jewelers’ replies indicate that 
one out of every three customers bought white gold 
mountings. For statistical-minded readers, white gold 
gained in popularity from 1952’s figure of 28.9 to 33.2 
per cent this past year. Platinum was next with 8.1 per 
cent—a gain of 2 per cent from ’52. Palladium showed 
a striking change by rising to 4.5 per cent—in contrast 
to 1952’s 1.2. 

A jeweler doesn’t have to be a student of sociology 
to realize that the role of today’s woman in society has 
changed considerably. For, 50 years ago the young 
woman nervously anticipated—in the protected environs 
of her doll’s house—the type and size of engagement 
ring her fiance would present to her. Our modern young 
bride-to-be is an entirely different breed of woman! More 
confident in herself, more aggressive and certainly more 
independent, she plays'a more dynamic role in the “boy 
meets girl” story. But to what extent? 

That brings us to the next question in JC-K’s survey: 
“In what percentage of cases did the woman accompany 
the man when he selected the engagement and wedding 
rings?” One out of every five jewelers said that the woman 
accompanied the man 50 per cent of the time. A large 
number replied that in 75 per cent of the cases the young 
woman was with the man at the time he selected the 
engagement ring. At the extreme, one jeweler replied 
“nearly every time.” The median figure was 50 per cent. 

This information only confirms what most jewelers 
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‘Underwater’ Scene Used 
For Annual Shrimp Festival 


ia 4 ie BD 





This highly original window display was used by 
Dechary’s, Morgan City, La., in connection with the 
city’s annual “Shrimp Festival.” Representing a scene 
on the ocean floor, it includes a pirate’s treasure chest, 
pearl necklaces, earrings, seaweed and other underwater 
plants, starfish and sea shells. The window floor and 
deck are sprinkled with bright undersea stones to fur- 
ther heighten the illusion. 





have long suspected: the modern bride-to-be is the per- 
son to influence. No longer can engagement ring mer- 
chandising be aimed specifically at the groom—which is 
perhaps a good state of affairs for the jeweler. It is 
unlikely that she will economize on a life-long purchase! 

Double ring ceremonies—another subject with socio- 
logical overtones—have increased since 1952. (Studies 
have indicated that the female is the principal pro- 
ponent of double ring ceremonies.) To the question, 
“In approximately how many cases were wedding rings 
purchased for the groom (indicating a double ring cere- 
mony) ?”, jewelers replied as follows: 


Percentage of Estimate percentage of 


Jewelers replying double ring purchase 


17.3 said 50% 
16.5 ” 30% 
13.9 m 60% 
12.3 7 20% 
11.9 _ 80% 

nae ™ 10% 


The median figure is 50 per cent. Roughly one of 
every two marriages involves a double ring ceremony. 
Incidentally, there was an average increase of 4.2 per 
cent over 1952’s figures. 

The precious stone that remains supreme in the eyes 
of almost all engaged couples is the diamond. It is 
indeed infrequent for a jeweler to get a request for a 
stone other than a diamond for an engagement ring. 
To be specific, for the majority of jewelers only one per 
cent of their customers preferred stones other than dia- 
monds. Among these stones, in order of preferences, 
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WHITE SAPPHIRE 





INCREASE Your Stone Ring Profits! 
REDUCE \nventory at the Same Time! 





RE yom 


Amazing New Stone Ring 


With Interchangeable Birthstones 





— 7 Vari-Gem's unique flexibility enables you to op- 


4 {’ erate with minimum stone ring inventory and to 
Vs earn maximum profits, because you get a greater 
return on your investment. Before Vari-Gem, the 


GARNET 

= usual complaint was that the jeweler had to keep 
too much surplus stone ring inventory, compared 
to the amount of business he did in stone rings 
. .. his money was always tied up in excess stock. 





Now, Vari-Gem eliminates 90% of the accumula- 
tion and duplication of identical ring styles, be- 
cause you can set any birthstone in any Vari- 
Hing | Gem ring in 60 seconds, in your own store. 12 
I : different Vari-Gem ring styles and 1|2 assorted 
interchangeable birthstones give you 144 selling 
combinations! With ordinary stone rings, you 
would have to stock 144 rings to equal Vari- 
Gem's multiple selling opportunities. 


Thus, in actual practice, if a ring isn't sold in 
April with the White Sapphire, remove the stone 
and reset the ring with May's Green Spinel. 
Each Vari-Gem ring has an “active" selling life 
of 365 days. Compare this with the ordinary 
birthstone ring's selling life of only 31 days! 


You earn your profit fast with Vari-Gem! If a 
woman selects a Vari-Gem ring style with a 
Peridot and she wants a Ruby, you can immedi- 
ately remove the Peridot and reset the Ruby in 
the same ring. Vari-Gem eliminates “walks.” 
See the amazing Vari-Gem rings . . . in gold 
for men, women and teen agers. 


FOR YOUR FREE DEMONSTRATION 
FILL IN THE COUPON AND MAIL IT 
TODAY. NO OBLIGATION. 














DAVID PFEFFER CO.., inc. 
106 FULTON ST., NEW YORK 38, N.Y. 


4 

Gentlemen: ° 
We would like to see your demonstration of Vari-Gem Stone Rings. 8 
Without obligation, please have your representative call on us. : 
| 
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A PROFITABLE MARKET FOR 
COLLEGE-TYPE HIGH SCHOOL RINGS! 


HIGH SCHOOL students 
want rings of the College 
Type. Now you can capture 
this gigantic market with 
College Seal's modern styles 


for High School Students! 


YOU CAN EVEN ORDER ONE RING AT A TIME! 
No inventory headaches because of 
our “catalogue selling plan.” You 
get better.than usual profit on any 
sale . . . no matter how small! We 
give the fastest service in the class 
ring trade. 

CASH IN ON THE BIG SWING TO 

COLLEGE-TYPE HIGH SCHOOL RINGS! 


f | — —— — ~~ 
ree ' oa a and complete infor- 

Also Available—i4K GOLD College Seals and Charms 
COLLEGE SEAL & CREST COMPANY 


236 BROADWAY, CAMBRIDGE 39, MASS 








Dept. J455 


JEWELERS ACCEPTANCE 


CORPORATION 
Financing for the Credit Jeweler 


"Thanks" to over 1000 Jewelers who have 
asked us for our assistance!! 








Let JAC’s financial experts show you how to: 


Expand your sales-volume 


e Discount your merchandise purchases 


Do effective cash buying 


Improve your Credit Standing 


Add semi-permanent working capital to your 
business 


ALL INQUIRIES CONFIDENTIAL 


For complete details write or call one of the 
following officials: 


W. J. Botto ¢ L. R. Eisner 
JEWELERS ACCEPTANCE CORP. 


Chartered under New York State Banking Laws 
608 Fifth Avenue, New York 20, N. Y. 
PLaza 7-8680-1-2-3 
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were: pearls, zircons, sapphires, rubies and emeralds, 
One jeweler reported that in °54 he had a request for g 
jade engagement ring. Another jeweler stated that he 
received a request for an alexandrite stone. Both of 
these conspicuous exceptions only serve to point up the 
fact that: 

The diamond is still the sparkle in the eyes of the 
engaged girl! 


IN CONNECTION WITH 
THE ABOVE ARTICLE: 


For those who may be inclined to dig for deeper 
details and interpret the findings beyond the interests 
of the average jeweler, we are supplying below the 
tabular breakdowns of the answers to the questions jn 
the marriage-market survey. 


(1) During 1954, what percentage of your total 
sales would you estimate consisted of items di- 
rectly connected with weddings (such as rings, sil. 
ver, china, glass, appliances and other gift items) ? 


Percentage of 
jewelers replying 


Estimated percentage 
of total sales 


3.4 said 10% 
5.4 ¥ 15% 
9.0 i. 20% 
10.6 “ 25% 
15.8 ‘ 30% 
18.3 - 40% 
15.0 - 50% 
13.2 si 60% 
4.6 = 70% 
4.2 75% 


(2) In approximately how many cases were wed- 
ding rings purchased for the groom (indicating a 
double ring ceremony) ? 

Percentage of 
double ring sales 


Percentage of 
jewelers replying 


7.3 said 10% 
12.3 ‘ 20% 
16.5 “i 30% 

9.1 7 40% 
17.3 ee 50% 
13.9 " 60% 
10.9 ™ 70% 
11.9 : = 80% 


(3) What price range was the most popular for 
engagement rings? 

Price ranges for 
engagement rings 


Percentage of 
jewelers replying 


3.8 said Under $99 
32.0 7 $100-$149 
35.0 $150-$199 
27.8 o $200-$350 

1.0 a Over $350 


(4) In what percentage of cases did the woman 
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pany the man when he selected the engage- 
d wedding rings? 

Percentage of cases 
women accompanying 


jewelers replying men 
24 said 5% 
7.0 . 10% 
1.8 7 15% 

. 5.4 = 20% 
9.1 = 25% 
4.7 is 30% 
5.0 ” 40% 
21.0 ™ 50% 
11.2 om 60% 
33 ” 70% 
11.5 7 75% 
4.5 = 80% 
3.1 ™ 90% 








(5) Percentage-wise (roughly), how do the follow- 
ing metals in ring mountings rate in your total 
engagement and wedding ring mounting sales? 
Yellow Gold White Gold Platinum Palladium 
52.3% 33.2% 8.1% 4.5% 


(6) What percentage of your business appears to 
be belated (married men buying their wives the 
diamond ring they failed to provide at the time of 
engagement) ? 
Percentage of 
jewelers replying 


Percentage of ring 
sales being belated 


41.5 said 5% 
32.4 ™ 10% 
17.7 7 20% 

5.8 ‘ 30% 


(7) What percentage of engagement ring sales 
were of stones other than diamonds? 


Percentage of 
jewelers replying 


Percentage of sales 
other than diamonds 


64.1 said 1% 
19.6 * 2% 
4.9 <6 3% 
4 “ce 5% 


Jewelers Participate in a Consumer 
‘Lucky Bucks’ Contest 


Four jewelry stores in Syracuse, N. Y., recently par- 
ticipated in a highly-successful promotion stunt that 
used “I.ucky Bucks” and balloons to increase store 
traffic and business. 

Participating jewelry stores were Breh Jewelers, H. J. 
Howe, Inc., Rudolph’s and Wilson’s Leading Jewelers. 
The promotion was sponsored by the Retail Merchants 
Division of the Syracuse Chamber of Commerce. 

All participating stores had “Lucky Bucks” in their 
cash registers. Serial numbers of the “lucky” bills were 
published daily in the Syracuse newspapers. Shoppers 
who had received a “Lucky Buck” were awarded cash 
and merchandise prizes. As part of the three-day promo- 
hon, 1500 balloons were launched in the business section. 
Many of them carried certificates that could be ex- 
changed for gifts in the participating stores. 
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“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 














@ 
*Sold only through Authorized Dealers! = 





WITH 


ARLEN’S 


“CONTROLLED 
INVENTORY” PLAN 
Plus 
Dealer-!mprint 


*SUPER CATALOG! 


...be the leading trophy dealer 
in your community...carry the 
Arlen Trophy ‘Controlled Inven- 
tory” of fine trophies and 
awards... for every event! Arlen’s 
1955 Super Catalog contains 68 
pages of new designs in: 


e Genuine onyx, black-and-gold 
italian Marble, white Pedrara 


e General line of trophies in 
smart new walnut woods. 


e ‘“Marblette,’’ gem-like plastic. 
All available with ‘‘Rich-glo”’ 
figures for every sport and every 
event and Priced Right! 






an Gb een ens én scich ahah chan enenahelacaiaiesdscial aialalararaeanal 

















: ARLEN TROPHY CO., INC. . : 
- 50 Gold Street, Brooklyn 1, N. Y. . 
- Please rush me FREE— details of your new “Selected Inven- 7 
’ tory Plan,” plus the super 1955 catalog, and how I can use it : 
in quantity with my own imprint. . 
; FIRM NAME . 
> NAME intend : 
: ADDRESS Se 
2 CITY ZONE___STATE ie 
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THE FINEST JEWELRY 
18 IDENTIFIED BY . 


ARCH CROWN TAGS nc. AiR) 














SENSATIONAL UNDERSEA 


COLOR SCENES IN BEAUTIFUL LUCGITE 


#206 Table Lighter 
(Evans Unit). Avail- 
able with Fish Flies, 
Lilacs or Underwater 
Scenes embedded in 
beautiful Lucite. 


$1400 


Keystone 





WE guarantee your profits! Here is a fascinating, 
different kind of gift line — colorful, natural living 
scenes everlastingly captured in crystal-clear Lucite. 
A complete line, priced right. 


SEND FOR ILLUSTRATED CATALOG 


Attention: Some Representatives’ Territories Still Open 


KARVART PRODUCTS MFG, 
P. O. BOX 911 CAMDEN 5, N. J. 
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Salesmen who stay in Providence ALL agree . 







Gay Nineties 
and the added 
TECHNIQUES OF THE FIFTIES 


in he ROOMS end 
HOTEL 


NARRAGANSETT 


PROVIDENCE 2, RHODE ISLAND Phone GA 1-6320 


TRADITIONALLY FAMOUS for fine foods and 
an exceptionally well-stocked wine cellar 





Slash Mailing Costs 


A completely new low cost-lightweight corrugated 
mailing box. 


e Ideal Gift Box and Mailer ¢ New Strength 


IGT & 


SAF-T-MAILER 
eJ 4 AZ nrocer ROSNER CONTAINER CO 


- 
- 


~ - 
-——_—- =" 


Featuring exclusive Label-Sealer for Parcel Post and Pre- 
formed-Sealer for Registered Mail. (pat. pend.) 


Write for descriptive brochure 
143 Greene St. New York 12, N. Y. 








Tel. GRamercy 5-2306 














SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


Sold Through Wholesalers Only 


EARRINGS & BRACELETS | 
JMS Jewelry Manufacturing Co. | 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 


World’s Largest Manufacturer of Quality Earrings i 
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NEWEST ... 
Fashion Innovation 


Order No. 299. SCARAB 
CROSS. A smart new idea in 
the best taste. Five matching 
scarab-cut stones of the same 
color lend dignified embel- 
lishment to this 1/20 12K 
gold-filled Cross. A “must” 
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for jewelers who want to be : pre 

first with something “differ- 4 

ent.” Gift boxed. $10.50 Key. j 
WRITE FOR es 


Scarab Jewelry CATALOG 
COPYRIGHT 1955 BY ADMARK 


ACTUAL SIZE 


714 SANSOM STREET, 
PHILADELPHIA 6, PENNA. 


CHICAGO: 10 SO. WABASH AVENUE 


REG. U. S. PAT. OFF. 





S. _ : 
SY 


Q/SWEETHEART BRACELET 


Illustration ; Actual Siz 


———S— 


§ 
. SiCclallare ” 1/20-12 kt. GE. 4° Keystone 


Aitractivels Boxed Ae 
also with 3, 4, 5 or 6 plates for @) 
(Oirelatelaakesdat-1eMnolam \atolialclacie olaete=l (ett © 


pe, 
(5 


S SOLD ONLY TO RETAIL JEWELERS 2 
SY Walter H. McKenna & Co., Inc. Y- 


ADDITIONAL PLATES IN BRACELETS 25¢ ea. keystone 


S77, 


PROVIDENCE @© RHODE ISLAND 








ART MONOGRAMS 


and LETTERING 
BY 
J. M. BERGLING 
18th Edition Paper Covered 


$2.50 POSTPAID 
REMITTANCE WITH ORDER 
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100 E. 42nd St., N. Y. 17, N.Y. 
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St. Joseph of Copertino 
Flying Medallion 


designed by 
C. Paul Jennewein 





This medallion, not limited to a single creed, and made fam- 
ous during World War II as a special guardian of air travelers, 
is available again for the first time since 1946. 


Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 


S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 


S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 


@ Write for price list @ 


AIRBORNE MEDALLION CO. 


104 East 56th St. New York 22, N. Y. PL. 5-4818 














Are you looking for 
COAST REPRESENTATION? 


Qur prospective West Coast sales representative, who 
knows the trade intimately, wants supporting non-conflict- 
ing lines. He will develop your business and ours through 
wholesale channels—a branch of the business with which 
| he is very familiar. 


Please address him: Box “A., 2202,” care Jewelers Cir- 
cular-Keystone, 100 E. 42nd St., New York 17, N. Y. 


CARL-ART Inc., PROVIDENCE, RL 5 





























DIAMONDS 


Member : jewelers Board of Trade, New York. 


Wholesale 


Prices 


WRITE AIRMAIL FOR PRICE LIST N°28 


JOACHIM GOLDENSTEIN 


Diamond Club, Antwerp, Belgium 
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For Father's Day, Cyma suggests this fine 
appointment clock, the "“Executimer." Its 
front-set, finger-tip lever control bell an- 
nounces appointments. 8 day, I5 jewel 
model; gold color base. $65 retail, FTI. 
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These Hadley bands are styled for these Clean, sweeping lines distinguish the new The Wyler Incaflex "Aquarius-Dynawind" is 


Elgin watches. The “Jackson,” left, at Gruen "Sovereign" in 14K white or yellow self-winding. Shock and _ water-resistant, 
$11.95 retail, FTl, is on the "Oxford," gold. With 21 jewel Gruen precision move- its lapped steel case has a sunburst dial. 
$89.50. The "Golden Triangle" also for ment, unbreakable mainspring, shock and $79.50 retail, and for graduation, an in- 
$11.95, is on the "Thornton" at $79.50. dust resistance, it retails at $115, FTI. troductory offer of $75 to June 30, 1955. 
The hobnail pattern in this Foster band, The "Golfguide’ barometer is calibrated The General Electric-Telechron “Almanac,” 
the "Felton," is a bold design created to in golfing terms. Dial indicates good play- is a calendar clock and interval timer 
meet a demand for masculine bands to fit ing conditions, wet course or clubhouse combined. In white, coral, blue, yellow, 
large wrists. $4.95, FTI, Hamilton metal, weather. Father's Day gift item by Taylor with gold color bezel and blue-gray dial. 
gold-filled; in stainless steel, $3.50 retail. Instrument Companies, retailing at $12. No. 8H24, recommended retail price, $9.98. 
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Bulova's "Senator" line of 17 jewel shock- 
resistant watches has four in the color of 
natural gold, and two, also qualified as 
"water-proof," in white, with charcoal or 
white dial. Retailing at $35.75 to $49.50. 








new... 


0 PROFIT BY 


A new LeCoultre line of men's and ladies’ 











The slim, elongated look of Hamilton's 








The new Longines Starlight Elegance line 





tant, models, the LeCoultre '130'' watches are "Hope" is inspired by the fashionable "H" of ladies’ diamond watches offers diminu- 
dial. represented here by “Lady Flora," top, line in women's fashions. Tapered bezel tive timepieces inspired by a completely 
. ine and "Lady Tess." Exquisitely finished in flows into its tapered end pieces. $72.50 new and smaller Longines movement. Cased 
955. 14K gold, their retail price is $130, FTI. retail, FTl, with cord; with band, $79.50. in 14K white gold, from $295 retail, FTI. 
ac,” A TV lamp-clock has variously hued "'color- The Zodiac ‘“Autographic" is a self-wind- These wall clocks in black wrought. iron 
‘mer ama" design, “Focalizer" stare-break to ing watch that features a reserve power are made in either this “Sunburst type 
low, rest the eyes from TV stare and “Glolite™ gauge to show instantly stored-up running or in a rounded "Filigree" style. Each 
dial. to make the clock glow in the dark. No. time. Water and shock-resistant, with 17 is designed to retail for $5.98. Made by 
98, 100-AG, $12.95 list, Pennwood Numechron. jewels, anti-magnetic, $89.50 retail, FTI. the United Clock Corp., Brooklyn, N. Y. 
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A new double-lipped gravy boat and tray 
in heavy silverplate features a beautiful 


hand applied, copper pearl bead border. It 
has a black ebony handle. $24 Keystone, 
Birmingham Silver, Inc., Brooklyn, N. Y. 





International Sterling's "Silver Iris sculp- 
detail of the iris 
with three piercings outlining the floral 


tures the flower, 
pattern on the face, back and sides. Six- 
piece place setting, $37.50 retail, F. T. |. 


A bracelet of symboliturgy miniatures has 
faithful reproductions of the Seven Sacra- 
ments. Comes with card explaining the sym- 
bols. Sterling, $8 Keystone; gold plate, 
$3.50. The Brothers Co., Santa Monica, Cal. 
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A smartly styled ring with fine cultured 
pearl and four round diamonds is mounted 


in 14K white gold of two tone combination. 
No. 97, from the 
Zool 


jewelry collection of 
Levkov, N. Y., it is $65 Keystone. 


Kirk's new line of outdoor cutlery, named 
“Agatine," is in colorful Tartan, heavy 
gauge plastic kits and has distinctively 
shaped, mottled: brown handles... Shown: is 


No. 680, a bar set, retailing for $8.95. 


The "Gourmet" chafing dish is one of the 
16 pieces in the new "700" Heirloom line 
of hollowware, contemporary in design and 
highly styled, from Oneida Ltd. Silver- 
smiths. Three quart capacity, $100 retail. 


Hall's "Constellation" steak knife 


set has a styron tray for drawer use and 


Carvel 


as an accessory for patio dining. Copper 
and black handles and trim or ivory. Six 


piece set, $9.95 retail; 8-piece, $12.95. 
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These earrings have three diamond shaped, 
engine-turned pendants in sunburst design, 
topped by a polished button. An original 
in 14K gold, $80 Keystone, from Clifford 
A. Miller Corp., 64 W. 48th St. N. Y. 


A saddle cowhide billfold in gold tooled 
Florentine and Venetian designs has lip- 
stick case and mirror compact. Expansion 
tab prevents contents from being spilled. 
$10 retail, Nash, Inc., Jersey City, N. J. 


—— 
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Columbia Diamond Rings latest creation 
has 16 carefully matched diamonds in a 
tailored mounting, featuring the built-in 
Guardian Angel "Tru-Fit,"" designed to con- 
form to the natural shape of the finger. 


La Cross marks its re-entry into the jew- 
elry field with a "Bridal Satin" manicure 
set in white. No. 7020, $14.95 retail. 
Also the “Dazzler Set," No. 7015, $7.50. 
From Schnefel Bros., through wholesalers. 


The "Brush-Away" crumb catcher from the 
Sheffield Silver Co. (made in U. S. A.) 
has a cover to store its lucite brush out 
of sight and to keep crumbs from spilling 
out. In silverplate, retails at about $10. 






A new addition to the Square, Inc., line 


of men's jewelry is this striking en- 
graved knighthead, which is contrasted with 
surrounding satin finish. Available in 
Hamilton metal or rhodium. $7.50 retail. 


Wefferling, Berry & Co.'s 14K yellow gold 
bracelet covers the principal Masonic 
Degrees and ladies’ affiliated organiza- 
tions, according to the Masonic needs of 
the customer. $87.50 suggested retail. 
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Krk, PRESENTS THE 


ROYAL STUART sTEAK s EN 


hand-forged from finest Sheffield stainless 
steel 


41/,"" tapered Sabre blades which are 
swedged, tip serrated, hand honed and 
edged to razor sharpness 





beautiful, shaped Capehorn handles 





packaged in luxurious Pony-skin Gift case, 
lined with gay, colorful, authentic Royal 
Stuart Dress Tartan 


No. 526. Sha cn CP 








Impressive hand-forged, gleaming stainless 
steel Cutlery Gift Sets with brilliant, lustrous 


Pearlex handles. Gift packaed in attractive blue No. 280 
cases with cream sateen lining. 
PEARLEX BAR SET 


4 pieces * Bottle Opener * Cheese Knife 
and Server with serrated tip * Lemon, 
Lime and Orange Knife with serrated 
edge * Olive and Pickle Fork 


Retail $10.00 

















No. 2704 


PEARLEX 
HOSTESS SET 


No. 842 PEARLEX HAM Sal 2 pieces * Pie Knife 
' with serrated edge ° 
2 pieces * 10” Hollow Ground Slicer * 41/2” Tidbit Fork 


Boner or Utility Knife * Gift packaged in hard- : 
wood Ebony finish ste Retail $10.00 Retail AP) 











Order from your jobber or write direct 


KIRK'S LTD. 





65 West Broadway, e New York 7, N. Y. 


THE JEWELERS’ 


CIRCULAR-KEYSTONE 
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A Store Redesigned with the Bride Foremost in Mind 


Table Setting Contest Results in Profits, Publicity 


Table Top Fashions and Home Accessories.................200000: 
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A Store Redesigned 
with the Bride 


Foremost in Mind 


i sicatsininn the store with the bride fore- 
most in mind has brought Bauman’s jewelry store, 
Dothan, Alabama, a sharp increase in wedding gift sales. 
Ted Bauman, head of the store, invested some $20,000 
in a complete remodeling which featured the bride and 
all the jewelry gifts for the wedding, and introduced a 
new and unusual department in linens. 

The bridal department is now the largest section of 
the store, and has built up a reputation for Bauman’s as 
the jewelry store where most of the gifts for the bride 
can be purchased at one stop. 

The new department, which is T-shaped, was made by 
increasing the store space by about 1,360 square feet. 
It is reached by the new addition, which extends back 
100 feet into a big section about 80 feet in width. Mrs. 
Eleanor Murray is in charge of bridal merchandising 
and has subdivided the department so that the bride-to-be 
sees engagement and wedding rings at the entrance, cir- 
culates through the china, glass and gift displays and 
then finds herself at the Bridal Registration desk. 

The bridal department has been designed so that there 
is an open and uncluttered look. The largest section is 
the gift department. A special display feature here is 
six big fixtures which are shoulder-height and have four 
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CHINA and GLASS 





Left, big panel has 45 flatware 
patterns in one convenient space 
Below, novel ‘parasol’ for glass 
gifts is a good traffic builder, 








tiers. Made in blonde wood, they are devoted entirely 
to gift suggestions for the prospective bride and the 
general public. The Bridal Register of over 300 pat- 
terns is conveniently located near this department. The 
big displays were designed by Bauman’s to solve one of 
the biggest problem in gift merchandising—that of 
carrying a large inventory in a small space. The four- 
tiered fixtures are the same as having four tables on top 
of one another. The merchandise is clearly visible as 
the tiers are well separated. 

Another attention-getter of the remodeling is the 
U-shaped, individualized shops which are designed for 
the china, glassware and sterling flatware departments. 
The idea of the U-shape is to help the prospective bride, 
who is usually excited with many things on her mind, 
concentrate on one line of merchandise at a time. 

The glassware shop displays 39 open stock patterns of 
glass, and each is identified with hand lettered signs. 
The china shop shows 47 patterns of open stock dinner- 
ware. Above the curved shelves in both of these units 
are white hand-script silhouette signs, attached to pastel- 
colored walls, to indicate some of the brands featured. 
Out in front of the crystal section is a display fixture, 
made from plaster-of-paris, in the shape of a big parasol 
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A new pattern in Jensen Silver 
Six piece place setting, $47.50 F.T.1. 


WRITE FOR FOLDER Y 


2. GEORG JENSEN INC. 


&& Fifth Avenue at 53rd Street, New York 22 




















over a drum-like unit, which shows accessories in better- 
priced glassware. This “umbrella” display is visible from 
the store entrance and attracts good traffic. 

An especially attractive feature is the right, rear 
corner of the store. It is lined with open polished hard- 
wood display cases containing sterling flatware and 
hollowware. A sloping panel shows 45 place settings 
from the store’s 50 pattern flatware inventory. Each 
pattern is mounted on individual velvet trays that can 
be easily taken from the panel and laid atop a desk, 
seating three people, for closer inspection. The rest of 
the section displays hollowware, which is matched up in 
pattern as much as possible with the flatware. The mass 
display appeal of the flatware and hollowware depart- 
ment, removed from the busier sections of the store. 
has been a good asset in its operation. Mrs. Murray 
states that she handled as many as 12 prospective brides 
in one afternoon without confusion or delay. 

One of the most unusual developments in this big 
Alabama jewelry store is a completely stocked linens 
department. Located directly opposite the giftwares sec- 
tion, it displays “linen suggestions for the bride.” Table- 
cloths, napkins, towel sets, novelty fabrics and other 
linen merchandise are displayed in an_ ultra-modern 
fixture behind a counter, which provides space for lay- 
ing out the linens and matching them up with the china 
and flatware patterns of the bride’s choice. The linen 
department was started because Bauman’s noticed that 
the bride-to-be found it necessary to visit other stores 
to make her linen selections. The choice of linen pat- 
terns can also be added to the other information on the 
Bridal Registration card so that friends can buy linen 
gifts for the bride. 

Of the linen department, Mrs. Murray said, “It has 
proven particularly valuable in selling to the gift pur- 
chaser who has only a limited amount to spend. Cus- 
tomers also appreciate the registration of the patterns 
the bride prefers.” 

Two display tables at the entrance to the bridal depart- 
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Four tiered displays carry large stock 
in small space. The tiers are well 
separated and avoid a cluttered look 
of the displayed gift merchandise, 


ment show patterns which have been selected by Dothan 
brides. Identified with cards, the selections display the 
bride’s linen patterns as well as those in china, glass 
and silver. In this area is also a “wedding table” set 
up completely for a wedding reception. It is a regal 
display, including stacks of cake plates, cake forks, 
silver candelabra and other suitable items. The table 
has attracted so much attention that prospective brides 
have asked for sketches of the arrangement so that they 
may set up their own receptions like it. Bauman’s also 
makes a point of placing cards by a particular pattern, 
anywhere in the department, to show that a popular 
Dothan debutante has chosen it. 

In connection with the registration desk, Mrs. Murray 
has found it pays to display above it extra sterling pieces, 
which the bride can add to her registration at the last 
minute. As she fills in the registration card, Mrs. Murray 

(PLEASE TURN TO PAGE 146) 





Open stock dinnerware shop shows 45 patterns. It is U-shaped 
to help the bride-to-be to concentrate on one line at a time. 
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...her friends (the most gifted crowd in town) whom she has going ’round in circles from 
Christmas to birthdays to graduations to showers back to Christmas again. 


She names it! She gets it! 


More girls marry at the age of 18 and 19 than at any other age and her family and friends go all out 
buying her silverware, china and glassware...then there’s the $4 billion of her own money which 


she spends as she likes...and she likes to fill her hope chest. 


So if you play your cards right... you can have the young lady under 20 on a string... for a lifetime, 


Place your story where 214 million girls will see it, read it and ask for it... 





Put your story in a gem of a magazine... 
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Table setting contest ... 

















. + Results in Profits and Publicity 


This formal dinner table 
arrangement was set by 
American Gold Star Mothers 
in a table setting contest 
sponsored by Skeie’s 


Jewelry Store, Eugene, Ore. 


At left is shown another 
outstanding table setting 
created during the contest. 
This particular table 

was arranged by Alpha Delta 
Pi sorority alumnae of 


Eugene. Oregon. 


This attractive table 
arrangement, created by 
the Weaver’s Guild Club, 
was displayed for a week 
following the contest 


in the Skeie store. 


by EDITH ELLIOT 


L. is not always easy to find a promotion consists of a table setting contest for women’s clubs with 
project for a jewelry store that renders a noteworthy proceeds going to a hospital school for crippled children. 
public service, attracts society page publicity, and is “Neither the total cost of the contest nor its trade 
profitable to the store. Such a project has been the good returns can be measured in dollars and cents,” says 
fortune. of the management of Skeie’s Jewelry Store in Mr. Hamaker. manager of Skeie’s, “but we have found 
Eugene. Oregon, to sponsor for the past five years. It (Please turn to page 140) 
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1S DUCK... fest 


in Saxe Blue 


Now in complete wholesale stock in New York 


For the past several years only a trickle of this old favorite has come into the country. 


Now it has again been restored to full production. 


Stocks are available for immediate delivery from New York. 





Spode 


DINNERWARE 
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Wholesale Distributors 


Copeland & Thompson, Inc., 206 Fifth Avenue, New York 10, N.Y. 
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new table top fashions... 








Coffee service in hand-cast pewter made 


by Meeuws of Holland has 10-cup size of 


$39.50 for 
made with 8-cup teapot to retail at $18. 
From A. J. Van Dugteren & Sons, Inc., N. Y. 


pot—retail 3-piece set; also 


se 





New "Contour" pattern has generous bowl, 


sculptured stem is made in_ all-crystal, 
with pink bowl, or decorated bowl; stem- 
ware, 7" plate—$19.80 a dozen, retail. 


By Fostoria Glass Co., Moundsville, W. Va. 


star-like 
flowers done in grayed tones of yellow, 


"Constellation"—new design of 


green, brown; red enamel centers, plati- 
num edge; 5-pc. setting, $18.75 retail. By 
Castleton China, Inc., New Castle, Pa. 





“Empress Dresden''—richly colored flower 
design on white Bavarian china by Schu- 
mann, created in 1880 for the royal court 
of Saxony. Price folder is available from 


Ebeling & Reuss Co., of Philadelphia, Pa. 


From the old English Whitefriars factory 
the "York" design in heavy lead crystal 
with full bowl on tulip base; hand-made, 
these pieces may retail at $42 a dozen. 


From R. F. Brodegaard & Co., N. Y. C. 


Interesting new serving accessory—small 
wood bucket for olives, banded with cop- 
per and having center well holding picks 
of stainless steel and plastic. Distributed 
by Hudson Art Import Co., Inc. N. ¥: 





— 
OD 
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and home accessories 





New from Heinrich—"Beverly" design with 
flowers in gold, muted pink and gray foli- 
age, on coupe shape with gold line at 
edge; 5-pc. setting retails for $12.50. 
From Geo. Borgfeldt Corp., of New York. 


New Arzberg china patterns: Left, "Air- 
borne, in turquoise, apricot, gray, to 
retail at $10.95 for 5-pc. setting; right 
"Black Swallows," by Jean Luce, $11.95. 


From H. E. Lauffer & Co., Inc., New York. 


"Sweetheart Rose'’ on new bone china 
coupe shape is three dimensional in effect, 
is done in deep pink with lacy fretwork and 
gold edge; 5-pc. setting, $18.50 retail. 


From Doulton & Co., Inc., of New York. 





Spode coffee pot decorated with '"'Fleur- 
de-Lis" pattern in rich, Saxe blue on the 
"Chelsea" shape; retail $12.50. Complete 
dinnerware in this design is now carried 


Scrolls and blossoms in pearl gray and 
jet black, accented and banded in plati- 
num—the "Barcarole'’ design in Franconia 


china; setting retails for $12.70. 


5-pce. 


"Evening Star"—new. pattern of stars in 
black and gold appears on coupe shape in 
china dinnerware, finished with platinum 
line; 5-pc. setting retails for $14.75. Made 








by Copeland & Thompson, Inc., New York. From Herman C. Kupper, Inc., of New York. by Syracuse China, of Syracuse, N. Y. 
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by MADELINE LOVE 


O borrow a phrase from a news release on a recent 

display of table settings in New York—“You Eat with 
Your Eyes, Too.” A cogent remark, indicating the im- 
portance of visual charm in the ritual of dining. Good 
food is important, too! But there are few of any jew- 
eler’s customers who are not keenly aware that the setting 
for the food must enhance its appetizingness, must set 
the stage for the appearance of the leading characters of 
the meal. 

This is particularly true of the bride. She may know 
little about cooking, but almost always she knows what 
she likes in silver, china and glass and has happily 
acquired some knowledge of how to put them together 
attractively. Many manufacturers today are catching 
the bride before she leaves school, painlessly giving her 
a working knowledge of their wares and how to use 
them well. 

The jeweler who wants to make the most of the lush 
bridal business will “catch” her early, too. He cannot 
take it for granted that his fine store and his high 
prestige will automatically magnetize the bride, her 
family and her friends. There are other stores which 
have an eye on her, too, and in some localities this com- 
petition is very formidable, indeed. 

Because girls are marrying at such early ages, nowa- 
days, the jeweler cannot afford to waste any of that 
precious time between school and the wedding. Some- 
times there is no time at all, and if the jeweler is to 
implant himself firmly in the bride’s mind as the perfect 
source for her china, glass and silver, he must start his 
campaign during her school-days. 


ENSLEIGH C. WEDGWOOD, president of Josiah 

Wedgwood & Sons, Inc.. of New York, and Annie 
Reese Wedgwood sail April 30 on the S. S. Britannic 
for a two months’ visit to England and the Continent. 
They will go first to the Wedgwood factory at Barlaston 
and later on, with Mr. and Mrs. John Wedgwood, will 
take a leisurely motor trip across Europe to Rome. 


% 


AUL A. STRAUB, one of the best-known and highly 
respected men in the china, glass and giftware field, 
who was 90 years old on March 19, was guest of honor 
at a luncheon given March 17 in the Hotel Astor, New 
York, by the China Glass and Pottery Association of 
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America. Mr. Straub founded his own importing firm 
exactly 40 years ago and he is still its active head, flying 
frequently to Germany to visit the factories which his 
company represents here and devoting a full 8-hour.a. 
day, 5-day week operating his huge New York shoyw. 
rooms at 19 East 26th Street. Earlier this year he flew 
to Los Angeles, where his firm is opening new show. 
rooms, 

i. Monroe Fisher, president of another well-known 
importing firm, Fisher, Bruce & Co., was toastmaster at 
the luncheon, and among the guests was Fred Kolh, 
chairman of the board of still another large import house. 
Geo. Borgfeldt Corp. Letters of congratulation were read 
from the Burgomeister of Tirschenreuth in Bavaria, 
which many years ago made Mr. Straub an honorary 
citizen; and from Dr. Rudolf Sies, managing director 
of the Lorenz Hutschenreuther china factories in Bavaria 
and president of the Society of the Ceramic Industry 
of Selb. Mr. Straub’s firm imports both Tirschenreuth 
and Hutschenreuther china. 





Born in New York in 1865—while Lincoln was still 
President!—Mr. Straub got into the china and glass 
business while still in his teens, first with an importer 
of Bohemian tableware and later with Bawo & Dotter, 
importer of German wares. He first traveled for the 
firm in this country and later, because of his fluent Ger- 
man, he made buying trips to Europe. In 1894, he be- 
came a resident buyer with headquarters in Dresden, 
and remained there until World War I. In 1915, he and 
his brother, Walter, organized Paul A. Straub & Co., 
Inc., importing china and glass from Germany until 
the United States entered the War in 1917. During the 
war Mr. Straub had his merchandise manufactured in 
this country and followed the same procedure during 
World War II, resuming his German lines again at the 
cessation of hostilities. 


1 


PRESS reception was held March 8 in the offices 

of the commercial counselor to the French Embassy, 
in New York, in honor of Mr. Michel Daum, president 
of Daum Crystallerie, Inc., of Nancy, France, who is in 
this country with Mme. Daum for an extended tour of 
the United States, as well as Canada and Mexico. Georges 
Blum, who represents Daum in this country, and Mme. 
Blum assisted in receiving the guests. On view were a 
number of new pieces in hand-sculptured crystal, done 
in a streamlined style with elongated lines, twisted and 
flowing shapes. 

(Please turn to page 138) 
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HEART ROSE, deep blush pink rose with lacy border with gold 
5-pe. place setting $18.50 retail 


ee 








GOLDEN MAIZE, 
5-pe. place setting, 

















coup of the year 
in English bone china... 


«a | THE NEW Royal Poulton coUPE SHAPE 








rlass 

yrter 

tter, 

the 

Ger- Now we can unveil our secret. Royal Doulton 

be. " iaiiadale . is bringing you the new coupe shape that 

den, everyone has been looking for in English bone 

and china. A finer, lighter, more graceful coupe 

Co., ' shape scaled to American silverware. With the 

intl beautiful simplicity more women prefer. 

the The moment you see its delicately curved 

1 in edge, its restrained new style of decoration 

ring you'll realize that here is a real innovation. 

the ‘The answer to customers who prefer 
Modern. Yet so classic that it blends perfectly 
with traditional furnishings and silver. It’s 

7 ' amazing, too, how its simpler lines dramatize 

a the sparkling whiteness of Royal Doulton bone 

xi china and the exquisite perfection of the trim. 

ent ” # me 

- Watch for Royal Doulton’s four exciting new 

. of coupe shape patterns advertised this Spring in: 

~ THE NEW YORKER BRIDE S MAGAZINE 

a AMERICAN HOME SEVENTEEN 

Mi HOUSE & GARDEN (full color) HOUSE BEAUTIFUL (full color) 

mae DEBUT, grey linear motif with platinum or PINK RADIANCE, pink coamee cate 0 eae commneumn nen 0 Seen eenen 

and with platinum. 3-pe. place setting, $18.50 retail DINNERWARE. Christened the Horizon Series, it offers you 
three exciting new patterns on a textured-effect background. 
DOULTON & CO., INC., 11 EAST 26TH ST., N. Y. 10, N. Y. 
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‘Sit-Down’ Selling Featured at New Branch Store 


When he opened a_ suburban 
branch store in Scottsdale (““The Most 
Western Town in the United States”’) , 
Arizona, jeweler G. J. Wesley, owner 
of White & Wesiey, Phoenix, had an 
opportunity to make a reality of some 
of his own selling ideas. 

Scottsdale, often publicized as “‘The 
Most Western Town in the United 
States,” is a collection of some 100 
smart, modern retail stores, which 
contrast their up-to-date fixtures and 
merchandising methods with a “pio- 
neer” atmosphere of boardwalks, 
hitching posts, and other features 
reminiscent of the 1850's. 

The new Wesley Jewelry Stare is 
in the center of this suburban shop- 
ping area. Many of Wesley’s custom- 
ers will be visiting tourists and their 
buying habits were kept in mind in 
the design of the new branch store. 

The store is 20 feet wide by 50 feet 
deep; it has an all-glass front and a 
“sit-down selling” arrangement. All 
display cases and fixtures were de- 
signed by Wesley. Just behind the 
windows on either side of the all-glass 
entrance are two display cases mount- 
ed en wrought iron legs. These are 
made of natural finished driftwood, 
sand-blasted, and are actually shallow 
display cases showing a dozen or so 
items a few inches back from the 
window glass. 

Simplicity in design has been car- 
ried out through the store interior. 
Slanted along both sides of the store, 
facing the main aisle, are five drift- 
wood sit-down cases—three on the 
right of the aisle and two on the left, 
to permit sufficient space for the 
watchmaker’s enclosure at the rear. 


eo 





Each desk display unit has two chairs, one for customer and the other for esobes- 
man. The theory is “leisurely, comfortable and thoroughly relaxed shopping.” 


Each case is designed as a complete 
department: one for watches, one for 
diamonds, another for costume jewel- 
ry, a fourth for sterling flatware, and 
a fifth for gift items. 

Each of the sit-down cases reveals 
a number of interesting touches. For 
example, the velvet-topped trays are 
all geometrically designed for the 
merchandise which they show. In the 
watch case, for instance, there are a 
series of velvet-covered triangles, cir- 
cles, rectangles, etc., which match the 
tray lining and which fit together into 
a highly unusual picture. 

Elongated bars, tiny circular plat- 
forms, etc., show costume jewelry, 
while a militaristic row of similar 
platforms, but in varied shapes and 


sizes, display sterling flatware. All the 
case interiors were custom-built for 
Wesley by a local display firm. 

The natural finished desk cases ex- 
tend out six inches at the front to 
provide comfortable knee-room for 
the customer. Two chairs accompany 
each desk, one for the customer and 
one for the salesperson. 

“The theory is leisurely, comfort- 
able and thoroughly relaxed shop- 
ping,” Wesley said. “No matter what 
the customer’s intended purchase may 
be, she can be comfortably seated to 
talk it over with the item conveniently 
at hand. This sort of selling fits in 
nicely with the atmosphere which we 
are trying to maintain throughout the 
Scottsdale community.” 





Open Letter Ad on Discount Buying 


and so-called discount dealers . 
sell established diamond market prices 


. . They claim to under- 
No one 











“Don’t be fooled by misleading claims and advertis- 
ing,” was the opening sentence of an unusual and eye- 
catching advertisement recently used by Bay’s Arcade 
Jewelry Shop of Ann Arbor, Michigan. 

The advertisement, which appeared in the Ann Arbor 
News, was in the form of an open letter to readers. It 
carried the firm’s letterhead and was signed by owner 
Carl F. Bay. It was four columns wide and 1314” deep— 
and the wise use of white space added to its effectiveness. 

“Your established Jewelry Firms are no accident,” 
said the letter. “They exist only because they have proved 
their ability to satisfy and to serve YOU, the consumer, 


COMPETITIVELY. 


“In recent months there has been a brash of claims 
and some advertising by fly-by-nights, catalogue houses, 
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yet has been able to prove in their unjust claims the 
established grade and price of these Bargain Diamonds 
... The entire premise is based upon Discounts . . . And 
the rest of his life the victim goes from jeweler to 
jeweler, that he learns to know and to trust, to find out 
what kind of gem he bought. 

“We are offering this space to caution you, not to 
scare you,” said owner Bay. “You are not buying dia- 
monds to show her how little you had to pay for it. You 
wish to give her something she can be proud to own 
for years to come.” 

In a final word of advice, Bay stated: “We have said to 
you many times before . . . Choose jewelers before you 
choose gems . . . Seek the counsel of a jeweler you 
trust .. . it is your key to a successful purchase.” 
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New china-coordinated “Crystal Prints” 


As you can see, “Crystal Prints” 
are a new idea in crystal decora- 
tion. Buyers who have seen them 
are enthusiastic, and this is 
probably why: We designed them 
to coordinate with “star-figured,” 
“snowflaked” and “leaf” china 
patterns, and you know how well 
they sell. “Crystal Prints” now 


FOSTORIA GLASS COMPANY 


FOR APRIL, 1955 


available are “Sylvan” and “Sky- 
flower.” Stemware retails for 
$2.25. To increase your unit sale, 
or for gift pieces, there is match- 
ing flatware from $2 to $8. 
(Slightly higher in the West.) 
Get in touch with your Fostoria 
representative, or write directly 
to the factory. 


“(-ostoria 


MADE INUS.A 
\ | 


MOUNDSVILLE, WEST VIRGINIA 









Speaking of China 
(From page 134) 


O reach the “girl graduate’ market before Com- 

mencement Day—when it disperses-—Castleton China. 
Inc., is decorating its Museum shape miniature plates 
with the inscription “Class of 1955,” and distributing 
them to dealers. The small plates are gift boxed and 
are intended to be given by the retailer to girls being 
graduated from schools in his community—high schools, 
colleges, private schools, nurses’ schools, business colleges 
or others whom the dealer feels may be important to 
him in building future sales. 


This offers a new way to reach the vital pre-bridal 
market at a time when it is concentrated. After school 
































is over the jeweler must wait until engagements or 
wedding dates are. announced before he has the op- 
portunity to begin his campaign for that all-important 
bridal business, and even then he must compete with 
other types of stores. Such a souvenir as these miniature 
plates enables the jeweler to build up a hand-picked 
list of prospects for his entire list “of fine merchandise. 
and make himself his town’s china headquarters, 


% * 





_ pieces, representing the old and the new in 
fine metal-working, are a part of the exhibition of 
“Fifty Years of Danish Silver” which opened March 13 
in the Corcoran Gallery, Washington, D. C. The exhibit, 
sponsored by Henrik Kauffman, Danish Ambassador to 
the United States and organized by the Smithsonian 
Institute, shows the work of 16 artists whose designs 
have been executed over the past 50 vears by the Georg 


Jensen silversmithy in Copenhagan. 


Shown at the right are a candlestick and vegetable 






















19 EAST 26TH STREET (NEAR 5TH AVENUE) 














PAUL A. STRAUB & CO.. INC. 


OUR FORTIETH YEAR 


LOS ANGELES SHOWROOM: BRACK SHOPS, 527 W. SEVENTH ST. 


Vationall If y Advaita 
PASCO CHINA 





The outstanding 
china from Bavaria 


Lily of the Valley 


Pattern No. 8263 


from 


' LORENZ 
HUTSCHENREUTHER 


Est. 1856 


Available in 
Place Settings 
Open Stock 
94 and 64 Pc. Sets 





NEW YORK 10, N. Y. 
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of exceptional range in style, pattern and price. Designs to match 





resouree 


bf tHe cupid, 


The United States Glass Company offers the most comprehensive 


your 


and diversified line of quality stemware and 


originally-styled decorative and accessory crystal in America... 


A COMPLETE LINE OF LEAD GLASS STEMWARE 





or complement virtually all leading silver and china patterns. 


THE “TIFFIN MODERN” LINE 


featuring authentic designs at very moderate cost. 


THE FAMOUS “TIFFIN OPTIC” LINE 
of superbly crafted bowls. vases and decorative pieces. Many of 
these pieces are prized collectors’ items and have been chosen 


for museum exhibit. 


THE AUTHENTIC LINE OF PENNY CANDY, 


APOTHECARY AND HEINTZ JARS 








—a solid, smash hit with consumers everywhere. One of the biggest- 





selling glass innovations in years. 


A COMPLETE LINE OF PUNCH BOWLS 


featuring a wide range of sizes, styles and cuttings. 


...and the United States Glass Company’s 
policy of restricted franchises and protected 





patterns serves your best interests. 


UNITED STATES GLASS COMPANY TIFFIN, OHIO 


MAKERS OF TIFFIN AND GLASSPORT FINE GLASSWARE 


FOR APRIL, 1955 
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combination of pure line and intricate decoration in 





When approached by the John Phetteplace Guild with 


hand-wrought silver; at the left a casserole in stainless a proposal to expand the contest with their cooperation 
steel designed last year by Magnus Stephensen, which and with proceeds from ticket sales to go to their support 
won a Grand Prix at the Milan Triennale. Among other of the crippled children’s hospital, Hamaker was happy 
exhibits are some of Jensen’s first pieces of jewelry as to accept. The present plan met with immediate and 
well as large hollowware pieces decorated with flower and continued success for all concerned. 
fruit motifs. There are also articles showing the early The contest consists of tables set for any occasion, with 
work of Johan Rohde, Jensen’s first designer who created any desired theme, on display for two consecutive days 
the well-known “Acorn” pattern. with public attendance by purchased tickets. The ¢o. 
Much of the exhibit is devoted to the work of younger operation and co-sponsorship of Eugene's largest furpi. 
contemporary designers, one of whom is Sigvard Berna- ture store, Rubenstein’s was secured for the display 
dotte, brother of the Queen of Denmark. Being shown area. It is located in the heart of town with a second 
for the first time is a new silver flatware design, “Cy- floor, carpeted large display room complete with ladies’ 
press,” by Tias Eckhoff. And, as illustrated, there is a lounge available. The show is usually held in late 
variety of work done in stainless steel, an innovation Autumn on a Friday and Saturday. Each participating 
with Jensen since World War II. club sets one table for competition and Skeie’s and 
The Smithsonian Institute has made the exhibition Rubenstein’s each set a special table for display purposes, 
available to museums and other educational institutions There are three prizes offered to the contesting clubs 
in the United States, and after leaving Washington on and four door prizes, by drawing of ticket stubs, for 
April 17, the entire exhibit will.move on through a two- the public. The prize money goes to the charity funds 
year tour starting with Louisville, Ky., in June. of the service clubs. Such women’s clubs as sorority 
—_—— alumnae, Weaver’s Guild, American Gold Star Mothers, 
Table Setting Contest Jaycee-ettes, Junior Service League. Daughters of the 


Nile, Ladies of the Elks, are eager for this gracious 


(From page 130) opportunity to add to their prestige, and to charity funds. 


it very worthwhile in the five years we have sponsored Plans for the contest are made by Guild committee 
the contest.” members six months in advance, at which time invitations 

Originally, Skeie’s conducted an annual place setting are mailed to the women’s clubs. One month prior to 
contest consisting of two tables a day for three consecu- the show, a dessert meeting is held by the Guild at an 


tive days at the store itself. Because of limited store 
space and for other reasons, it was not satisfactory. 


exclusive country club for representatives of the clubs. 




















"Cornflower White (Also available in Blue) 
a Falling Leaves 
Five-piece place settings: $17.25 Retail 
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THE NATIONAL FACTORY OF PORCELAIN 


craftsmen; with the translucency, the hard body 
_ $0 much desired in fine dinnerware. __ 

e New in-stock service! ee 

¢ Prompt Shipment! 

° A full 50% profit for you ! 
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Exquisite engine-turned design 
on gold-filled case. $20, 

plus federal tax. 

For men or women. 


Sheer golden dignity! 

Perfect taste! Only $18, 

plus federal tax. Other Zippos, 
including sterling, heavy chrome 
plate, colorful ceramic and 

solid gold, $3.50 to $192.50, 
tax included. 





The best-made and most dependable 
lighter in the world—Zippo— 

now comes in three luxurious 10-kt. 
gold-filled models. They’re specially 


designed with your customers in mind! 


Zippo quality is underscored by 


its unique and remarkable guarantee. 
Like every one of the millions 

of Zippos in use around the world, 
these jewelers’ Zippos carry our 


unconditional promise of quick 
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Engraved gold-filled Zippo— 
in a design voted the favorite 
by an actual buyers’ panel. 
$20, plus federal tax. 























and free repair, at the factory, by the 


experts who made them. 


The beauty of these new Zippos is 
clean and modern... and they sell at 
a perfect jeweler’s store price. 
See... stock... sell Zippo’s 

new GOLDEN TRIO! 


ZIPPO- 


ALWAYS WORKS—OR WE FIX IT FREE 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 
in Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont. 












NATIONALLY ADVERTISED | Built-In Display Shelves 


FRANCONIA CHINA Make Entrance Attractive 


One of Europe's Finest | 






gehiCOn, 


Ken a) 


OtRane 


SPRING IS HERE! 
with _ 
“SUMMER BLOOM" 











BEAUTY 

AND QUALITY 
THAT 
JEWELERS 
DEMAND 

































.. * 
35 A PERFECT PATTERN for summer sales that con- 
tinue at a brisk pace all year ‘round ... be- 
BEAUTIFUL, cause of its superb adaptability to table settings 
TRADITIONAL for all seasons and in all periods or modern 
. d settings! 
TRANSITIONAL . ‘ 
: **SUMMER BLOOM," in Franconia's ''transi- 
& CONTEMPORARY tional'' shape, is accented by the Snowball 
PATTERNS blossom bly ow o & delicate shade of 
green and sofi beige grey stems on pure 
FROM BAVARIA white translucent china with the finest Platinum r ¢ 9 ) 
FRANCONIA CHINA trim. The entrance of Zook’s Jewelry, Lancaster, Pa., has 
is i i 5-pc. Pl Setti ith 10%/2"' di late: een Cer 
waar i pel as ore $9°95 retail. ‘lis taker Sone West) heen made more inviting and attractive through the use 


range from $6.95 to ¢ Sales Aids & Newspaper mats available. Also of built-in display shelves that frame the door. 
$17.00 retail for 5-pe. Available: New illustrated 16-page booklet : 


Place Settings, All "The Romance of Fine China’ for point-of-sale “The merchandise displayed here always gets atten- 
N. Y. Open Stock. distribution. Write for complete details. . ” "le LY r Z : ; 
tion,” said S. Kurtz Zook, president of the firm. 


HERMAN # KUPPER, INC. a ae _ There are four of the glass, foot-wide shelves on each 


side of the door. A single light at the top of each side 
provides enough illumination for all the shelves beneath 


it: 
| | / \ | { 6 k / \ | | The display is changed each week, and a variety of 
merchandise is used in decorating the unique door frame. 


In the accompanying photo, the shelves are filled with 


° ’ ° m : e A 
y 5 ar Selling Modern a English china mugs. 


“Oke _ the group and the Guild supplies a list of rules and 
Cc regulations and answers any questions on the contest. 


SS This meeting receives society page notice, as do sub- 
by va Leteal 
® 








sequent activities of the contest. 
All silver, crystal and china used in the place settings 
are selected from Skeie’s exclusively, but table linen, 
" HARLEQUIN 17 vases and similar accessories may be obtained from other 
stores or homes. Community cooperation is rather un- 
A NEW usual. Many stores and one large florist frequently 


"HIT" PATTERN supply accessories refusing to accept the usual courtesy 
ON THE = card recognition for their part in it. 
LOVELIEST Excerpts from the rules explain best the care of 
SHAPES 


property and procedure for the contest: “Tables should 











_— be set by 11:00 a.m. or earlier on Friday. Courtesy 

cence cards may be used. Silver, china and crystal folders 

of your pattern choice may be left on your table for 

Dusty Pink and Charcoal are interlaced the public to have. Each table must have a hostess in 
ip arsine dor orwone ne ocyeey e Send for il. \ attendance at all times. A relief hostess from the John 
with dots in an abstract motif of strik- lactva eed ; alg . agree tage 
ing beauty . . . on Hallcraft's pure Miiatiene 2 Phetteplace Guild may be asked to assist. No tables are 


white oval shape. complete de- tq be dismantled before 5:00 p.m. Saturday. The china, 
© Hollowware pieces make perfect crystal and silver should be repacked by your organiza- 
Gift Items! tion in the original wrappings. All the materials selected 


from Skeie’s will be delivered to and from Rubenstein’s 
MIDHURST CHINA CO. for you by the Guild.” 


129 FIFTH AVE., N. Y. 3, N. Y. (OR-4-3696) © 15-125 MERCH. MART, CHICAGO, ILL. Judges are supplied by the Guild and first, second and 
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everything to give you gift packages 


“MADRE! I 


...and only the IMPROVED Satintone 

Bow Machine winds perfect bows every time 

Now all your gift packages can be more distinctive, 

more beautiful than ever before, topped by glamorous bows made so 
easily with the newly improved Satintone Bow Machine. New 
adapters permit a wide range of sizes in graceful bows: from 
impressive 6’’ Pom Poms, all the way down to petite bows 
for jewelry size packages, using 1%’’, %”’ and %” Satintone. 
Even inexperienced help can produce perfect bows in 
volume at low cost without waste. Slow periods can be 
profitably utilized to make bows for your rush hours. 

Save time, save material, save money as you 

build your store’s reputation for quality. 


IMPROVED! Still only 19.50 
with purchase of 48 bolts of ’2”’ and/or %4”’ 
and/or 1%” 

Satintone. 

GUARANTEED 

FOR LIFE 


Second bolt | eee Be 

4 attachment is ~ on £08 

CHICAGO PRINTED 
STRING CO. 


2300 LOGAN BOULEVARD 
lola iiey clome ram ias 
New York * 225 Fifth Ave 


FOR APRIL, 1955 


Beary” 


Here is your complete prestige-building 
‘‘wrapped in beauty” program... 


@ lustrous Satintone, the only tie that... 
sticks to itself ...curls ... strips into 
narrower widths ... and is the same 
on both sides 


© curling cotton RIBBONETTE® 
...the ever popular tie 


® beautifully styled counter roll papers 


@ pre-styled gift packages... 
with cost pre-determined 


@ blue prints. . . for model 
gift wrap stations 


@ informative gift tying 
brochures ... for your 
store personnel... 
plus merchandising 
ideas 





CHICAGO PRINTED STRING CO. 
2300 Logan Bivd., Chicago 47, Ill. 


Gentlemen: At no extra cost or obligation to me, please send me additional information on: 
C] Your newly improved Satintone Bow Machine 


(1 Samples and information on your Wrapped-in-Beauty packages. 


NAME 





STORE 





ADDRESS. 





CITY. ZONE STATE. 








THE VALUE 
OF THE 
THINGS YOU 
SELL WITH 


GIFT BOXES 


4 PICTORIAL 





Whether it’s sold as a gift or for your 
customer’s own use, Jewelry and Gift- 
wares are enhanced in value when 
beautifully packaged. Here’s one way to 
maintain full mark-ups in face of com- 
petition . . . get more money for your 
merchandise. 


Many are the merchants who have built 
fine reputations and won the good will 
and continued patronage of the better 
trade just because their packaging and 
wrapping service was outstanding. 


Mail Coupon 
for FREE CATALOG! 


“THE PACKAGE IS PART 
OF THE PURCHASE” 


PICTORIAL PAPER PACHAGE CORPORATION 


15116 MERCHANDISE MART 232 SOUTH LAKE STREET 
CHICAGO, ILLINOIS AURORA, ILLINOIS 





Pictorial Paper Package Corp. 


Aurora, Illinois 


MAIL COUPON NOW 


Please send complete catalog of gift and jewelry boxes 
including prices, and discounts covering your complete 
line of packaging needs. 











“GOLDEN HARVEST” 


By Heinrich of Bavaria 


Hand-painted golden wheat over previously fired enamel on 
a brilliant white china body. $21.00 5 piece Place Setting, Retail. 
Available in complete open stock 
In Ebeling & Reuss’ national advertising campaign, “Golden 
Harvest” is being featured in current issuse of Modern Bride. 
Send for your free copy of “JC4 Golden Harvest’ folder, 
which contains illustrations and a comblete retail price list. 


EBELING & REUSS CO. 
Established 1886 
Main Office: 707 CHESTNUT STREET, PHILADELPHIA 6, PA. 
Showrooms: 
NEW YORK 10 CHICAGO 54 PHILADELPHIA 6 LOS ANGELES 14 
225 Fifth Ave. 1557 Merchandise Mart 707 Chestnut St. 527 W. 7th St. 














‘ it's = 


the timeless beauty of ja graceful tracery of snow-white 
tulips on a wide pastel-tint border. Fine, translucent china, 
finished in sparkling platinum...the ultimate in elegance. 
Color borders in Grey, sage Green, Cocoa, Blue, Pink. 
$15.50 a 5-piece place setting. 
As Advertised In: 
House & Garden 
Seventeen Magazine AY CoreCsaeme ssuteKa 
Guide for the Bride Bride’s Magazine 
Living for Young Homemakers 


JS Coyekyems ster tetatarel 


FLINTRIDGE CHINA CO., 350-380 S. Raymond, Pasadena 1, Calif. 


c-9 


THE JEWELERS’ CIRCULAR-KEYSTONE 























third place ribbons as well as money prizes are awarded. 
First prize, supplied by Skeie’s Jewelry Store is one 
hundred dollars, second and third prizes, supplied by 
the Guild are fifty and twenty-five dollars respectively. 
Two door prizes each are supplied by Skeie’s and 
Rubenstein’s. Tickets, printed programs and courtesy 
cards are provided by the Guild, but table cards des- 
ignating silver, china and crystal designs and manufac- 
turers are provided by Skeie’s. 

Advertising and promotion for the contest is a three 
way affair. Skeie’s and Rubenstein’s include advance 
notices in their regular newspaper and radio advertising 
and the Guild sees to society page news stories both 
before and after the contest, and provides attractive 
posters for better-store windows. This year a television in- 
terview involving a member of Skeie’s staff, a Guild mem- 
ber and a hospital therapist from the crippled children’s 
hospital was an outstanding feature of the pre-publicity. 
Table setting window displays are arranged by both 
Skeie’s and Rubenstein’s in their large store windows. 
All prize winning tables are displayed following the 
contest, in Skeie’s Jewelry Store, attracting many more 
customers into the store. Rubenstein’s estimate a traffic 
of 2000 during the two days of the show in their store. 
The Guild nets approximately $600 each year. 

Hamaker concedes that the greatest expense to Skeie’s 
is the time their employees devote to working with club 


representatives in selecting place setting equipment, pack- 


ing the pieces and helping out generally. However, he 
points out that women participating in this type of 
project are those most likely to be interested in and 
able to afford high quality table settings. He notes that 
there is invariably an upswing of interest in and purchase 
of silver, china and crystal in the months following the 
contest. 





Can You Top This? 


Leo Davidson (Davidson & Sons, N. Y.) and his 
wife recently sailed to Haiti on their vacation. They 
had just lett the gangplank of the ship when a native 
sidled up to Leo and whispered, ‘“‘Want to buy some 
diamonds?” 

Curiosity got the best of Leo and he said yes. The 
native guided him and his wife to his private office— 
a spot behind a parked car in the street. 

As he opened a small brown paper, the native said 
with a heavy French accent, “‘This is all I have left 
from the revolution.” 

“What revolution?” Leo was about to ask, but he 
restrained himself, 

The native then flashed two rings, one for a man, 
the other for a woman, 

Looking at the rings, Leo asked, “How much do 
you want for. them?” 

“50 dollars a piece,” replied the native. 

“Make it 50 cents a piece, and Ill take them!” 

Leo then quickly advised the native “diamond 
dealer” that he was a diamond expert from New York. 
The native immediately retrieved his “possessions 
from the revolution” and headed for the hills, curs- 
ing his fate. From the hundreds of Americans leav- 
ing the boat, he had to pick on perhaps the only 
diamond connoisseur aboard! 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept. 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 


























“NASSAU” . . . new pattern from 


HEINRICH & CO. 


has halo of bands done in three tones of gray, 
framing coupe shape in pure white Bavarian 
china, with platinum edge line. 





5-pe. Setting: App. $12.50 retail 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 
Los Angeles, Calif. 


44 York St. 
Toronto, Ont., Canada 

















Rapidly increasing its popularity— 


“MANDARIN” 


by *Royal Vienna Augarten 


Since its introduction “MANDARIN” has been steadily 
winning approval with dealers and their customers. This 
refreshingly new and modern dinnerware is made of the 
finest white translucent china by a factory famous for qual- 
ity for over two centuries. 

Note the graceful sculptured heads which give this dinner- 
ware a truly unusual appeal. 


Send for Leaflets 
*T.M. Reg. 


_ilion Art Importing is Sa e 


225 Fifth Avenue New York 10, N. Y. 
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‘Welcome Wagon’ Service 


(From page 92) 


Wagon service and are pleased to know where they can 
turn to for dependable service and merchandise. However, 
it is up to the sponsoring retailer to follow-up to derive 
the most benefits from the call. In the case of Glenside 
Jewelers, they make a practice of sending a card to the 
new prospects as an attention-getter and to add _ the 
names of the prospects to their mailing list. Once a month, 
they mail out a postal card to each individual on their 
list drawing attention to some particular item that they 
are featuring. 


COST TO THE SPONSOR 


The cost to the sponsor for the Welcome Wagon service 
runs between $.60 and $1.50 a call, depending on the 
nature of his business, whether it is occasional like a 
gift shop or repetitive like a druggist. The sponsor also 
provides the inexpensive gifts given away by the hostess. 
The sponsor signs a contract for a one-year period, after 
that the service continues as long as he wishes and can 
be terminated at any time. 

Another service which the Welcome Wagon hostess 
offers the jeweler is several times a year three or four 
hostesses from several areas get together and stage an 
evening party for the engaged girls in their areas. These 
parties, according to the hostesses, are less embarrassing 
to the girls than if they were called upon individually. A 
bakery sponsor is asked to bake a wedding cake for this 
party and it is served along with coffee provided by the 














hostesses. A speaker is provided for the evening, who 
usually talks on some subject of interest to the prospective 
bride. 

Then a hostess explains briefly the nature of the busi. 
ness of the sponsors they represent and the gifts are 
given each bride-to-be. The quality and service of the 
sponsor’s merchandise is stressed at this time. In addi. 
tion, a display of a number of sterling flatware patterns 
is called to the attention of the guests. They are told these 
patterns are carried at Glenside Jewelers and it is sug. 
gested that they stop at the store to register their pattern 
preferences. 

Huttner gave careful consideration prior to signing 
up with the Welcome Wagon. He is well satisfied with 
the service, and the frequent visits of the hostess keeps 
him in touch with the reactions of the public. He algo 
feels this service is an excellent way to add new customers 
to his store’s clientele. 


A Store Redesigned 


(From page 128) 


suggests the extra pieces. She has found that this method 
gives the store a high percentage of accessory flatware 
sales. 

Among the methods used to promote its big bridal 
department, Bauman’s issues cordial invitations to each 
engaged girl to visit the store, gives a sterling teaspoon 
of the girl’s choice to the girls of the high school grad- 
uating class, and takes each senior girl on a compre- 
hensive tour of the store. Bauman’s also lends a sterling 











GOLD °¢ SILVER ° 


Not Manufacturers 


of Jewelry 


|| 





21 West 46th Street 


Metals of Guaranteed Purity 


PLATINUM ° 


IRIDIUM * RUTHENIUM *° RHODIUM ° OSMIUM 


ll 


Strictly Refiners 


W, solicit your Sweeps = 


Filings—Scrap Gold and 


Your Old Gold ‘Shipments 


Kastenhuber & Lehrfeld, Inc. 


Tel. JU 2-2320 
Est. 1895 


PALLADIUM 


Platinum—Metals 


WILL RECEIVE 
Special _Jttton fion 


New York 36, N. Y. 
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tea service to home economics classes and offers the 
store as a classroom in teaching table arrangement and 
the history of china and glass. As many as a dozen 
classes a year are scheduled. 

Bauman’s emphasizes inventory. “We have attempted 
to create a pattern choice which can't be easily dupli- 
cated for hundreds of miles in either direction,” Bauman 
said. “We now attract engaged girls who used to go on 
extensive shopping trips to Atlanta, Birmingham or 
Montgomery. As a result of the remodeling, we have 
both the space and the inventory to make pattern selec- 
tion a pleasure for brides-to-be.” 


Match and Top Last Year’s Sales 


by MILTON L. ALTHEIMER, 
President, Altheimer & Baer, Inc. 





It will take more than faith and hope to match and 
beat last year’s sales, despite the much more promising 
prospects for this year. The reason is that more retailers 
will be shooting for the consumer’s dollar. 

(1) Department stores, which have lost some of their 

volume to shopping centers, will be trying types of pro- 
motions they never before considered. The department 
store will fight with lower credit terms and with the 
same type of new customer promotions once considered 
yours exclusively. 
(2) Discount houses, which enjoyed an almost mo- 
nopoly for a time, are now so numerous as to constitute 
their own competition. They, too, will be hungry and 
will resort to time payment terms, delivery, service and 
all the other features that were once the legitimate 
dealers’ first line of defense. 

(3) The so-called “high-grade” stores that once closed 
their eyes to “promotions” are cautiously taking on 
these “spectaculars.”’ 

If you have been using promotions in the past and 
they are a vital share of your sales volume, you'll prob- 
ably use more of them in the future. You should be 
most discriminating in the selection of items and alert 
to proper timing. You'll have to get the last squeak out 
of the pig to match your new competition. 

Shop carefully. Choose with fewer preconceived 
prejudices. Repeat winners. Test new items with uni- 
versal appeal. Look into your direct mail with a “show 
me’ attitude. Has it been tested for quality and proven 
for results? Is it exciting in color and presentation? And 
fill each mailing to its full weight capacity for the most 
profit on your postage investment. 

These are not times to look for higher markup or 
lower operating costs. We have to live with both ele- 
ments as we find them and many dealers have found a 
reasonable solution through extra volume. Sure, they 
trim expenses where possible. Though, they try for 
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Here’s the sensational 


NEV 


PILLIOD pDEcoRATORK 





so attractive and convenient as a 


Ah 


so modern and handsome on the buffet or in 
a drawer—for everyday silver 











so functional in design—with a 
roll-away top and contemporary lines 


IF YOU LIKE A LOOK OF 
QUALITY...HERE’S A WINNER! 


Designed for modern-minded America, the 
striking new Decorator with functional roll-away 
top holds a basic service for twelve—with 
individual racking for butter spreaders. Washable 
laminated plastic in delicate blond tones, contrasts 
distinctively with the burnished mahogany 
finish and the PACIFIC SILVER CLOTH 
interior. Every line, every fabulous 
feature says ‘buy me!” And they will. 


Retails at $] 695 / 





Send coupon for a trial order—and ask for 
our complete line catalog along with it. 


THE PILLIOD CABINET COMPANY *- SWANTON, OHIO 


[_] Please send me one Decorator Chest on memo billing. 
[_] Please send me a complete line catalog. 


Name. 





Store 





Address 
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markups where it can be atttained. But three sales at 
35 to 40 per cent markup offer more dollar profit than 
two sales at 50 per cent markup. 

Rent, light, heat, executive salaries and many other 
types of overhead are constant. They continue regard- 


less of volume. That’s why plus sales even at 35 to 40 


per cent markup are very profitable. And retailers who 
face this courageously are showing annual increases. 
while so many others fall behind. Your auditor can 
easily tell you how much net profit there is in $5,000 
or $50,000 additional sales at 35 to 40 per cent markup. 

Never in retailing history were the risks so limited. 
Inventories may be protected with return privileges. 
Advertising may be insured against loss. Accounts pay- 
able may be spread over many months. In that way the 
new receivables pay for the purchases as these receiv- 
ables are collected—a self-liquidating plan that involves 
no immediate cash outlay and no effect on credii 
standing. 

Today, a retailer may add :volume—almost at will. 
Ready-made programs provide all the merchandise and 
tools—guarantee the costs and finance the results. 

The international climate looks a little more promis- 
ing. The national economy is healthy. This will be a 
year of great prosperity in your industry. Plan to get 
your share. 


‘Know Your Merchants’ Campaign 


The Kampf Jewelry Company of Cincinnati, Ohio, 
has joined other local retail merchants in a group ad- 


vertising plan that is attracting a good deal of attention 

Each of the merchants runs a small ad (214” x 4”) 
once a week in a “Know Your Cincinnati Merchants” 
page. Color is used for the ad borders and for the page 
headline. The newspaper, in turn, runs feature stories 
on two of the advertising merchants each week on the 
same page. 


¢ Book Shel 


The Specialty Shop (A Guide), by Jose A. Fernandez, 
A.I.A. Second Edition. Published by Architectural Book 
Publishing Co., Inc., New York; 304 pages. Foreword by 
Leopold Arnaud, A.1.A., Dean, School of Architecture, 
Columbia University. 


The theme of Mr. Fernandez’s book is that “If a man 
builds a better mouse-trap, the world will beat a path 
to his door.” With this thought as his guiding principle, 
he proceeds to show the importance of various factors— 
including display, the store front and lighting—which 
might be summed-up as modernization. It is Mr. Fernan. 
dez’s contention that proper store design is an extremely 
important method of meeting the increased competion in 
today’s retail selling world. 

His background certainly qualifies him to give advice 
on the specialty shop. Mr. Fernandez, who designed 
a good many of the stores illustrated in his book, was 

















Cigarette-case Necklace Cuff links 
: Lighter Bracelet Tie clasp 
a“ Ash-tray Ear-rings Buckle 

Compact Brooch Key-chain 


Even damascene part is available 
for your request. 


Manufacturer and Exporters 
AMITA DAMASCENE MFG. CO., LTD. 


Marutamachi—Kawaramachi 





Kyoto, Japan 
Cable Address "AMITA KY TO" 
Minato-ku, Tokyo 


Beware of imitation 


Tokyo Bra..c........Aoyama 2-chome, 
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ateacher at Columbia University and a visiting critic at 
the School of Architecture, Pratt Institute. He is a 
member of the American Institute of Architects, the 
Architectural League of New York and the Beaux Arts 
Institute of Design. For the past 22 years, he has 
specialized in store planning which has resulted in several 
hundred Fernandez-designed stores in this country and 
abroad. 

Dean Arnaud tells us in his foreword that “this coun- 
try is on the threshold of a period of great building 
activity. Many new stores and shops will be erected 
and many existing establishments will be remodelled. 
Merchants of every type of consumer goods, whether 
jn a great city or a small town, will be confronted with 
many problems: of plan, materials, color schemes and of 
the particular requirements of a specific location.” 

In The Specialty Shop, Mr. Fernandez attempts to 
provide the necessary information for the merchant to 
meet these problems. He begins with a brief excursion 
into the history of retail shops in order to provide a 
background for better understanding of our present 
problems. He then launches into well-illustrated dis- 
cussions of various aspects of successful selling: the store 
front, the sign, awnings, the store interior, staircases, 
lighting, color in the store, display, the salon type, the 
litle shop, floor coverings and furnishings, concealed 
functions and maintenance. 

The Specialty Shop is a valuable guide for jeweler- 
who are seriously thinking of modernizing their stores. 
With the help of this book, they can garner a good deal 
of the information they need to have a balanced idea 
of the limitations and_ possibilities of their present 
location. 


She’s at Home with 
Watches and Mowers 





From watches to power-mowers might be too great 
a contrast for most women, but Ann Maron, owner of 
Time Mart, River Edge, N. J.. is equally at home with 
both. 

At her shop, which specializes in watch and clock 
repairing, Ann works at her bench on the tiniest of 
watch movements. When the grass at home gets too 
high, she dons a pair of workman’s gloves and uses 
the five horsepower mower shown in the accompanying 
photo, 

Who said a woman’s place is in the kitchen? 
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Luxurie 
Folding 
GIFT BOXES 


Perfection in Design 

> INSTANT SET UP Here is elegance in modern gift 
box design . . . a distinctive new 

> STRONG CONSTRUCTION nets. Sides and corners are 
straight, clean, sturdy. Yet prices 

>» LOWEST COST are lowest, for such quality. This 
Spring, join the swin to 

>» CUTS STORAGE AND MODERN oift packaging. Order 
COUNTER SPACE 80%  otclog S16. 


Luxurie Folding Gift Boxes also made in complete 
line of sizes in Laminated White Alligator 


Luxurie’s beauty and savings for yourself. 
Order this Special Assortment S-IA today. 





Money Saving Assortment S-1A 


HERE IS WHAT YOU GET 
eRe) Oty. Sizes Oty. Sizes 


35 ras 50/3 x 3x2 25|10 x 2/4 x2 
only $3475 50/3! x 3! x IYa] 25/1014 x 10/n x 
/ 40/4x4x Il, 1I5|8 x8 x 6-1% 
Glossy, high quality 25|4x4x4 ISi9x9x 5-1% 
paper in Silver Stripe — 
Tt you are not satis. fy 25|5 x5 x 2 15 |10 x 8 x 8-1! 
factorily D & B rated, _— 


aoe eat CNSSS BE 25 (5 x 5 x 34-14) 15 | 10 x 9% x &-IIh 


Baltimore, Maryland. 
25/8 x 8x 3!2-1% 





ui 




















Total 350 Boxes 














MARYLAND PAPER BOX CO. 


184-A West Ostend St. Baltimore 30, Md. 
JOBBERS: Write for information on the modern new Luxurie line. 
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NEW 81" long. Retail, tax inc. $55-90 
S | Z E I 3 compart 






A personalized lifetime remembrance 


STERLING CIGARETTE BOX 


Never-to-be-forgotten gift for the groom, the president of 
your club, the retiring executive, the tournament winner 
—and for a thousand other appreciations and occasions. 


IN 5 SIZES 


#1—4" tong, 344" wide, 1%" high $27.50 

#2—6%"' long, 3%’ wide, 12"’ high $38.50 All prices 

#3—4"' long, 34%4"’ wide, 2%’ hgh $35.00 retail and 

#4—6%" long, 3%" wide, 2%" high $50.00 include tax 
#5—8'2"' long, 3%" wide, 1¥2"' high $55.00 


Newspaper mat of this advertisement is available. Your 


_ newspaper will add store signature and facsimile engrav- 


ing charge to copy above. Use it to bring profitable gift 
business to your store. We can provide engraving service. 


Write for catalog of complete Smith & Smith line. 


nents — hing size and regular 


Can You Top This? 


To a man French cuffs are simply cuffs, But to g 
woman, strange as it may seem, they could be q 
staggering problem. They were to this lady customer 
at Gem Jewelry, Dallas. The sales conversation wen, 
something like this. 

“I want to see a cuff link set with four links,” 
said she. 

“All links come in sets of two,’ 
man, showing her several seis. 

“Oh, those are all right for French cuffs with only 
two openings.” ; 

“All French cuffs have two openings,” said the 
salesman, thinking of the cuffs with the links inserted, 

“But you see,” said the lady sweetly, “the shirt 
I bought for my husband has four openings in the 
French cuffs.” 

“But madam, you fold the cuffs once and that 
gives you one opening in each cuff. You need two 
links.” 

The good wife stared at him. “No, I don’t think 
you understand. There are two holes in each cuff 
I need four cuff links.” 

“But, I wear shirts ... ” 

“Yes,” interrupted the lady in a patient voice, 
“You’re a man. You should know.” 

The customer and the salesman faced each other 
across the counter. What to do? Then the salesman 
had an inspiration. He recalled suddenly that he was 
wearing French cuffs. He pushed up his coat sleeve 
and demonstrated the fine art of cuff link insertion 
on the spot. 


> replied the sales. 


Finally—but finally—she left with one set of cuff 


NORTH ATTLEBORO, links, ready to try the great experiment at home. 


e e 

smith & smith nsssacuuserrs 

Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept. 100 E 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 








If You Sell “QUALITY”... 


.. . Consider 


WESTERSTRAND 


Swedish Pendulum Wall Clocks 











New Diamond Sign Inspires Contest 









The emphasis of Westerstrand | 
Decorative Pendulum Wall | 
Clocks is on quality: 


QUALITY in hand-carving and 
22-carat gilding by master- 
craftsmen. 


QUALITY in heavy, 14-day pre- 


cision strike movements. 


QUALITY in designs which fit 


modern or traditional decor. 


.. . for small or large homes | 
as a focal point over mantel, 
TV, piano or sofa. 


Request Folder AF7 





Porath & Magneheim, Inc., Importers 


95 Liberty St., New York 6, N. Y. 
DISPLAY: Rm. 1213, 116 Nassau St., N.Y.C. 


“Diamonds are a store’s best friend,” is the wa) 
Schubach’s Jewelry Stoie of Ogden, Utah, likes to para 
phrase the popular song. 

Schubach’s recently installed a store front that fea 
tures a huge diamond made up of scores of tiny light 
bulbs. Business has increased more than 10 per cet! 
because of this display, according to manager E. W. 
Broome. 
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Piano Clock Sofa Clock 


Mantel Clock 


TV Clock 
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In addition, the huge diamond was used in a contest 
in which participants tried to guess the number of light 
bulbs it contained. “The response was terrific,” said 
Broome, “and many who came into the store with their 


entry blanks made purchases or became acquainted and 


came back later.” 
Schubach’s uses a number of contest and skill events 


to keep up interest in the store. In keeping with the 
store's major emphasis, winners of the contests are 
awarded diamonds as prizes. 


Hanging Window Shelves Sell 
Cameras or Special Items 


Sale of cameras increased about 12 per cent when 
Jack A. Bleacher, manager of Royal Jewelers, Lancaster, 
Pa., started using additional shelves in the window. 

The shelves are made of glass, 34 by 9 inches, and 
are simply supported by two brass chains which are 
fastened to hooks in the window ceiling and then looped 


around the glass. 





Cameras and accessories are displayed on this smart hang- 
ing shelf in the window of Royal Jewelers, Lancaster, Pa. 
If desired, the glass and chains are completely removable. 


Bleacher put a glass shelf in each window and sus- 
pended it above the regular window displays, just inside 
the window pane at one end of the window. 

“T would not use more for two reasons,” said Bleacher. 
“First, they are effective because they are different and 
make the displays stand out. But even more important. 
it would be very difficult to get to them for decorating if 
they were deeper in the window. In this location, I can 
reach anything on the shelves inside the store. When I 
want to change the window display itself, | remove items 
from the hanging shelf and then remove the glass shelf 
itself so it isn’t in the way. 

“Almost anything I put on these shelves shows a sales 
increase immediately. I display cameras on one most of 
the time. I sold very few before, but sales are increasing 
all the time now. On the other shelf, I change the dis- 
play. One day I put a set of silver salt and pepper 
shakers on it. Nothing else except a placard with the 
price. I sold dozens of them, and this happens with 
almost anything I put there.” 

Bleacher, manager of the Royal jewelery store for 
14 years, uses some of the glass shelves inside the store. 
too, in locations where they fit. The length of shelf can 
be changed to suit the space available. One of the dis- 
plays has short pieces of chain between the long pieces of 
chain, thus permitting a second shelf to be put above the 
main one, and doubling the display space. 
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MONARCH 
mechanical 
price-marking 


Adds to the appearance 
of merchandise... 
Inspires custemer confidence 


Merchandise correctly price-marked with 
clearly legible Monarch printed information 
has added value in the eyes of the customer. 
It reflects favorably upon your business meth- 
ods, backs up every price with your printed 
firm name, rather than anyone’s guess or 























memory. 

Monarch price-marking ends price mistakes 
caused by smudged, illegible pen or pencil 
marking. There are neat Monarch price-mark- 
ing tickets, tags and labels in many sizes and 
styles, including pressure-sensitive SENSO la- 
bels that stick to flat or curved surfaces with- 
out moisture. Use the coupon to get illustrated 
folders and sample tickets without obligation. 


Monarch “Junior” 
price-marking machine 


FILL OUT, CLIP, AND MAIL. 


Th MONARCH Marking System Company 


216 S. Torrence St., Dayton 3, Ohio 


Please send illustrated folder on Monarch Junior price-marking 
machine; also sample Monarch Tickets, Tags, and Labels. 














Store Name___ _— ree 

Address__ = 
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by “Noethampton 


For New Goods or Repairs 





A. Bottle Opener (Ring Type) 8B. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 











NORTHAMPTON CUTLERY COMPANY e 
NORTHAMPTON 2, MASS: @ ESTABLISHED 1871 
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DISPLAY CATALOG 
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Socially correct invitations 


delivered in 1 to 2 days! 

e All the traditional bridal papers, 

including trousseau stationery. 

¢ Heliograving—the finest raised lettering. 

¢ 100% rag stock. Accuracy guaranteed. 

Big 40% discount! Orders shipped postpaid. 


REGENCY Thermographers 


\ 28 WEST 23RD STREET, NEW YORK 10, N. Y. w 
ER DF EE DP KEE D9 DIP DBP KKK DIP KE KEIN KEKE 
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Display Doubles Sales 
Of Costume Jewelry 





















Sales have doubled and selling time substantially re. 
duced as a direct result of a seli-service display table 
(shown above) for costume jewelry recently installed by 
Benton’s University Jewelers, Seattle, Wash. 

“We are as happy with the reduction in selling time 
as with the sales increase, as these are small-margin 
items on which we take a loss when excessive time js 
required,” said co-owner Dwight Benton. 

The display table, used for lower priced items, many 
in the $1 to $1.50 class, was suggested by an article 
and picture of a self-service earring display in JEWELERs’ 
CIRCULAR-KEYSTONE. 


Buy Diamonds Only from a 
Reliable Jeweler, Warns Ad 


The importance of buying a diamond from a reliable 
jeweler was dramatically illustrated by Hershberg’s. 
Rochester, N. Y., in a novel advertisement featuring 
identical sketches of two violins. 

“You can’t tell a Stradivarius from a Fiddle by looking 
at it,” said the headline. ‘“There’s a world of difference 
between the beautiful melodic tones of a genuine Stradi- 
varius and a “squeaky fiddle.” Yet they look identical! 
And so it is with diamonds.” 

The ad went on to point out that many diamond buyers 
make tragic and costly mistakes by judging the value of 
a diamond only by its size and appearance. “Quality— 
not carat weight—determines the true value of every 
diamond,” it said, 

“Shop carefully before you buy—then put your trust 
and faith in the hands of a reliable jeweler,” advised 
Hershberg’s. 





A voluntary fund drive for erecting neon street wel- 
come signs on the north and south approaches to 
Plattsmouth, Neb., resulted in 38 business firms con 
tributing more than $500, according to the Chamber 
of Commerce. The two signs are 10 feet long, 26 inches 
high. Red neon tubing reads, “Plattsmouth Welcomes 
You.” The city has offered to pay part of the cost of 
supplying electricity to the signs. 
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qinect Factory Distributor, 


KEY LINES FORTHE JEWELER 


SERVING THE RETAIL JEWELERS OF 
NEWYORK ano PENNSYLVANIA FOR 62YEARS! 


SRAarae py 


GEOSPHILLIPS CO. 


a 


NAN be 2 
Practically everything sold§ ERVIE Ko used ina Jewelry Store 


SCRANTON 3, PENNSYLVANIA 
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Now Ready— 


29th ANNUAL REPORT on the 
DIAMOND INDUSTRY, 1953 


29th ANNUAL REPORT ON THE 


among 


industry 


Get a copy of this 12 page booklet showing the world's output of 
diamonds, importations, trends in fashions and retailing of diamond 
jewelry and a wealth of other information valuable to anyone 
importing, cutting and selling diamonds. 


PRICE POSTPAID 50 cents a copy 


Remittance must be sent with all orders—no charge accounts opened 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street New York 17, N. Y. 
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for ropes and 





other jewelry 





¢ Dipping Lacquers — 
CLEARS -— a wide selection 
COLORS -— to match your 


samples 


PEARL — for glass or ground or 


molded acetate beads. Specifically designed for use 
over soft-flow acetate and will not soften due to 
plasticiser migration 


| e Spraying Lacquers — 

| CLEARS — for all kinds of metal jewelry 
| COLORS — to match any sample 
PEARL — same as for dipping enamels 


CLEARS and COLORS — for all types of metal 


We have had over 30 years’ experience in 
formulating lacquer for the jewelry trade 


| e Baking Enamels — 
| 










Tell us your requirements and 
we will be glad to submit a 
sample to fit any application 


Chemical Products 


CORPORATION 





King Philip Road « East Providence, R. I. 
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Cooking the MODERN WAY 


OPENS A NEW WORLD 
OF COOKING MAGIC 
























AUTOMATIC ELECTRIC 
ALL-PURPOSE 


Skillet 


mn 


AUTOMATIC ELECTRIC 


griddle 
fry pan 















AUTOMATIC ELECTRIC 
sauce pan 
cooker 





ONLY Dou-(Wai HAS ALL THESE FEATURES! 


* Completely immersible including handle. 
Safe to wash even in automatic washers 


* Controlled regulated heat from simmer to 
400° makes all cooking scientific 


* Special ‘‘no-stick” cooking surface 
* High dome heavy cast aluminum Vapor-Seal 
cover for Dutchoven and waterless cooking 
* Cooking time and temperature guide 
on handles 











“High dome heavy cast aluminum Vapor-Seal cover $3.00 
tWrite us about Du-Wal protective, restricted distribution sales policy 


DU-WAL, INC.., 2813 THATCHER AVE., RIVER GROVE, ILL. 
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Can You Top This? 


The American male is said to be mechanically jn. 
clined. Or is he?—asks Miller’s jewelry store, Sher. 
man, Texas. 

A customer had taken home an electric razor for 
a free trial period. But the next morning he showed 
up at Miller’s again and said he just couldn’t use ix, 
His beard was as long after shaving as before, 

“Perhaps you used it wrong,” suggested Ivan 
Miller. He took the plastic head guard off the razor 
and began taking short strokes on his own beard. 


But the man did not watch the demonstration. He 
kept staring at Mr. Miller’s other hand, the one hold. 
ing the plastic guard. Then, in a loud voice that 
could be heard all over the store, he exclaimed, “Oh 
NO! I left on that plastic cover. The razor never even 
touched my face!” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept. 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Diamonds—The Gift of Gifts 


Hyoware planning to give 
a Lamond to a loved one, 
neo this mesage / 


Vales pines nw me! 
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During the past Christmas season Gensler-Lee, Cali- 
fornia diamond specialists, ran this dramatic full-page 
ad. The copy noted the joy of giving and receiving a 
fine diamond . . . “the gift of gifts down through the 
ages, 

At the same time the firm stressed the importance of 
buying a diamond from a reliable jeweler. “We'll tell 
you,” the copy read, “that we have been in business for 
58 years and that we sell more diamonds than any other 
firm in the entire West. We are diamond specialists!” 

(In connection with this advertisement there appears 
in this month’s “In Conclusion” on page 208 an appro- 
priate and related item.) 
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KNOWLEDGE 





EM ee et te te? 
' 
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Every jeweler will find profit-making power in 


the knowledge of terms and terminology of the Second Eq: 

ttion 
jewelry trade which are authoritatively explained in this book. , 
It contains an invaluable wealth of information essential to THE JEWELERS 
Jewelers, Watchmakers, Gemologists, and all others seeking DICTIONARY 
information pertinent to the Jewelry and allied industries. 
265 pages jammed with authoritative, factual information. S$ 
More than 4500 word-and-term definitions, many of them | 0 0 oie 
clearly illustrated. Complete comparative table of Interna- 
tional ring sizes. Eight full-page plates illustrating over 125 Hard Cover Bound in Rich 
varieties of stone cuts. Facts on Sterling and Plated Silver- Blue Cloth with Gold 
ware. A table listing American Watch sizes and enlarged views Stamping 


of Watch parts PLUS a trilingual vocabulary of horological 
terms. An explanation of Gemstone characteristics, tables of 
weights and measures, Wedding Anniversaries and lists of 
Birthstones. 


ORDER 
TODAY 





AUTHORS 
Dr. Frederick H. Pough 


Former Curator of Gems and Minerals of 
the American Museum of Natural History 


THE JEWELERS’ CIRCULAR-KEYSTONE 


John J. Bowman 


Director of 100 E, 42nd St., 
Bowman Technical School New York 17, N. Y. 
C. M. Hoke 


Consulting Chemist 
Jewelers’ Technical Advice Co. 


Joseph D. Little 


' 
1 
i} 
1 
' 
' 
\ 
' 
' 
\ 
' 
1 
1 
\ 
" 

Authority on antique silver, both sterling and 
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Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.00 


Sheffield as well as modern plate and sterling. OR 556s Be Aa a Mo is enclosed 
A limited quantity Money order ........... is enclosed 
available 
ee en a eee re mre rte be 
Check or money order must 
accompany all orders. i ois. 4h ee: 25 ee 
DO NOT SEND CASH eee ee ee eee 
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Briefly 





CUSTOMS RULING BOOSTS DUTIES ON WATCH IMPORTS. The Treasury Department ruled on 
March 16 that imported watch movements specially prepared so that their jewel 
count may be increased after importation should be treated as containing subst: - 
tutes for jewels. The effect of the ruling will be to raise the duty on imported 
watch movements containing the so-called "duo-fix" feature to permit "upjewel- 
ing" from $3.85 to.§$10.75. The Treasury Department decision will be appealed to 
the courts by the Benrus Watch Co., according to Benjamin Lazrus, chairman of 
the board of the company. 


PRICE OF FOREIGN SILVER GOES UP. The price of foreign silver in New York last month 
was advanced by 4% cents an ounce to 89% cents. This is the first change in 
Silver's price in more than two years. In fact the 85% cent price had held since 
January 16, 1953, when it rose a half cent an ounce to that level. The present 
reduced supplies have buoyed the London market where prices have also risen. 


ZALE BUYS LEE JEWELRY CHAIN. Purchase of the nine-store Lee jewelry chain was 
announced last month by Morris B. Zale, president of the Zale Jewelry Co. His 
son, Marvin Zale, will operate the new division. It consists of six Denver area 
Stores operating under the Lee name and stores in Greeley, Colorado Springs 
and Pueblo. The Zale Jewelry Co. now comprises 58 stores, including the nine in 
Colorado, and has 2,721 employees. The former owner of the Lee stores is Jess 
Kortz. 


ALL'S QUIET ON THE SYNTHETIC DIAMOND FRONT. Concern and conjecture about General 
Electric's synthetic diamond has diminished considerably since its announcement 
last Feb. 15. AS noted in last month's issue of JC-K, Synthetic diamonds are not 
an immediate danger to the gem trade. For an authoritative review of the situa- 
tion, read Dr. Frederick H. Pough's article on page 80 of this issue. 


SCARCITY OF METALS IN THE OFFING. A scarcity of nickel, nickel alloys, and several 
other metals may be in the offing as the result of the strong industrial re- 
covery and government requirements for stockpiling strategic materials. Nickel, 
the world's most critical metal since the beginning of the Korean war, will 
remain in short supply for years to come. The Government, however, has no plans 
now to reimpose controls. 


FAIR TRADE LAW DEEMED SAFE FOR '55. Despite the special Justice Department anti- 
trust committee's report severely criticizing fair trade and urging repeal of 
Federal enabling acts, it appears likely that the present laws are safe for 
this year. Next year, when national and local elections roll around, it may be 
a different story. What worries fair trade supporters more now is the damaging 
effect on state courts of the strong language the "committee of experts" used. 
Advance reports of the committee's findings__which are subject to some revi- 
Sion__quote the 60-member group as saying: "On balance, we regard the Federal 
Statutory exemption of fair trade pricing as an unwarranted compromise of 
the basic tenets of national antitrust policy. . . . Without Federal immuniza- 
tion, fair trade pricing, as a practical matter, cannot Survive... ." 


FTC REVIEWING CASES OF FICTITIOUS RETAIL PRICES. Federal Trade Commission is knee- 
deep in a series of cases against firms in several lines for allegedly placing 
fictitiously high prices on merchandise so that they can represent that the 
regular retail price is a discount or sale price. More than a score of firms 
have had initial cease and desist orders filed against them by FTC hearing exam- 
iners in recent months. 
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T’S HERE! 
WALLACE 


CUSTOM STAINLESS 


Extra Special Quality 


At an extra special 
key price 


BALLET...16 piece starter set regularly $24.95 
SONNET... 16 piece starter set regularly $21.95 


| fc Both American 
Oe. Modern Designs 
Here is your big tableware deal—the biggest in NOW FOR A LIMITED 
locate oneal 


the market! 

It’s Wallace’s 120th Anniversary Sale of stain- TIME ONLY JUST 
less and it means custom-made profits in custom Fl 
tableware ... For You! 


+ Best-Selling Patterns in the Wallace Custom line. Both 4g $1.00 Advertising allowance coupon packed with every 
Sonnet and Ballet are the finest fully graded, satin finish set. 
stainless. They have proved to be the fastest-moving 


patterns of their kind. *« Also envelope stuffers packed with every shipment. 


+ Quick-turnover sets of 16 pieces. This is the unit that * Also beautiful counter or window display. 


sells fastest and stays sold. It’s the set that has earned 9 ° 
; ! W 

its name “Starter” for it’s bound to bring good repeat Don't delay ! Get in on the Wallace 
business your way. Anniversary Special before it’s too late. 


SEE YOUR WALLACE JOBBER OR YOUR WALLACE REPRESENTATIVE TODAY 


WALLACE, the greatest name in American tableware since 1835 
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Treasury Dept. Ruling to 
Boost Import Duties on 
‘Duo-Fix' Movements 


The Treasury Department ruled March 
16 that imported watch movements special- 
ly prepared so that their jewel count may 
be increased after importation should be 
treated as containing substitutes for jewels. 
The effect of the ruling will be to raise 
the duty on imported watch movements 
containing the so-called “duo-fix” feature 


to permit “upjeweling” from $3.85 to 
$10.75. 

The Treasury Department decision, 
which will become effective about mid- 


June unless it is upset or delayed by 
court order, will be appealed to the courts 
by the Benrus Watch Co., according to 
Benjamin Lazrus, chairman of the board 


Choose Designs for 


‘Diamonds USA’ Awards 


The selection for the Dia- 
monds U. S. A. Awards will choose the 
designs for the 1955 collection this month. 
Deadline for submission of entries is April 
18. An award is presented to each 
designer who has jewelry in the collection. 

Represented on the selection committee 
are the fashion press, the fields of fashion 
and industrial design, the art world and 
the consumer. The members are Virginia 
Pope, noted fashion reporter recently re- 
tired as fashion editor of The New York 


committee 


iy 


Members of the selection committee who will choose the outstanding diamond jewelry de- 

signs for "Diamonds U. S. A. Awards" are, left to right: Irene Dunne, motion picture star 

famous as one of the best-dressed women of screen and society; Raymond Loewy, world- 

famous industrial designer; Pierre Matisse, director of the Pierre Matisse Galleries, New 

York City; Don Loper, leading Hollywood fashion director; and Virginia Pope, noted 
fashion reporter and former fashion editor of The New York Times. 
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ot the He said his firm will 
challenge the new “prohibitive tariff” as 
contrary to law and contrary to the best 
interests of U. S. foreign relations and 
national security. 

“The American people, as well as our 
friends abroad, will recognize this action 
for precisely what it is: interference by 
the Government in a fight 
sO as to assure a monopoly in the high- 
jewel watch market for the four domestic 
manufacturers,” Mr. Lazrus asserted. 

Treasury officials decided to go ahead 
with the proposal to raise the customs 
classification of imported movements with 


company. 


competitive 


“duo-fix” features or metal caps on the 
grounds that these “devices are being 


utilized to facilitate the replacement after 
importation . . . by genuine or synthetic 
jewels.” 

The American Watch Association termed 
the decision the third act of “intervention 


within a period of nine months by the 
Times: Don Loper, leading Hollywood 


fashion designer; Raymond Loewy, one of 
the world’s outstanding industrial design- 
ers; Pierre Matisse, director of the Pierre 
Matisse Galleries in New York City and 
son of .the great French painter, Henri 
Matisse: and Trene Dunne, 
picture star internationally famous as one 


motion 


of the best-dressed women of screen and 
society. 

Designers sketches chosen 
will be notified the first week in May. and 
the finished pieces must be delivered to 
N. W. Ayer & Son, Inc. by September 9. 
The awards will be presented at the annual 
Diamonds U. S. A. luncheon for the 
fashion press at The Plaza in New York 
City on October 19, the jewelry 
will be displayed. 


whose are 


when 
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United States Government and its bureays 
in the business affairs of the American 
watch industry.” 

The first two, the association said, were 
the increase in tariffs of last July and 
the anti-trust suit filed by the Justice 
Department against watch importers jn 
October. 

In the 1930’s, the courts ruled that other 
bushings in conventional movements which 
might have jewels stamped into them are 
not substitutes for jewels. The Treasury 
said it does not plan to reopen that case 
now. 


Plans for ‘National 
Jewelry Week’ Are 
Reaching High Gear 


Plans for the first annual National 
Jewelry Week to be celebrated April 22-28 
are rapidly reaching high gear. The con- 
sumer press, radio and television person- 
alities, trade publications, and the jewelers 
throughout the country have all pledged 
full cooperation. Sponsored by the Na- 
tional Wholesale Jewelers’ Association, the 
national promotion promises to chalk up 
new records in spring jewelry sales. 

The new week will get off to a flying 
start with an introduction by Jinx Falken- 
burg, leading radio and television person- 
ality, on her April 22nd program. Details 
for the big debut are still hush-hush, but 
it is known that one of the world’s most 
fabulous jewels will be flown to New York 
from a West Coast vault for the occasion. 

Radio-TV festivities will reach another 
climax when Miss Jewelry Week is intro- 
duced on a coast-to-coast morning show 
by one of television’s best-known hosts. 
Emblazoned with a million dollars’ worth 
of diamonds, she will travel to the pro- 
eram by armored car. 

In the meantime, a national balloting 
America’s ten eraciously 
jewelled women is already under way. 
Newspaper editors, columnists and lead- 
ing maitre d’hotes. and savants of Cafe 
Society have all taken keen interest. An- 
other national contest for disc-jockeys and 
their listeners will choose the best lists of 
songs and song titles mentioning jewels 
or jewelry. The winners and prizes for 
both contests will be announced during the 
big week itself, sometime between April 
22nd and 28th. Both local and _ national 
publicity will cover the results. 

Jewelers, both large and small, are pal- 


to select most 
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ticipating in the big campaign. Each par- 
ticipating retailer has received a full mer- 
chandising kit. Included in the kit are 
suggested ad mats and display plans, edi- 
torial and news releases for the local paper, 
and easy-to-carry-out tie-ins for local radio 


and television stations. Those retailers who 
have not yet jumped on the bandwagon can 
get free merchandising kits and other per- 
tinent information by writing to: National 
Jewelry Week, c/o Conant and Co., 295 


Madison Ave., New York, N. Y. 


FTC Refuses to Enforce Fair Trade: 
Dealers Told to Seek Aid from States 


The Federal Trade Commission has 


turned down a request that it enforce 
state “fair-trade” laws on_ price-cutting 


discount stores. The policy-making deci- 
sion marked the first time the FTC has 
oficially taken a stand on state-sanctioned 
pricing agreements. 

Basis of the FTC denial was that the 
two Federal fair trade laws, the Miller- 
Tydings and McGuire Acts, simply exempt 
trade from _anti- 
prohibit 


laws 
neither 


state-passed fair 
trust enforcement, but 
anything nor impose any regulatory duties 
on the government. 

The Commission 


urged retailers either 


_ to seek order from state courts preventing 


discounters from cutting fair trade prices, 
or cut their own prices to meet compe- 
tition. 

The FTC plainly took a stand on the 
side of the opposition in its ruling. At 
one point in its decision, the Commission, 
refuting an argument that 
shouldn’t be required to cut 
cause they are under “moral compulsion” 
not to, said: “It cannot be seriously sug- 
gested that price competition is morally 


retailers 
prices be- 


reprehensible.” 


RULING STEMS FROM NJA ACTION 


The FTC from an ap- 
plication to the agency by the National 
Jewelers Association. The association has 
contended that manufacturers were using 
“showcase stimulus to 
the business of discount houses” by en- 
couraging discount houses to undercut fair 
trade prices while requiring jewelers to 
hold fair trade prices. The Commission 
rejected the association’s contention that 


decision arose 


retail jewelers as a 


this represented an unfair method of com- 
petition in violation of the Federal Trade 
Commission Act—and in effect rejected 
an argument put forth several times by 
former FTC Commissioner Albert A. Car- 
Tetta, 

“Assuming the truth of applicants’ alle- 
gation that no relief against price cutters 
has heen forthcoming from the manufac- 
turers,” the Commission said: “It is. still 
clear that applicants may resort to various 
avenues of self-help to correct the condi- 
tions of which they complain.” Specifically, 
the decision urged retailers to sue for in- 
Junctive relief in state courts against price- 
cutters. or cut their own prices. 

Decisions of state courts make it clear. 
the FTC said. that a manufacturer who 
discriminates in the enforcement of his 
Tesale prices among competing customers. 
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or fails to display reasonable diligence in 
enforcement, or neglects entirely to en- 
force, other retailers may cut their prices 
“with impunity.” 

Possible next step for fair trade pro- 
ponents, as suggested by former Commis- 
sioner Carretta and implied in the FTC 
decision, could be for groups of retailers 
seek relief 
if the Justice De- 


to band together to court 
against discount houses 
partment will rule that such a combination 
does not violate the anti-trust laws. 

The National Jewelers Association had 
contended that “remedies and corrective 
procedures” available under state laws have 
proved “completely ineffective to remedy 
the wrong” and are not the answer to the 
problem of discount houses. 

The Commission says it cannot take anti- 
trust action manufacturers when 
those requesting such action “are reluctant 
to effect that measure of self-help which 
would alleviate their condition. 

“The Federal Trade 
act in the public interest, to affirm wher- 


against 


Commission must 


ever possible. the basic competitive ra- 
enterprise economic 
system,” the “The Com- 
mission believes that the applicants here, 
through their own lawful efforts, may ob- 
tain the relief desired. In the absence of 
circumstances foreclose 


tionale of our free 


decision said. 


a showing that 
such efforts, the 
voke anti-trust 
aggrieved applicants.” 

The Commission warned, however, that 
although it had stepped out of the area 
of legal fair trade, it is still keeping an 
eve on possible illegal uses of fair trade. 
Where fair trade is not “lawful.” or is an 
integral part of a greater trade restraint. 
it mav be attacked under the Federal anti- 
trust laws, the decision said, in reference 
obviously to attempts to operate fair trade 
in the six states and the District of Co- 
lumbia where there is no such law now. 


Commission cannot in- 


sanctions in support of 


Ventura County RJA Elects 
D. E. Goble as President 


The Ventura County Retail Jewelers As- 
sociation held their annual dinner meet- 
ing Monday, Februarv 21, at the Jet Res- 
taurant in Ventura, Calif. 

The following were elected for the en- 
suing year: President. Duard E. Goble of 
Fillmore: First Vice-President. Dorman 
Talbot of Oxnard; Secretary-Treasurer, 
Kenneth Bahns. Ventura. Julius Alberts 
was re-elected director for District South 


12 of the California Retail Jewelers As- 
sociation. 

A discussion was held regarding action 
to be taken against local discount houses 
and plans were made to create a board of 
directors for the Ventura association and 
to hold meetings more frequently. 

Robert B. Westover, merchandising co- 
ordinator of Foote, Cone and _ Belding, 
spoke on merchandising aids made avail- 
able to the retail jewelers through the 
Watchmakers of Switzerland campaign. A 
film entitled “Answers that Sell the Qual- 
ity Swiss Watch” was shown. 


Elgin Research Team Develops 
Improved Luminous Watch Dial 


A new, improved illuminating method, 
which allows the best features of “radium 
dial” watches to be incorporated in highly 
styled dress models, has been developed 
by Elgin National Watch Co. The firm 
expects the new models to give jeweler’s 
sales in dress watches a decided lift. 

Old-fashioned globs of luminous paint 
that used to clutter up the dial of “radium 
have given way to a new sub- 

three brilliant, 
under the hands and 


watches” 


stance almost times as 


next 


hidden away 


to the edge of the dial. 





Elgin National Watch Co. designers borrow 
a trick from illumination experts to fashion 
a timepiece that uses “indirect lighting.” 
New luminous process enables designers to 
produce a highly-styled dress watch which 
incorporates the best features of old- 
fashioned "radium dial’ timepieces. 


In the dark it’s bright enough to reflect 
upward and outward and show the location 
of hour and minute pointers in relation 
to the numerals, yet in daylight all evi- 
dence of luminosity disappears. 

As a result of this “indirect lighting,” 
men’s watches, which the time is 
visible at night, can be designed in dress- 
up styles with sleek hands and numerals. 

They are being released for the first 
time this month by Elgin under the name 
“Nite-Glo.”. Two models will be offered. 
The “Panama” will retail for $49.75, and 
the “Northbrook” at $55, both federal 
tax included. 

Members of Elgin’s design department 
developed the idea for the new illumina- 
tion method in with the 
research staff. 


upon 


conjunction 


Jeweler Heads Fund Drive 


A. C. Fair, prominent jeweler of Warren- 
ton, N. C., was recently appointed Warren 
County Chairman of the North Carolina 
Heart Fund Campaign. 
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‘Elgin Hour’ Picked for 
Award by National Group 


“The Eigin Hour” has been selected as 
the “top dramatic show on_ television 
during the past year” by the National 
Association for Better Radio and TV. 

The group has bestowed its award 
annually for the past five years. 

Clara S. Logan, president of the associa- 
tion, said “The Elgin Hour” in combina- 
tion with “The U. S. Steel Hour” was 
selected for the honor “because of the 
consistently high standards shown through- 
out the year.” 

“The selection of plays showed a sense 
of responsibility that is to be highly 
commended,” she said. “It differs to a 
marked degree from that of many other 
sponsors now advertising their products 
on television.” 

Mrs. Logan said the award was made 
after a national vote of the association's 
members. Among the member groups 
belonging to the association are the United 
Church Women, the National Federation 
of Music Clubs, and many of the nation’s 
outstanding colleges and universities. 





"The Elgin Hour," together with its com- 
panion program, “The U. S. Steel Hour,” 
has been selected as the season's out- 
standing dramatic series by the National 
Association for Better Radio and TV. Mak- 
ing the award (left) is Gilbert Seldes, dis- 
tinguished author. Receiving the award 
for Elgin is Herbert Brodkin, producer of 
the program, while Gordon Howard (cen- 
te:), Elgin advertising director, looks on. 


Over 143 Exhibitors Reserve Space 
For National Jewelry Fair in Chicago 


The National Jewelers Association, spon- 
sors of the National Jewelry Fair, an- 
nounced recently that more than 143 manu- 
facturers, wholesalers and importers have 
reserved space for this year’s show. A 
convention of the association is held jointly 
in Chicago at the Conrad Hilton Hotel 
during the fair on July 24 through 28. 

Included among exhibitors who have al- 
ready reserved space are important watch 
manufacturers and importers, as well as 
leading silverware manufacturers. Other 
firms participating in the fair will show 
popular lines of clocks, diamonds, rings, 
jewelry, appliances and accessory merchan- 
dise, 

Many of the firms exhibiting have an- 
nounced the introduction of their fall and 
Christmas lines, which will be seen for the 
first time at the fair. These firms, for the 
greater part, have participated in prac- 
tically every fair since the inception of this 
annual trade event ten years ago. 

Held in conjunction with the fair is the 
annual convention of the National Jewelers 
Association which features top-rank edu- 
cational sessions. These business meetings 
of the association are planned to bring 
before retail jewelers the subjects in which 
they are most interested. Special attention 
is devoted to correctly solving the problems 
confronting all retailers today. 

The panels and forums are conducted by 
authorities well qualified to discuss credit. 
sales promotion, store management and in- 
ventory problems. Their discussions will 
be factual and down-to-earth, providing 
remedies to meet the problem, whether it 
arises in a large or small store. One of the 
sessions being given special consideration 
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is the unbridled competition which is seri- 
ously affecting the sales volume of the 
retailers, 

All of the meetings are being organized 
under the direction of William Wagner, 
executive secretary of the Nationa! Jewel- 
ers Association. 


CLARENCE 
OLSEN 


Chairman 
of NJA 
Convention 
Committee 


Advance registration forms with an in- 
the schedule of pro- 
gram mailed to 
14,000 retail jewelers throughout the 
United States by the National Jewelers As- 
sociation. Early returns from jewelers re- 
questing advance registration badges -with- 
out cost is seen by the NJA Convention 
Committee as one of the optimistic signs 
of a record-breaking attendance at this 
years event. According to an announce- 
ment by the show management of the fair. 
the number of firms reserving space is 
rapidly increasing. 

Clarence Olsen, chairman of the NJA 
Convention Committee, said: “We are opti- 
mistic regarding the success of the 1955 
fair. Over 78 per cent of the total space 
sold last year has already been reserved 


vilation announcing 


features has been over 





for the coming show. With four full 
months before show time, we are encour. 
aged in believing that the number of par. 
ticipating firms will surpass that of last 
year. 

For firms desiring to exhibit at the fair 
information can be obtained from the Na. 
tional Jewelry Fair office, Arcade Building 
812 Olive St., St. Louis 1, Mo. Retailer 
may direct their inquiries for advance 
registration to the headquarters office of 
the National Jewelers Association, 545 
Fifth Ave.. New York 17, N. Y. 


Congressional OK Likely 
On Minimum Wage Boos} 


An increase in the minimum wage, 
probably no more than 15 cents as urged 
by President Eisenhower, is a strong 
possibility during this session of Congress, 
Extension of the minimum wage law to 
cover retail and service trades, however, 
is not likely. 

Strong backing is cropping up for the 
increase from industries bothered by low. 


wage competition, and if the economy 
remains in its present high state, as 


expected, there is little doubt that it will 
go through over the opposition of some 
Southerners. 

There are definite indications that even 
the Administration is about convinced that 
the proposal to bring in some 1.4 million 
retail and service workers this year stands 
little chance of passage. In a recent U. S. 
Labor Department report, it was argued 
that increasing the minimum wage 15 cents 
above its present 75 cents an hour level 
would mean an additional $234 million a 
year in spending money for some 1.3 mil- 
lion workers now covered. But there was 
no mention of the possible results of ex- 
tending coverage. 

Some attempt will probably be made to 


extend coverage, but it will not be a 
serious effort this year. Next year, the 


drive will be on in earnest. 

Although the unions won’t get the $1.25 
an hour minimum they’re asking this year. 
they will make another try next year, and 
if they get it, then demands will go up 
and up. 

Retailers will fight extension by point- 
ing out that it would result in higher prices 
and curtailment of services by increasing 
costs and this would result in some infla- 
tion. To make the to retail 
trades more palatable. it will be suggested 
that they be brought under the minimum 
wage law at a lower rate than trades now 
covered. But they will be “brought into 
line” before long if extension is approved. 

Recent figures show that some 230.000 
retail emvloyes are now covered by mini- 


extension 


mum wages, and about 6.6 million workers 
are exempt. While details of the Labor De- 
partment’s plan to bring retail workers 
under the minimum wage laws have not 
been revealed, it is believed that workers 
“affectine” interstate commerce would be 
involved. which includes many more than 
just those “in” interstate commerce pres 
ently covered. 
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Anti-trust Unit of Justice Dept. Urges 
Repeal of Federal Fair Trade Statutes 


Pundits pondering the probable results 
in Congress of the special Justice Depart- 
ment antitrust committee’s report severely 
criticising fair trade and urging repeal of 
Federal enabling acts are inclined to agree 
that the federal laws are probably safe for 
this year. Next year, when national and 
local elections roll around, it may be a 
different story. 

What worries fair trade- supporters more 
now is the damaging effect on state courts 
of the strong language the “committee of 
experts” used. Already this year, all or 
parts of fair trade laws have been ruled 
invalid in six states: Georgia, Arkansas, 
Colorado, Virginia, Florida, and Michigan. 

Advance reports of the committee’s find- 
ings—which are subject to some revision 
quoted the 60-member group as saying: 

“On balance, we regard the federal 
statutory exemption of fair trade pricing 
as an unwarranted compromise of the 
basic tenets of national antitrust policy. 
We recognize that the legislatures of 45 
states have at some time accorded official 
sanction to fair trade pricing; that the Con- 
gress twice deferred to state enactments 
by creating federal fair trade exemptions 


‘from antitrust prohibitions; and that with- 


out federal immunization, fair trade pric- 
ing, as a practical matter, cannot survive. 


‘THROTTLING COMPETITION CITED 


“Nevertheless, the throttling of price 
competition in the process of distribution 
that attends fair trade pricing is, in our 
opinion, a deplorable yet inevitable con- 
comitant of federal exemptive laws. More- 
over, whatever may be the underlying legis- 
lative intent, any operative fair trade sys- 
tem facilitates horizontal price-fixing ef- 
forts on the manufacturing and each suc- 
ceeding distributive level. And the promi- 
nent existence of a federal price-fixing 
exemption not only symbolizes a radical 
departure from national antitrust policy 
without commensurate gains, but extends 
an invitation for further encroachment on 
the free-market philosophy that the anti- 
trust laws subserve. 


| 


“We therefore recommend congressional 
repeal both of the Miller-Tydings amend- 
ment to the Sherman Act and the McGuire 
amendment to the Federal Trade Commis- 
sion Act, thereby subjecting resale-price 


maintenance as other price-fixing prac- 
tices, to those federal antitrust controls 


which safeguard the public by keeping the 
channels of distribution free.” 

The report added that “a few” commit- 
tee members believe that repeal, without 
some new law, “overlooks serious business 
problems,” and revealed that some mem- 
bers flatly oppose repeal. 

How far Attorney General Herbert 
Brownell, Jr., will go in pushing the com- 
mittee recommendations before Congress 
will determine how serious are the possi- 
bilities of repeal this year. Most observers 
believe that repeal of fair trade could be 
made a politically popular subject with 
“consumers” next year, and that 
both the Administration and Congress will 
wait a year to give it serious consideration. 
Some type of Congressional “study” com- 


voters 


mission might be appointed this year. 

The report. however. will probably have 
disastrous effects on efforts of fair trade 
proponents to bring fair trade to Wash- 
ington, D. C. 

Meanwhile, Albert A. Carretta, former 
Federal Trade Commissioner and 
Washington, D. C.. attorney, urged retail 
jewelry groups to continue their efforts to 
get the FTC to prohibit discriminatory 
enforcement by manufacturers of fair trade 
contracts despite the Commission’s denial 
of arguments presented by the National 
Association to that effect. 


now a 


Jewelers 
“ . . In giving its negative decision. the 
Commission was undoubtedly doing so only 
upon the basis of the information which 
was contained in the petition before it,” 
Mr. Carretta said in a recent speech. “In- 
asmuch as I have already publicly stated 
that the Federal Trade Commission should 
assume jurisdiction in this matter, you can 
justifiably reach the conclusion that I be- 
arguments can be made to 
change its 


sound 
the Commission to 


lieve 

convince 
ae 

mind. 





Flex-Let Announces Winners 
In ‘Guess the Page’ Contest 


The Flex-Let manufacturer of 
men’s and women’s watchbands and Beau 
Brummel men’s jewelry, has announced the 
names of the 12 winners of the Flex-Let 
Life magazine “Guess the Page” contest. 


Corp.., 


Over 7000 entries were received in the 
contest which required contestants to guess 
the page number in Life magazine on 
which each of Flex-Let’s weekly ads in 
Life would appear. 

First prize winner was Mrs. Harley H. 
Ross, Atlanta, Ga., who received a cash 
award of $1000. 

Other contest winners, all of whom re- 
ceived cash awards, were: Lee G. Cass, 
Jr, Macon, Mo.; Norman Mendelsohn, 
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Baton Rouge, La.: Robert D. Smith, 
Marietta, Ohio; Milton E. Roth, Waterloo, 
Ta.: E. W. Bankson, Brookfield. Mo.; W. 
W. Brooks. Anderson, S. C.; W. E. Korn- 


MRS. HARLEY 
H. ROSS 


Wins First 

Prize in 

Contest 
feld, Tulsa, Okla.; Betty V. Bennett, 
Breckenridge, Texas; Frank Czajkowski, 
Jr., Milwaukee, Wis.; Billy D. Miller, 


Granley Bridge, W. Va., and Mrs. Norma 
Froemming, Eldora, Iowa. 





| 








WMDA Convention Plans 
Are Nearing Completion 


Program plans for the ninth annual 
meeting of the Watch Material Distrib- 
utors Association are nearing completion, 
according to Stanley G. House, the asso- 
ciation’s exectuive director. The Hotel 
Fairmont in San Francisco is the site of 
the WMDA’s forthcoming meeting which 
will’be held from May 29 through 31. 

Edward Endman, WMDA vice-president, 
is in charge of the West Coast Convention 
Committee, whose members include David 
Fried of Fried & Field, and Gene Siekert 
of E. W. Reynolds Co. Betty Saunders is 
Chairman of the Women’s Welcoming Com- 
mittee, whose members include Mrs. 
Mynette Katz, Mrs. Sydney Prague, Mrs. 
Agnes Shaffer, and Mrs. Eugene Sobel. 
These ladies will have an activity program 
for the day-time entertainment of the 
many wives who will attend. 

William A. Swartman of Gemex is the 
Entertainment Chairman in charge of both 
active and associate convention evening 
affairs. He will go to San Francisco early 
in May to finalize all entertainment ar- 
rangements. 

Executive Director House expects to ar- 
rive in San Francisco not later than May 
25th, to prepare for and supervise the 
entire three-day convention 
which has as its theme, “More pleasure 
with less pressure.” 

This is the first West Coast convention 
of the association and the response of 
the membership has been “beyond expecta- 
tions” according to House. “Last year’s 
Chicago meeting was the all-time high in 
attendance,” said House, “but from hotel 
registrations so far, it seems San Francisco 
will be a very close runner-up—if not the 
biggest yet!” 


operation, 


Among the convention business topic 
highlights will be a report by Henry 
Fried, WMDA’s technical advisor, on the 
Universal Catalogue project. 


GE Official is Guest Speaker 
At Meeting of Southeast RJA 


Ben Davis of the Public Relations De- 
partment of the General Electric Co., was 
guest speaker at the March 9 meeting of 
the Southeast Retail Jewelers Association. 
The meeting was held at Cole’s Cafeteria 
in Huntington Park, Calif., with President 
H. W. (Jerry) Ostermier (Podmore Jew- 
elers) presiding. 

Introduced by Program Chairman, Chris 
Hamm, Mr. Davis spoke on “Salesman- 
ship.” He told his audience that discount 
houses are dwindling and many fair trade 
violators are being prosecuted. He offered 
as evidence to back this claim a list of 


names of price-cutters that are being 
prosecuted. 

A sound motion picture titled “Over- 
coming Objections,” which graphically 


showed the six techniques so essential to 
successful selling, was projected by South 
Gate jeweler, Ralph W. Wilson. A ques- 
tion and answer period followed. 


161 














BOOKS 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘in print'' at the time 
orders are received. We can supply titles from leading publishers. All prices 
quoted are net. No accounts opened for book purchases. 


anywhere in the United States. 


For the Gem Expert, Connoisseur and Student of Gemology 


Books sent post-paid 





GEMS AND GEM MATERIALS $6.00 
Drs. Kraus & Slawson 

A KEY TO PRECIOUS STONES $3.50 
L. J. Spencer 

GETTING ACQUAINTED WITH MINERALS $4.50 
George L. English 

REVISED LAPIDARY HANDBOOK $3.60 
J. H. Howard 

A ROMAN BOOK ON PRECIOUS STONES $6.75 


Sydney H. Ball 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 


STORY OF THE GEMS $4.00 
H. P. Whitlock 

STORY OF DIAMONDS : $1.85 
A. C. Austin and Marion Mercer 

FAMOUS DIAMONDS OF THE WORLD $1.25 
Robert M. Shipley 

HANDBOOK OF GEM IDENTIFICATION $5.00 
Richard T. Liddicoat, Jr. 

GEM TESTING $5.00 
B. W. Anderson, B.Sc., F.6.A. 

GEMSTONES $8.50 


G. F. Herbert Smith 


POPULAR GEMOLOGY 





JEWELRY ENGRAVER’S MANUAL $3.50 
John J. Bowman and Allan Hardy 

JEWELRY MAKING AS AN ART EXPRESSION $6.50 
D. Kenneth Winebrenner 


JEWELRY DESIGN AND APPLIED DESIGN $25.00 
C. A. Jakobb 


JEWELRY AND ENAMELING $4.50 
G. Pack 
REFINING PRECIOUS METAL WASTES $7.50 
C. M. Hoke 
ART MONOGRAMS AND LETTERING 
J. M. Bergling 
(Special 18th Edition—Paper Cover) $2.50 
19th Edition—104 Pages—Hard Cover 46.00 
METALCRAFT AND JEWELRY $3.95 


Emil F. Kronquist 


For the Skilled Watch and Clock Maker, the Apprentice and Student 


PRINCIPLES OF ELECTRO PLATING AND 
ELECTRO FORMING $7.00 
Blum & Hogaboom 








TESTING PRECIOUS METALS $2.50 
C. M. Hoke 

THE JEWELERS’ DICTIONARY $6.00 

(New Second Edition) 

3,033 RETAILING IDEAS $3.95 
Emanuel Lyons 

HAND-MADE JEWELRY $3.50 
ouis Weiner 

THE JEWELER’S MELTING POT $4.25 


Frank J. Herman 








M. Pearl eal 
GEM IDENTIFICATION CARDS $7.50 
Wilburt M. Draisin 
THE ART OF THE LAPIDARY $6.50 
Francis J. Sperisen 
PROPERTIES OF GEM VARIETIES OF 
MINERALS $4.75 
Edward Wigglesworth 
DIAMOND TECHNOLOGY $10.00 
Paul Grodzinski 
JEWELRY, GEM CUTTING & METALCRAFT $4.59 
W. T. Baxter 
JEWELRY MAKING—FOR SCHOOLS, 
TRADESMEN, CRAFTSMEN 
Murray Bovim Cloth Bound $3.75 
Paper Bound $2.75 
THE TRADE MARKS OF THE JEWELRY & 
KINDRED TRADES (New 6th Edition) $7.50 
A HISTORY OF JEWELRY, 1100-1870 $17.50 


Joan Evans 





RULES & PRACTICE FOR ADJUSTING WATCHES $3.50 
W. J. Kleinlein 


PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 
Louis and Samuel Levin 


SWISS WATCH REPAIRER’S MANUAL $7.00 
H. Jendritzki 
SCIENTIFIC TIMING $4.50 


Charles Purdom 
KEYSTONE WATCH REPAIR RECORD BOOK $2.75 


WATCH ESCAPEMENTS $3.50 
Dr. James C. Pellaton 


On Silver for the Jeweler, Collector and Antiquarian 


THE SCIENCE OF CLOCKS AND WATCHES $5.00 
(2nd Edition) 
A. L. Rawlings, Ph.D. 


HOROLOGY $4.50 
J. Eric Haswell, F.B.H.I. 
THE MODERN CLOCK $4.95 


Ward L. Goodrich 
PRACTICAL NOTES FOR THE WATCHMAKER $3.50 
(French-English Edition) 
6. A. Berner 
PRACTICAL WATCH REPAIRING 
Donald De Carle 


$5.00 


BENCH PRACTICES FOR WATCH REPAIRERS $4.95 


Henry B. Fried 





THE SILVERSMITH’S MANUAL 


$2.50 
Bernard Cuzner 


ENGLISH SILVER (1675-1825) $5.00 
Stephen G. C. Ensko and Edward Wenham 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 


Check er money order must eccompany el! erders. Do not send cash. Prices subject to change without notice. Ne books seat en epprovel. 


THE PRACTICAL BOOK OF AMERICAN SILVER $6.00 
Edward Wenham 


OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN 
S. B. Wyler 


$5.00 





PRACTICAL COURSE IN HOROLOGY $3.25 
Harold C. Kelly 
INTRODUCTORY COURSE 
ON CHRONOGRAPHS $2.50 
KNOW THE ESCAPEMENT (New Edition) $5.00 
Barkus Watchmakers 
MODERN METHODS IN HOROLOGY $2.50 
Grant Hood 
THE WATCH REPAIRER’S MANUAL $6.00 
Henry B. Fried 
THE STERLING FLATWARE PATTERN INDEX 
1953 Edition 
Without Binder $15.00 
With Leather Binder $20.00 
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Defense Dept. Releases Secret Report 
Opposing Special Aid to Watch Industry 


Released Documents Reveal Disparity Among Defense 
Officials on ‘Essentiality' of Jeweled Watch Industry 


The watch tariff question flared anew 
on March 21 when the Defense Depart- 
ment released a heretofore classified report. 


Confusion results from the fact that the 
conclusions in this heretofore secret  re- 
port are at some variance with public testi- 
mony, made only two months later, by a 
Defense Department official before the 
Senate Armed Services Committee. Where 
the heretofore secret report shows that 
on April 29 the Defense Department felt 
that, “the needs of the Department of De- 
fense for industrial capacity clearly demon- 
strate that no special nor preferential 
treatment for the (watch) industry is 
necessary,” the later testimony of the De- 
fense Department official suggested that 
“if any measures to sustain domestic pro- 
duction can be devised . the Defense 
Department would endorse them as assist- 
ing to maintain an important part of the 


- mobilization base.” 


SUBMITTED LAST APRIL 


The long-secret Defense Department re- 
port was made originally on April 29, 1954, 
by C. S. Thomas, who was then serving 
as Assistant Secretary of Defense. He sub- 
mitted the report at that time to an inter- 
departmental committee set up under the 
Office of Defense Mobilization whose pur- 
pose on this occasion was to determine 
how essential the domestic jeweled watch 
industry was to national security. 

The Defense Department report of April 
29, after analyzing the supply picture for 
the various defense items supplied by the 
domestic watch industry, said in its con- 
clusions: 

“While the jeweled watch facilities vis- 
ited clearly represent excellent and desir- 
able capacity, the needs of the Department 
of Defense for industrial capacity clearly 
demonstrate that no special nor preferen- 
tial treatment for the industry is neces- 
sary. It is true that no other industry can 
show conclusively its ability to produce 
jeweled watches or chronometers, but these 
requirements to the Department of Defense 
are nominal. The Defense Department can, 
therefore, at this time, reasonably assume 
that sufficient capacity will remain and 
can be used for current procurement needs 
and be the basis for supplying the mobili- 
zation requirements. If in the future it 
should become apparent that sufficient ca- 
pacity will not be maintained and _ avail- 
able, the Defense Department can then 
Procure all of its requirements of jeweled 
movements for the mobilization reserve. 

“From the list of planned producers and 
current production sources, it is apparent 
that manufacturers outside the jeweled 
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watch industry, or even the horological 
group, are capable of producing the me- 
chanical time fuzes and rear fitting safety 
devices. Every part is being produced by 
some company other than a jeweled watch 
firm. Therefore, while the jeweled watch 
industry constitutes unusual ability, there 
is in no way a unique requirement for it 
in the fuze program. 

“The requirement for the timing me- 
chanism in the event of mobilization is a 
large one. While other companies unques- 
tionably can meet the demand, the jeweled 
watch industry could also be used if it 
were available during a period of mobili- 
zation.” 

On May 3, 1954, C. S. Thomas was re- 
placed as Assistant Secretary of Defense 
for Supply and Logistics by Thomas P. 
Pike. On June 30 (two months after 
Thomas’ report) Mr. Pike testified before 
the Senate Armed Services Committee, 
which at that time was conducting hear- 
ings on the American jeweled watch in- 
dustry. 

In referring to American manufacturers 
of jeweled watches, non-jeweled watches, 
and the entire American horological in- 
dustry during his testimony, Mr. Pike 
stated that all of them were “valuable and 
essential to the Department of Defense.” 
He said the Armed Forces would be 
vitally handicapped without such products 
as jeweled watches and movements, me- 
chanical time fuzes and other timing equip- 
ment produced by the American horologi- 
cal industry. 


PIKE CITES EARLIER REPORT 


In this testimony before the Senate Com- 
mittee, Mr. Pike also referred to the re- 
port submitted by Mr. Thomas two months 
earlier to the ODM. He stated that the 
report indicated that the Defense Depart- 
ment “did not feel that special treatment 
should be extended the jeweled watch in- 
dustry in preference to the rest of the 
horological industry.” 

In concluding his testimony, Mr. Pike 
expressed a wish “to reaffirm the vital es- 
sentiality of the horological industry for 
defense.” 

Thus, Mr. Pike’s testimony was in vari- 
ance to the conclusions presented by his 
predecessor two months earlier. 

This Department of Defense report sub- 
mitted to the ODM was considered by that 
agency in an interdepartmental committee 
which studied along with this report others 
on the same subject from the Departments 
of State, Commerce, Treasury and Labor. 
The interdepartmental committee of the 
ODM then submitted its report for the 





president’s consideration, which resulted 
in his raising the tariff on imported jew- 
eled watches last summer. 

The ODM report recommended, in ef- 
fect, that the American jeweled watch in- 
dustry receive more protection. Among its 
conclusions were: 

(1) “Preservation of the skills of the 
American jeweled watch industry is es 
sential to the national security,” and (2, 
“It appears probable that domestic pro- 
duction of jeweled watches should be main- 
tained at not less than an average of 
2,000,000 units per year in order to assure 
an adequate base from which to expand to 
meet full mobilization requirements.” 

An indication of the Defense Depart- 
ment’s current thinking on the tariff issue 
was given recently by Defense Secretary 
Charles E. Wilson while he testified before 
the House Ways and Means Committee 
during its hearings on tariff legislation. 
Mr. Wilson was queried as to what would 
be done in the event a revised tariff threat- 
ened a domestic industry essential to de- 
fense. In answering he referred to the 
domestic watch industry as an essential 
industry that had been provided with pro- 
tection. 


It is evident that the discussions on this 
question will continue. 


Meyer Jewelry Co. Using 
TV for Diamond Advertising 


A big-budget program of television ad- 
vertising was launched Saturday evening, 
March 26, by Meyer Jewelry Co. Treasure 
Chest Stores of Detroit. Bernard Wein, 
general manager, has_ contracted with 
WXYZ-TV, Detroit’s American Broadcast- 
ing Co. station, for a 52-week series of 
full-length, first-run feature movie pro- 
grams on Saturday and Sunday nights 
when viewing audiences are greatest. 


“Experience has proved that the pres- 
entation of fine first-run movies like the 
ones we are offering is a sure-fire way to 
build business for ourselves and for our 
sources of supply,” said Mr. Wein in 
commenting on this year-round TV pro- 
motion. “Not only will our commercials 
feature diamonds and other fine jewelry 
items in our five stores, but two programs 
a week of this length will give opportunity 
for co-operative TV spots showing and 
selling electrical appliances, watches, 
cameras, shavers and other desirable mer- 
chandise suitable for jewelry stores. 

“From my own personal experience, I 
know how potent such commercials can 
be in increasing sales volume,” Mr. Wein 
continued. “We are going to guard jeal- 
ously the entertainment value of these 
television programs by selecting only the 
finest first-run feature movies with big- 
name stars. We are retaining a definite 
proportion of the commercials on each 
program for our own Treasure Chest dia- 
monds and as a means of inviting our 
viewers to come to our big downtown store 
to see the famous Meyer Jewelry Co. col- 
lection valued at $250,000. This exhibit 
includes the world famous $100,000 ‘Moon 
of Baroda Diamond.’” 
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Executive Appointments 





Frank Bedinger of Chicago 
Joins Arrow Mfg. Company 


Frank Bedinger, for the past several 
years president of F. H. Noble & Co. of 
Chicago, has become associated in an 
executive capacity with the Arrow Mfg. 
Co. of West New York, N. J., manufac- 
turers of gift, presentation and display 
boxes for the jewelry industry. His asso- 
ciation with Arrow is effective as of April 
a. 

According to Phil Beck, sales manager, 
Mr. Bedinger will direct sales promotion, 
merchandising and marketing for the 
Arrow Mfg. Co. on a national basis. 


FRANK 
BEDINGER 


To direct 
sales promotion, 
merchandising, 
and marketing 

at Arrow 

Mfg. Co. 





Prior to becoming affiliated with the 
Arrow Mfg. Co., Mr. Bedinger was asso- 
ciated with F. H. Noble & Co. in various 
capacities for over 35 years. He was for 
many years in charge of their New York 
office and in 1937 went to Chicago as sales 


manager. He was elected to the _presi- 
dency in 1950. 
In his association with Arrow, Mr. 


Bedinger will travel throughout the coun- 
try operating out of Chicago. 





Schoen and Faulkner Promoted 
To New Posts at Sessions 


Douglas A. Lapham, manager of the 
marketing department of the Sessions 
Clock Co., Forestville, Conn., announced 
recentiy the promotion of Homer D. 
Schoen to manager of the clock division, 


: 


HOMER D. EDWIN M. 
SCHOEN FAULKNER 

Named Mgr. Appointed 
of Clock Mgr. of 
Division Contract Sales 


and Edwin M. Faulkner to manager of 
contract sales. 
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Mr. Schoen will be responsible for 
clock sales activities and Mr. Faulkner 
will be responsible for all contract clock 
sales, in addition to his duties as sales 
promotion manager. 


Named 
Assistant 
to Hamilton's 
Director of 
Sales 


MICHAEL J. 
CAROSIELLI 


Michael J. 


Carosielli, 


formerly — sales 
representative covering the jewelry trade 
for the Hamilton Watch Co. in Vermont, 
New York, and_ northern 
has recently been appointed assistant to 
Hamilton’s director of sales, A. A. Colvin. 


Pennsylvania, 


Mr. Carosielli joined Hamilton as a 
sales representative in 1950 and was re- 
called to the home office sales staff in 
Lancaster, Pa., last June. 


Appointed 
Western 
Sales Mgr. 
of Columbia 
Diamond Rings 


SIDNEY E. 
ASHERMAN 





The appointment of Sidney E. Asherman 
as western sales manager of Axel Bros., 
Inc., manufacturers of Columbia “Tru- 
Fit” diamond rings, was announced recent- 
ly by C. Benjamin Axel, vice president. 

Mr. Asherman joined Columbia Dia- 
mond Rings as sales promotion manager 
only one year ago. In his new post 
he will supervise and direct Columbia 
sales representatives serving accounts in 
eleven western states, from headquarters 
which he will soon establish on the west 
coast. 





Dolloff Joins Foster Products 
As Sales Promotion Manager 


Foster Metal Products, Inc. of Attleboro, 
Mass., has announced the appointment of 
Marshall R. Dolloff as sales promotion 


manager, in charge of all phases of 


packaging, sales promotion and _ adver- 
tising. 

The appointment follows the recent 
entry of the company into the men’s 


jewelry field in an expansion program 











sparked by  Foster’s development a 
watchband sales requiring the acquisition 
of a new factory in Taunton, Mass, 

Mr. Dolloff has been closely associated 
with the jewelry field for eight Yeeme 
since returning from service jn World 
War Il. In this time he was display 
manager for the Gorham Co. of Providence 
for three years, and subsequently Vice 
president of Crafts, Inc., display manu. 
facturers of Providence. 





Towle Silversmiths Announce 
Four Executive Appointments 


Charles C. Withers, president of Towle 
Silversmiths, Newburyport, Mass., an. 
nounced the following appointments voted 
by the board of directors at their meeting 
in Boston on March 2: 

John S. O’Connell has been made senior 


vice president, and in this new position 


©. WENDELL 
GORNALL 


Appointed 
V. P. for 
Sales 





will continue his close association with 
the trade and concern himself with policy 
matters. He was appointed vice president 
for sales in 1939 and has been with 
Towle since 1911. 

Robert S. Adams has been appointed 
vice president for advertising in charge 
of sales promotion, publicity and adver- 
tising for the company. He joined Towle 
in September, 1944, as advertising man- 
ager. 

O. Wendell Gornall has been appointed 
vice president for sales. Since January, 
1953, he has been general sales manager 
and prior to that regional sales manager 
and assistant sales manager. He joined 
Towle in 1948. 

Arthur W. Sanders has been appointed 
vice president in addition to his duties 
as treasurer and comptroller of _ the 
company and clerk of the board. With 
Towle since 1946, he was made assistant 
treasurer in 1949; comptroller in 195], 
and treasurer and clerk in 1952. 


e 


DeHaven Joins Van Dell Corp. 
As Sales Promotion Manager 


The Van Dell Corp., costume jewelry 
manufacturers of Providence, R. L., has 
announced the appointment of J. Harry 
DeHaven as manager of sales promotion, 
merchandising and advertising. 

Mr. DeHaven has had long and varied 
experience in the jewelry field. For the 
past 18 years, he was associated with the 
Non-Retailing Co., Lancaster, Pa. as 4 
salesman, sales manager and_ buyer of 
jewelry. 

In discussing the company’s plans for 
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the immediate future, Mr. DeHaven dis- 
closed that the firm is embarking on a 
promotional program which will center 
around a group of selected wholesalers to 
be designated as authorized Van Dell 


distributors. 


J. HARRY 
DeHAVEN 


Joins Van Dell 
Corp. as Mgr. 
of Sales Promotion 
and Merchandising 





A new gift package has been developed 
for Van Dell jewelry, and it will be im- 
printed with the retailers’ own name when 
supplied in the units specified by the 
company. 


Weinacker Joins Universal 
Chain as Purchasing Agent 


Roger F. Weinacker has joined the Uni- 
versal Chain Co. of Maplewood, N. J., 
where he is serving in the dual capacity 
of purchasing agent and director of plant 
engineering research. 


ROGER F. 
WEINACKER 


Appointed 
Purchasing 
Agent at 
Universal 
Chain Co. 





Mr. Weinacker is familiar with company 
procedures at Universal as a result of his 
previous affiliation with the firm back in 
1952 following his graduation from col- 
lege. He worked in the chain department 
for six months while awaiting orders to 
report for military service. He recently 
completed two years of active duty with 
the Army Signal Corps where he served 
as an electronics repairman. 


Named V. P. 
in Charge of 
Sales of 
Waterman Pen 
Co. 


GEORGE C. HOLT 





Robert D. Howse, president of the 
Waterman Pen Co., Inc., has announced 
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the election of George C. Holt as vice 
president in charge of sales. 

From February 1954 until his present 
appointment, Mr. Holt served as general 
sales manager of Waterman. Formerly he 
was vice president in charge of sales of 
Sheaffer Pen Co. 


Briddell Executive Promoted 
Chas. D. Briddell, Inc., Crisfield, Md., 


makers of Carvel Hall cutlery, announced 
recently the appointment of Willis H. 
Briddell as executive vice president. Mr. 
Briddell has served the firm in recent 
years as treasurer. 


Mido Appoints New 
Distributor for U. S. 


The Mido Watch Co. of America, Inc.. 
has been appointed exclusive United 
States distributor of Mido Multifort Super- 
automatic watches for men and women. 

Pierre L. Poffet, president of the Mido 
Watch Co. of America, has announced 
that A. Pierre Bohy has been appointed 
sales manager. Mr. Bohy has been asso- 
ciated with the merchandising of Swiss 
watches in this country for the past 16 


years. 





PIERRE L. A. PIERRE 
POFFET BOHY 
President Sales Mar. 
of Mido of Mido 
Watch Co. Watch Co. 
of America of America 


Mr. Poffet also announced that Mido 
will continue its national advertising cam- 
paign and is planning store displays and 
other dealer aids. 

Mido’s executive offices, sales showroom 
and service department are located at 580 


Fifth Ave.. New York. 


‘Repair for Profit’ Sessions 
Held in Buffalo, Wilkes-Barre 


The most recent sessions in the schedule 
of informative “Repair For Profit Round- 
Tables” for 
local watch material distributors in co- 
Watchmakers — of 
Switzerland, were held during the month 
of February in Buffalo, N. Y. and Wilkes- 


Both were com- 


watchmakers, sponsored by 


operation with The 


Barre, Pa. respectively. 
pletely successful from the standpoints of 
audience size, interest and after-session 
discussions. 

The Buffalo meeting was planned by 
three material Buffalo Jewelry 
Supply Co.. Niagara Jewelry Supply Corp.. 


houses 











and Queen City Material Co—all of 
Buffalo. The Wilkes-Barre event was also 
scheduled by three distributors—J. H. 
Bodek & Sons of Wilkes-Barre, Watch- 
makers’ Supply House, Inc. of Wilkes- 
Barre, and Scranton Watchmakers & 
Jewelers Supply House of Scranton. How- 
ever, Wilkes-Barre was the first “Round- 
Table” at which a two-city meeting has 
been staged. 

Representatives of Jacoby-Bender, Inc., 
and L & R Manufacturing Co. were invited 
by the sponsors to address attending 
watchmakers from the local areas, along 
with The Watchmakers of Switzerland, on 
“How to Increase Sales of Watch Bands 
and Watch Attachments in your Repair 
Department,” “New Methods of Cleaning 
Watches,” and “Merchandising Repairs 
for Extra Dollars.” After the speeches, 
floor discussions were held. Refreshments 
supplied by the sponsors were served at 
the end of each session. 





Detroit Jewelry Sales Group 
Elects Zimmerman President 


The Detroit Jewelry Sales Associates, an 
affiliate of the Greater Detroit Jewelers 
Association, has elected Louis Zimmerman 
Mr. Zimmerman is Detroit 
for Elgin National 


as president. 
sales revresentative 
Watch Co. 

Other officers elected for the ensuing 
year were Phil Rothschild (Shwayder 
sros.), vice president, and Herbert Segal 
(Jacob Segal & Son), secretary-treasurer. 





was recently 
elected president of the Detroit Jewelry 


Louis Zimmerman (center) 


Sales Associates. He is shown here with 

Phil Rothschild (left), who was named vice 

president, and Herbert Segal, new secre- 
tary-treasurer. 


The Detroit Jewelry Sales Associates 
maintain offices at 1016 Michigan Build- 
ing, Detroit. The organization recently 
concluded its first Detroit Jewelry Show 
at the Hotel Statler. It was stated that 
over 500 buyers attended and 60 exhibitors 
displayed their merchandise. 


Syracuse Jewelers Open Branch 
Store in Shopping Center 


A. C. Muller & Sons, jewelers of Syracuse. 
N. Y., have opened a branch store at the 
Valley Plaza Shopping Center in Syracuse. 

A. Carroll Muller, now head of the con- 
cern, joined the store in 1919 and Carroll 
A. Muller in 1945. James W. Muller joined 
the organization in 1954. 

The company was originally founded in 
1900 and moved to Syracuse 15 years later. 
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A new record attendance of 850 marked 


the 52nd annual banquet of the New 
England Manufacturing Jewelers’ ,&. Sil- 
versmiths’ Association, held Saturday 
night, February 19, in the grand ballroom 
of the Statler Hotel, Boston. 

A group of 90 Boston wholesalers, many 
of the industry’s suppliers, representa- 
tives of newspapers and the trade press 
and government representatives made up 
the guest list. 

It was the third consecutive year the 
event, held in Providence for 49 years, 
had been staged in the more spacious ball- 
room of Boston’s Statler. 


A few minutes at the start of the ban- 
quet were devoted to a tribute to Emil E. 
Fachon, vice president of Bulova Watch 
Co. and general manager of its Providence 
plant, the immediate past president of the 
association. 

In presenting him a large sterling silver 
Paul Revere bowl on behalf of the asso- 
ciation, Stephen H. Garner, Sr., of Attle- 
boro, also a past president, spoke glow- 
ingly of his two terms as head of the 
association. He recalled his aggressive 
leadership and foresight. 





The annual banquet—the outstanding 
social event on the association’s calendar 
—has been growing in size year by year. 
Three years ago it outgrew the facilities 
of the Providence Sheraton - Biltmore 


Hotel. 


The journey to Boston has been simpli- 
fied each of the last three years by the 
running of a “Jewelers Special” train. 
More than 300 participated in the train 
trip. A stop was made in Attleboro to pick 
up a group from that area. Entertainment 
was provided during the hour’s ride. 


Upon arrival in Boston the train was 
met by a fleet of 70 taxicabs. The pas- 
sengers were whisked to the Statler to 
an evening of enjoyment par excellence. 
The special train left Boston for the re- 
turn trip to Providence at 2:00 a.m. 

Three major receptions preceded the 
serving of the banquet. The president’s 
reception feted head table guests and 
officers, directors and past presidents of 
the association. 

Wholesalers were tendered a reception 
by a group of 30 of the association mem- 
bers. A general reception also was staged. 

In a score or more hotel rooms, indi- 
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vidual firms conducted additional recep- 
tions before and following the banquet. 
An annual feature of the event is the 
presentation of a souvenir gift to each one 
in attendance. The gift is shrouded in 
secrecy until the distribution takes place. 
This year it was a_ gold-colored travel 
alarm clock in a lined, brown leather case. 


Head table guests were the Rev. Walter 
L. Sheppard, rector of All Saints’ Epis- 
copal Church, Attleboro, who gave the 
invocation; Mayor Cyril K. Brennan, of 
Attleboro; Howard H. Sweet, association 
president; H. James Stern, president of 
the Twenty-Four Karat Club of New 
York; Lester Wall, president of the 
Jewelers Board of Trade; Arthur B. 
Wright, president of the Diamond Pea- 
cock Club of Boston; Ellsworth W. Read, 
president of the Boston Jewelers’ Club; 
Joseph McDevitt, president of the Provi- 
dence Jewelers’ Club; William E. Smith, 
banquet chairman; George R. Frankovich, 
association executive secretary, and Gar- 
ner and Fachon. 





Stephen H. Garner, Sr. (center), a past 
president of NEMJ&SA, presents Emil E. 
Fachon (left) with a sterling silver Paul 
Revere bowl in appreciation of his two 
terms as president. Howard H. Sweet, cur- 


rent association president, lends Mr. 
Garner a helping hand. 


Among the guests of the association 
were J. B. Lennon, of the Consumer Dur- 
able Goods Division, U. S. Department 
of Commerce; Adm. Donald J. Ramsey 
(retired), legislative counsel of the Silver 
Users Association; S. L. Cantor, of Attle- 
boro, sales promotion manager of the 
Gold Filled Manufacturers Association, 
and William Wagner, of New York, execu- 
tive secretary of the National Jewelers’ 
Association. 

The after-dinner program featured Joey 





Bishop, humorist, and included several 
singing, dancing and _ acrobatic acts 
Among the entertainers were the well. 
known pianist-singer, Bob Howard. and 
the Blackburn twins, whose unusual dane. 
ing ability has carried them through all 
entertainment media—stage, screen and 
television. 


On the arrangements committee, in ad. 
dition to Chairman Smith, were Olof y. 
Anderson, Donald S. Bishop, Robert |, 
Brennan, Howard F. Chilson, Philip Ff, 
Leach, Thomas T. Pryor, Kenneth §. 
Randall and Charles W. Rice. 





JIC Offers Display Cards for 
Three Gift-Giving Occasions 


Between now and the end of June, three 
big gift-selling opportunities lie ahead for 
jewelers. These opportunities are Gradua- 
tion, which occurs at different times jn 
different communities; Mother’s Day on 
May 8th; and Father’s Day on June 19th, 

To help jewelers capitalize on these 
three gift-giving opportunities, the Jewelry 
Industry Council, as it has done in 
preceding years, is offering retail-jewelry 
members a special program of action. 

As part of that program, the Council 
has created and is sending to jewelers 
distinctive easel-backed window display 
cards for each of these three different 
occasions. 

In addition, for each of these three gift 
occasions, the Council is also making 
available to  retail-jewelry members, on 
request, specially prepared newspaper 
advertising copy and layouts; suggested 
copy for direct mail; and _ suggested 
scripts for radio commercials. 

Over and above this direct service for 
retail jewelers, the Council, according 
to its President, Albert E. Haase, also 
has prepared a nation wide program of 
publicity, particularly in newspapers and 
over radio, that will stress the desirability 
of jewelry-store gifts for these three gift: 
giving occasions. 





R. Wallace & Sons Offer 
Sterling Trade-In Plan 


R. Wallace & Sons Mfg. Co., of Walling- 
ford, Conn., are celebrating their 120th 
anniversary by means of a unique plan in 
sterling silver merchandising. 

From April 24 through June 30 Wallace 
national advertising will tell the public 
that retailers are offering a 52-piece set 
in any Wallace sterling pattern, in 4 
solid mahogany drawer chest (value $30) 
on a_ trade-in allowance basis. The 
customer will be given the opportunity to 
turn in up to 52 pieces of sterling oF 
plated flatware, and receive a generous 
allowance on each piece towards the pur- 
chase price of a new set. Easy payment 
terms are offered, with the turned-in silver 
for the down payment. 

Dealer advertising allowances are being 
offered, based upon the number of sets 
purchased. According to Wallace, retail 
jewelers have responded to the campaign 
with enthusiasm. 
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Obituaries 








Arthur C. Braun, 69, formerly vice 
president in charge of sales for Krementz 
& Co. jewelry manufacturers of Newark, 
N. J. died February 20 at his home in 
Summit, N. J. Surviving are his widow, 
two daughters and a brother. 

Edmund O. Debler, 60, vice president 
and production manager of J. R. Wood & 
Sons, Inc., died March 7 at his home in 
Hollis, Queens, after a long illness. He was 
also a vice president and director of Ar- 
wood Precision Casting Corp., Brooklyn, 
x. Y. Mr. Debler was known for his con- 
tributions to jewelry design and develop- 
ments in the precision casting field. Dur- 


EDMUND O. 
DEBLER 


ing World War II he became a production 
executive of J. R. Wood Products Corp., a 
defense subsidiary, where he played a 
major role in developing precision-casting 
methods that led to the winning of the 
Army-Navy “E” award for the firm. Mr. 
Debler is survived by his widow, two 
daughters, two sons, five brothers and four 
grandchildren. 

Oliver N. Ewing, 69, founder and pres- 
ident of Ewing Bros., wholesale jewelers 
of Atlanta, Ga., died March 4 at his home 
in that city. Mr. Ewing had been in the 
jewelry business since 1909. He was a 
lifetime resident of Atlanta and attended 
Atlanta public schools. Surviving are his 
widow, two daughters, a son, a brother and 
five grandchildren. 

Raymond O. Hipp, 42, prominent 
jeweler of Huntsville, Ala., died suddenly 
of a heart attack February 6 near McAllen, 
Texas, where he and his wife were visiting 
relatives. Mr. Hipp was past president of 
the Alabama Retail Jewelers Association 
and was serving as a director at the time 
of his death. All Huntsville jewelry stores 
were closed February 10 in memorium to 
Mr. Hipp. Survivors are his widow, two 
daughters, his parents and one nephew. 

Albert W. Kampf, 62, widely known 
retailer in Cincinnati, Ohio, for many years 
until his retirement in 1946, died on Feb- 
Tuary 25 at his home in that city. He was 
a past president of the Greater Cincinnati 
Retail Jewelers Association, and had served 
as a member of the board of directors of 
the Ohio Retail Jewelers Association. Sur- 
‘ors include his widow, two daughters 
and a brother, all of Cincinnati. 

Carl C. Kohl, Jr., 38, president of 
Bryce Brothers Co., manufacturers of fine 
crystal glass table ware, Mt. Pleasant, Pa., 
died March 17 following a cerebral hemor- 
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rhage. Mr. Kohl has been president of 
Bryce Brothers Co. since 1951. He formerly 
was associated with the Duncan-Miller 
Glass Co. of Washington, Pa., and Price 
Waterhouse & Co. of Pittsburgh as a cer- 
tified public accountant. Mr. Kohl is sur- 
vived by his widow, a son, a daughter, 
and his parents. 

Francis E. Nolan, 64, president and 
treasurer of the Saart Bros. Co., silverware 
manufacturers of Attleboro, Mass., died 
February 15. Mr. Nolan began his busi- 
ness career with the Saart Bros. Co. Dur- 
ing World War I he served with the Du- 
pont interests in Delaware and later for 
Winchester Arms in New Haven. Then he 
joined the R. H. White Co. in Boston for 
a time, before going to the Evans Case Co. 
in North Attleboro, where he became gen- 
eral manager. He purchased the controlling 
interest in Saart Bros. Co. in 1937 and 
became president and treasurer. Surviving 
are his widow, a son, two daughters and a 
brother. 


W. P. Lowenstein, 75, Dies; 
Prominent Memphis Jeweler 


William P. Lowenstein, president of 
Perel & Lowenstein, leading jewelers of 
Memphis, Tenn., died February 12 at his 
home in that city. He was 75 years old. 

Founded as Shaul Jewelry Co., in 1889, 
the firm was purchased by Mr. Lowen- 
stein and the late Joseph Perel in 1910, 
when they went to Memphis. In 1925, the 
store moved to its present location at 144 
S. Main St. and the business has expanded 
from a small one-floor beginning to one 
of the largest jewelry businesses in the 


WILLIAM P. 
LOWENSTEIN 


South with branch stores in Mayfield, Ky.; 
Jonesboro, Ark., and Jackson, Tenn., and 
two branches in Memphis, one at Poplar- 
Highland Plaza, and one at Lamar-Airways 
Shopping Center. 

Mr. Lowenstein had served as vice pres- 
ident and chairman of the board of the 
firm until the death of Joseph Perel in 
February, 1953. 

The two men and their families had lived 
together since they established their bus- 
ness. Mr. Perel married Mr. Lowenstein’s 
sister, who survives. 

Surviving Mr. Lowenstein are his widow 
and two sisters. 








Urie Retires From Elgin 
After 46 Years Service 


Frank D. Urie, nationally known for his 
horological research and development, re- 
tired on March 1 as director of economic 
research at Elgin National Watch Co. 

During his almost 46 years at Elgin, 
Mr. Urie played a vital role in the com- 
pany’s development of Elgiloy for main- 
springs, the Elginite hairspring, modern 
watch oils, optical projection inspection, 
a watch timing machine, Elgin’s post-war 
expansion and executive training. 

He plans to do a limited amount of 
business consultant work in the future. 


FRANK D. 
URIE 


Veteran 
of 46 Years 
at Elgin 
National 
Watch Co. 





Mr. Urie joined the after 
graduating from the University of Michi- 
gan in 1909. He helped establish the El- 
gin observatory where he was, successively, 
astronomer, assistant director and director. 

In 1928 he organized Elgin’s research de- 
partment and served as director of re- 
search until 1944 when he took charge of 
post-war planning. Concurrently he was 
superintendent of inspection, 1931-50. 

Mr. Urie established Elgin’s economic 
research department in 1950 when he was 
named to the position he held at retire- 
ment. 


company 





Wall Re-elected President of 
Jewelers’ Board of Trade 


Lester S. Wall of R. Blackinton & Co., 
North Attleboro, Mass., was re-elected 
president of the Jewelers Board of Trade 
February 18 at the annual meeting of the 
board of directors in Providence. Harry 
J. Meyers was elected an assistant treas- 
urer. 

Also re-elected were: First vice presi- 
dent, Jared FE. Allen, secretary and 
assistant treasurer of Oneida, Ltd., Oneida, 
N. Y.; Second vice president, William E. 
Smith, president Irons & Russell Co., Inc., 
Providence; Treasurer, Horace M. Peck; 
Secretary and assistant treasurer, Vincent 


F. Chapman, and Assistant treasurer, 
Edward A. Henry. 

Named to the executive committee 
Lester S. Wall, William E. Smith and 


Edgar E. Baker. 





Jamestown Jewelers 
Named to Civic Posts 

Harold E. Lynn and William Present 
have been elected to the Retail Executive 
Board of the Retail Merchants Association 
of Jamestown, N. Y., to represent jewelry 
stores. 
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Prolonged Shortage of Nickel 
Seen as Result of Stockpiling 

A scarcity of nickel, nicki ailoys, and 
several other metais may be in the offing 
as the result of the strong industrial re- 
covery and government requirements for 
stockpiling strategic materials. 

Nickel, the world’s most critical metal 
since the beginning of the Korean war, 
will remain in short supply for years to 
come. Government, however, has no plans 
now to reimpose controls. 

Total supply of world nickel expected to 
be available to the U. S. in 1955 will be 
about 295 million pounds, of which indus- 
try will get only about 200 million pounds 


for both civilian and defense needs. Most 
of the remainder will go to the government 
stockpile. Industry estimates that at least 
230 million pounds will be needed this 
year. 

Shortages of nickel have two results 
which affect other metals: many industries 
seek substitutes, such as aluminum, put- 
ting additional pressure on supplies of 
these substitute metals, and the nickel 
shortage produces a tightness in supplies 
of high grade stainless steels. Result could 
be price increases in metals, and perhaps 
late this year, some shortage of appliances 
and resulting price increases. 

Most economists don’t expect total in- 
dustry demands of metal to drop off much, 












watch sales climb... 
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a smart 
new line of 

14k gold 
bracelet watches 


Solid gold bracelet watches... 
a “must” for solid gold profits. 
; Delicately styled case and bracelet 
. in 14k gold; these masterpieces 
are the result of the finest 
artistry and skilled 
workmanship. Immediate delivery 
guaranteed. Superb 17 jewel 
Swiss movements available on 
request. ORDER TODAY! Free 
catalog of complete line and 


price list upon request, 


A W416... 
Keystone $79.50 
B W424... 
Keystone $125.00 
C W423... 
Keystone $79.50 


and Sydney Berman 
33 West 46th Street, N. Y. 36, N. Y. 











because about the time automobile produc. 
tion slackens, railroads, shipyards iat 
other big steel consumers will be increas. 
ing their demands. 


The Treasury Department reports that 
the U. S. continued to ship more gold out 
of the country than it purchased during 
1954. Net outward movement of gold hin 
this country was $326.6 million. Ip total, 
the U. S. sold $433.1 million worth of 
gold, while purchasing only $106.4 million, 

Principal purchaser of U. S. gold was 
Germany, with $225.6 million worth, {o}. 
lowed by Mexico with $80.3 million; Por. 
tugal with $54.9 million; United Kingdom 
with $50 million, and Switzerland with §99 
million. 





Pan-American Games Timed by 
Elaborate Omega Equipment 


A total of 400 special timepieces, 
ranging from simple timers and chrono. 
graphs to the most complex electronic 
instruments, were shipped to Mexico City 
for use in the official timing of the Pan 
American Games. Norman M. Morris, 
president of Omega in the United States, 
places the total value of the shipment at 
more than $250,000. 

Each timepiece passed a special 51-day 
accuracy test and was double-checked 
after arrival in Mexico and adjusted to the 
special temperature and altitude of 
Mexico City. 


Charles Sickert, 
Olympic Timing Department, looks over 
some of the elaborate equipment used in 
timing the recent Pan-American Games 


held in Mexico City. 


director of Omega's 


The equipment was supplied free of 
charge, together with the services of a 
group of technicians specially trained at 
Omega’s main plant in Switzerland. Omega 
has been official timepiece for the last 
four Olympics and was recently appointed 
for the 1956 Olympic Games to be held 
in Australia and Italy. 

Official standards have been raised even 
higher than for the last Pan-American 
Games, necessitating equipment capable 
of photographing and measuring time in 
units of one-hundredths of a second. 
Omega technicians also revealed they are 
developing experimental equipment which 
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Housewife and Milwaukee Jir. 
Win Imperial Pearl Contest 


4 Salt Lake City mother of four, who 
only wanted to win a pearl necklace for 
her daughter, ended up by wining a two- 
week trip to Japan——top prize in a nation- 
wide contest. 

Mrs. Blaine L. Perkins, 2975 Metropoli- 
tan Way, Salt Lake City, said upon learn- 
ing of her unexpected winning, “I am not 
letting myself get any more excited. | am 
just in a state of shock.” She won the 
prize in a national contest sponsored by 
Pearl Syndicate, Inc., by 
winning slogan for their 


the Imperial 
writing the 
cultured pearls. 

Mrs. Perkins entered the contest through 
the Anderson Jewelry Co. in Salt Lake 


City, a division of Zales Jewelers. Mrs. 
Perkins’ all-expense-paid trip for two, 


probably will be taken the early part of 
April and her husband will accompany 
her on the trip. 

contest 


The winning jeweler in the 





Mrs. Blaine L. Perkins, first prize winner of 

Imperial Pearl Syndicate's national contest, 

is looking over the itinerary for her trip to 

Japan. In the picture is Leo Fields, man- 

ager of Anderson Jewelry Store, on the 

right, and Mr. Perkins, who will accompany 
his wife on the trip. 


was Henry Bloedel of Bloedel’s Jewelry 
of Milwaukee, Wis. The jeweler’s prize 
was given to the store showing the best 
results in this promotion. Mr. 
Bloedel felt his store the contest 
because they have become known as the 
cultured pearl headquarters in Milwaukee 
through the constant use of Imperial 
Pearl Syndicate promotions. Mr. and Mrs. 
Bloedel plan to leave for their two-week 
paid vacation during the month of April. 


contest 
won 


Three hundred other prize winners in 
this contest have notified through 
their local jewelers. 


been 


—__—__. 


Savary Talks on Automatics 
At Buffalo and Rochester 

The Rochester Watchmakers Guild in 
Rochester, N. Y., and the Buffalo Watch- 
makers Guild in Buffalo, N. Y., held 
general membership meetings in February 
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to learn more about “The Handling and re- 
pair of Self-Winding Swiss Watches.” Jean 
P. Savary, technical for The 
Watchmakers of Information 
Center in New York City, addressed both 
groups to explain what this type of watch 
really is and how to service it. 

Mr. Savary remarked the _ self-winding 
Swiss watch has a worldwide reputation 
as the ingenious, practical and accurate 
“Timekeeper of the Future.” “Although 
it is all its reputation states,” said the 
speaker, “there is no reason to feel it must 
be a difficult or time-consuming mechanism 
to repair and service. It is really no more 
complicated than any other watch bought 
or brought into the store by the American 
consumer. The secret of successful self- 
winding servicing is to: 


advisor 
Switzerland 


“Know the watch and its mechanism, 
clean and oil it well and you will do a 
good job for your customer, your store 
and yourself!” 

The 


were 


Rochester and Buffalo meetings 
heavily attended and _ featured 
provocative discussion periods based upon 
The Watchmakers of Switzerland technical 
advisor’s speech. During the floor discus- 
were offered on 
watch repair service to consumers. It was 
suggested that customers be told what it 
takes to repair a fine jeweled-lever watch 
in terms of knowledge, time and effort. 


sions, ideas “selling” 


David R. Stegbauer of the Stegbauer 
Jewelry Co., Memphis, Tenn., has been 
elected treasurer of the Memphis Retail 


Merchants Association. 








Star Bright! Linde Stars* 
glow with an inner fire 
all their own . . . in 
heavenly settings of 14K 
White Gold inspirationally 
designed by 

Goldstein Gerson of 
New ork 


Ask for free display 
ecard in color, and 
list of manufacturing 
jewelers featuring 
Linde* Stars. 





Fascinating stars . . . once the mark 
of kings and queens .. . now 
available to your customers. Point 
by point, Linde* Stars equal the 
beauty and structure of natural stones. 
These mysteriously glinting gems 
evoke all the glamour that star sapphires 
and star rubies have whispered through 
history. Set them to suit their beauty 

. display them and display their amaz- 
ingly low prices. Linde* Stars invite 
try-ons that turn into take-home sales. 
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wo VVELERS Sei.t.. 


Bon DE’ STARS 


fee | TINGS THAT SUIT 


oe SE a Oe ae — jy ee 


CHARLES F. WINSON worvowie oistrisutor 
S80 FIFTH AVENUE, NEW YORK 36 ° COLUMBUS 5-2656 


* “Tinde’’ is a registered trademark of Union Carbide & Carbon Corp.—a synthetic gem. 
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Exhibitors Ready Fall Lines 
For Providence Jewelry Show 


Another “bigger than ever” jewelry 
showing for the wholesaler is in the 
making in Providence. 

It will be held May 1 to 13 in the 
Sheraton-Biltmore Hotel with more than 
300 jewelry lines included. 


Display space has long been _ over- 
subscribed and show manager Charles 
C. Bulkley says that applications con- 


tinue to arrive. 

Hotel facilities are being flooded with 
requests for accommodations by whole- 
salers planning to be at the show. 

More than 300 jewelry manufacturers 


are. preparing their fall lines for this 








seventh in the series of “Market Weeks” 
which the trade has found to be progres- 
sively successful. 

Their exhibits are scheduled to take up 


about 179 rooms located on the _ third, 
fourth, fifth, sixth and seventh floors of 
the hotel. 

All categories are to be 
costume jewelry, men’s jewelry, rings, 
watchbands, compacts, novelties, acces- 
sories, gold filled and sterling jewelry. 

In addition to Bulkley’s management 
direction, the program is in charge of a 
representative executive committee. On 
it are Kenneth E. Randall, general chair- 
man; Olof V. Anderson of Anson, Inc., 
and Louis F. Monte of Uncas Mfg. Co., 
advertising and publicity; Angelo Del- 


included: 





















+ * if you've checked this 
box please do not 
answer this ad at the 
present time. 


write or wire 
today for complete information 


/p\G/ 
- () INCORPORATED 


distributors of JEWELER’S “OWN” BRAND products 


260 BELLEVUE AVENUE 
UPPER MONTCLAIR, N. J. 











Sesto of Van Dell Corp. and A] Schuster 
manufacturer’s representative, rules poling 
mittee; Hyman Lisker of Jonette Jewelry 
Co., and Max Kestenman of Kestenman 
Bros. Mfg. Co., finance and room alloca. 
tion. 

Each of the six showings already held 
has surpassed previous records, and the 
formula is expected to hold true for the 
upcoming showing of fall lines, From 
present indications a new high in o 
hibitors will be established, and q record 
attendance of wholesalers from all parts 
of this country, Canada and many other 
points outside the United States, 





Providence Jeweler Named 
President of Local Hospital 


Joseph W. Ress, president of E, 4 
Adams & Son, Inc., jewelry finding manu- 
facturers of Providence, R. I., was te. 
cently elected president of the Miriam 
Hospital of Providence. 


JOSEPH W. 
RESS 


Elected 
President 
of Miriam 
Hospita 
in Providence 


Mr. Ress, a_ well-known businessman 
and civic worker, is a lawyer and a mem- 
ber of the Rhode Island Bar. Besides his 
many business activities, he is well known 


for his interest and work with educa- 
tional and_ philanthropic — organizations. 


Until his election as president of the 
Miriam Hospital, he served as a vice presi- 
dent of that institution, and as chairman 


of its committee on medical matters. 


Nassau-Suffolk Jewelers Guild 
To Hold Sales Seminar in May 


A retail jewelers’ sales and merchandis- 
ing seminar has been scheduled by the 
Nassau-Suffolk Jewelers Guild for a meet- 
ing to be held on Sunday, May 15, at the 
La Grange Hotel, Babylon, Long Island. 

An interesting and well-rounded pro- 
gram has been planned for the meeting. 
Authorities in jewelry store merchandising 
and advertising have accepted invitations 
to address the seminar. 

“Diamond Merchandising and Selling” 
is the subject that will be covered by Mrs. 
Gladys Babson Hannaford of N. W. Ayer 
& Son, Inc., New York. Also speaking at 
the seminar will be Ina Hundinger, jewelry 
merchandise manager of Life magazine, 
whose talk is titled “The Jeweler and 
Fashion.” 

Other speakers and the topics they will 
discuss are: Albert Weisberg of Albert 
Weisberg Advertising, “Retail Jewelry 
Store Promotion and Advertising”; Al 
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ine, national director of field merchan- 
ae ae the Watchmakers of Switzer- 
Se eWatch Merchandising and Selling”; 
Be William Wagner, executive secretary 
u the National Jewelers Association, “The 
Retail Jeweler and Credit.” 

The day’s activities will be climaxed by 
q cocktail party, reception, dinner, enter- 
tainment and dancing. 





Mother's Day Committee 
Offers Promotion Brochure 


A colorful brochure will be mailed free 
to retail jewelers, showing how they can tie 
their stores in with the gigantic national 
Mother's Day promotion. The National 
Committee on the Observance of Mother’s 
Day is making available to jewelers a help- 
ful display campaign which every merchant 
will appreciate knowing about. They need 
only address the Committee at 430 Park 
Ave, New York 22, N. Y. 





a8 a j 
ee er ok 
Remember Motheré= 

she never forgets: *. 


The theme for this year’s Mother's Day pro- 

motion is embodied in the slogan—''Re- 

member Mother . . . She Never Forgets." 

Reproduced here is the official poster for 
the event. 


Keeping in mind the limited space in 
jewelry stores and windows, the National 
Committee has prepared a special 22-piece 
display kit for jewelers at only $5.95, in- 
cluding window streamers, cards, pennants, 
reminder badges for sales people, etc., for 
Mother’s Day—May 8th. 

Many jewelers will offer free carnations 
to every mother who enters their stores. 
Others will feature pictures of local 
mothers; offer prizes to local mothers of 
distinction; announce free engraving on 
gift purchases during this promotion pe- 
tiod; offer Mother’s Day gift certificates, 
and in other ways make the event “second 
only to Christmas volume.” 


NRDGA to Issue Report 
On Federal Discount Clubs 


Pressured from powerful manufacturing 
and industrial groups, the Congress and 
the U. S. Budget Bureau have had some 
effect in trimming government’s competi- 
‘lon with industry, but military post ex- 
changes and employe purchasing clubs con- 
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tinue to take sales away from jewelers and 
other retailers. 

Last year, in issuing a directive against 
the use of government time, space and 
equipment to operate discount clubs, the 
Budget Bureau said that complaints must 
be specific. The Bureau’s going to get one 
soon, 

The National Retail Dry Goods Associa- 
tion has been investigating employe dis- 
count clubs in Federal Reserve bank build- 
ings across the country. Early in April, 
NRDGA will make public a scorching re- 
port showing that “small department 
stores” are operating in “direct violation” 
of the Budget Bureau directive in Federal 
Reserve buildings. 





NRDGA’s report will show that the clubs 
operate with government time and equip- 
ment; have special order privileges from 
some manufacturers, and even have mer- 
chandise samples including watches and 
jewelry in government buildings. In ad- 
dition, the clubs are operating repair ser- 
vices, such as watch, jewelry and appliance 
repair facilities. 

The report is expected to be presented 
to the Budget Bureau, the Federal Reserve 
Board, and to a Senate committee headed 
by Sen. John L. McClellan, D., Ark., who 
has sponsored an anti-competition bill in 
this session. Sen. McClellan’s bill would 
set up a “court of complaint” where busi- 
ness could air its gripes. 
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King-Size Cheeks 


await your shipment of old gold, silver, platinum, or ANY 


other precious metal in scrap, filings, polishings, solutions, 


sweeps, or sink settlings! Goldsmith’s modern methods 


and 87 years experience produce the most satisfactory 


returns . . . pay the most kingly amounts. 





Goldamith Bw 


SMELTING & REFINING CO. 


111 N. Wabash Ave., Chicago 2, Ill. 
DETROIT 


74 W. 46th St., New York 36, N.Y. 
OAKLAND 


171 








Customs Men Ask for Aid 
In Drive on Watch Smuggling 


Members of the watch industry were 
urged recently to cooperate with the Gov- 
ernment in its drive against watch smug- 
gling. This request was made by Thomas 
G. Duncan and James H. Page, agents of 
the Custom Service’s Department of Inves- 
tigation, at a special meeting of the Ameri- 
can Watch Importers Association Corp. in 
New York. 

Both speakers told those in attendance 
that Washington has recognized the fact 
that watch smuggling is rampant and that 
funds and manpower are now available to 
combat this evil. It was stated that the 


Government's investigation will be so wide- 
spread that even the eventual wearer of a 
watch, suspected to be smuggled, will be 
questioned. 

Association members were asked to co- 
operate in the campaign by reporting to 
the Customs Bureau any information that 
they may have in regard to smuggling ac- 
tivities. They were told that a sizeable re- 
ward is given to persons who furnish the 
Customs Bureau with information resulting 
in a seizure. 

The American Watch Importers Asso- 
ciation Corp. consists of approximately 48 
importers 
and assemblers, whose business is solely 


representative and_ established 


when we say ez Boxes 
we mean — STOCK Boxes * 





















” WEBSTER SAYS: STOCK means 
“An accumulated store or re- 
serve supply that may be 
drawn on at will.” This is so 


at MASON and here’s why— 








Mason has over a million boxes in stock. Deliv- 
ery is assured if you buy MASON. 


a has productive capacity of over 100,000 


boxes each day. 


4 The name MASON stands for quality and 
service. 


Three different lines of ‘‘stock"’ costume jewelry 
boxes . . . plus the popular cotton filled utility 


boxes. All in stock for immediate delivery. 









THE 


v 
DON’T BE DISAPPOINTED ON DELIV- 
ERIES — ORDER MASON AND BE SURE 








RETAILERS ... 


Please contact your material 
supplier. 


MANUFACTURERS AND 
WHOLESALERS... 

Please write us direct for 
your custom designed or 
stock jewelry boxes. 





BOX CO. 


521 MT. HOPE STREET 
ATTLEBORO FALLS, MASSACHUSETTS 


Write for full-color illustrated folder with prices of all stock boxes. 


Also Manufacturers of .....-. 


Wasen WUalmaster 


THE JEWELRY MAILING BOX 


WHOLESALERS: To contact us while attending the 


‘United Jewelry Show... call PAwtucket 3-7830 
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and exclusively the importation and as 
° ] . Sd 
sembling of Swiss watches, 


RJA of Greater New York 
Installs New Officers 


New officers of the Retail Jewelers Asco. 
ciation of Greater New York were installed 
at a meeting held on the evening of 
a 2 at Rosoff’s Restaurant, Ney 

Louis G. Bernstein, attorney for the 
association, capably handled the duties of 
installing officer. 

Installed as association officers were: 
Harry Levenstein (H. Astor, Inc.), presi- 
dent; E. Werner Gross (Ditmars Jewelry 
Shop), treasurer; Ben Schwartz (Sch. 
wartz’s Shop), secretary, and 
Alex Siegel, sergeant-at-arms. 


Jewelry 


Four new vice presidents were also 
installed at the meeting. They are: 


Harry Brown of Brooklyn; Samuel Steiner 
(A. A. Webster & Co.), New York: 
Dominick D’Elia (Arcade Jewel Shop), 
Long Island City, and Maxwell Mittleman 
(Stewart Jewelry & Optical Co.) Bronx. 


Jewelers Fraternal Association 
Elects Carling as President 


The 40th annual meeting of the Jewelers 
Iraternal Association of New York was 
held Mareh 10 at 54 Broad St., New York. 
The main purpose of the gathering was 
the election of new officers which resulted 
in the naming of Jack W. Carling (Na- 
tional Jeweler) as president for the en- 
suing year. He succeeds A. V. Ansel (Tue 
Jewecers’ CrircuLar-KeystTone). 

Other officers elected were George Rout: 
berg (Everfine Jewelry Mfg. Co. and Tru- 
Kay Mfg. Co.) as vice president, and 
Charles A. Parker (H. F. Barrows Co.) 
as secretary-treasurer. 


JACK W. 
CARLING 


New President 
of Jewelers 
Fraternal 
Association 
of N.Y. 


Mr. Carling, newly-elected president, also 
serves as president and chairman of the 
board of governors. Retiring president A. 
V. Ansel will also serve on the board for 
one year. 

Other board members are: Henry Edin- 
ver (Harvey & Otis, Inc.) and Bert E. 
Armsheimer (Chas. Armsheimer & Son), 
who were elected for a term of two years; 
and Ezra W. Frizzell (Gemex Co.), who 
was named to a one-year term. 

Serving the last year of a two-year lerm 
are Dave Weinberg and Geo. Sternecker 
(Van Dell Corp.). 
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ay NEWYORK 


¢ Black, Starr & Gorham, Fifth Ave. jew- 
elers and silversmiths, have announced the 
appointment of Kenneth Van Atten as dia- 
mond buyer. Mr. Van Atten, who has been 
active in the field for 26 years, was for- 
merly with Mermod, Jaccard & King, St. 
Louis, where he was employed in the same 
capacity. 

4 The Holzer Watch Co., 501 Fifth Ave., 
New York, sole distributors of Tissot 
watches for the U. S., were hosts last 
month to a distinguished visitor—Louis 
Weibel, general manager of Chs. Tissot 
Et Fils, S. A., Le Locle, Switzerland. Mr. 
Weibel has returned to Switzerland after 
completing virtually a round-the-world visit 
to all distributors of Tissot watches. 
(Heller Bros. & Co., manufacturers of 
“Her Majesty” diamond rings, moved last 
month to new quarters at 71 West 47th 
St. New York. The firm was formerly 
located at 31 West 47th St. 

qRalph Aminoff, president of Ralph 
Aminoff, Inc., importers of precious stones 


at 607 Fifth Ave., New York, was sched- 


uled to return late last month from an 
extended stone buying trip. He went 


abroad last December and during his long 
journey, made almost entirely by air, he 
visited Paris, Bombay, Cambay, Ahmeda- 
had, Jaipur, Delhi, Calcutta, Burma, Ran- 
goon, Bangkok, Ceylon, 
Israel, Rome and London. 


Cairo, Athens, 
(The 28th annual exhibit of jewelry de- 
signs created by students in the class con- 
ducted by Christian A. Jakobb will be held 
April 7 at Mechanics’ Institute, 20 West 
Mth St. New York. The exhibit will be 
open from two to six P. M. for members 
of the trade and official representatives of 
trade associations, schools and_ colleges. 
The public will be able to attend the show- 
ing from seven to nine-thirty P. M. 

(An expansion move to new and larger 
quarters was made recently by the Marhill 
Co, Ine, New York jewelry manufac- 
turers and distributors. The firm, formerly 
at 235 Fifth Ave., has moved to a new 
location at 236 Fifth Ave. 

4 Monroe Sherman. president of the Amer- 
ican Silver Co., Inc., Flushing, N. Y., has 
been awarded the annual Free Enterprise 
Award by the American Heritage Founda- 
tion. Mr. Sherman’s firm is one of the 
leading producers of high precision metals 
that go into the making of electronics, air- 
craft, electrical and communications equip- 
ment, 

(W. Waters Schwab, president of J. R. 
Wood & Sons, Inc., New York, will be 
chairman of the jewelry division for the 
1955 April Cancer Crusade of the New 
York City Cancer Committee. In addition 
to Providing 1l free services to cancer 
patients, the New York City Cancer Com- 
mittee, local division of the American Can- 
ter Society, contributes to promising re- 
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search and maintains public and_profes- 
sional education programs. 


Maiden Lane Outing Club 
Elects Walden as President 


Al Walden (Longines-Wittnauer Watch 
Co.) was elected president of the Maiden 
Lane Outing Club on March 10 at a meet- 
ing of the group held at 54 Broad St., 
New York. He succeeds Dave Levy (Elgin 
National Watch Co.). 

Named as vice president was Arthur F. 
King, while Joseph H. Frier, Jr.. was re- 
elected secretary-treasurer. 


AL WALDEN 


Named as 
New President 
of Maiden Lone 
Outing Club 


teD 


The annual meeting was held just two 
weeks to the day after the Club’s 31st an- 
niversary dinner. This gala event was held 
on the evening of February 24 at the Brass 
Rail Restaurant, 40th St. and Park Ave. 

This year’s affair, like similar past ban- 
quets, was a smooth-running, entertaining 
event. It featured a delicious meal, a fast 
and lively floor show, and the presentation 
of a Waterman “Sapphire” pen as a sou- 
venir. 


Prominent N. Y. Jewelers 
Solicit Funds for Red Cross 


\ soliciting committee sought contribu- 
tions for the current Red Cross campaign 


last month from members of the jewelry | 


and allied trades in New York. 

Henry Peterson (Feature Ring Co.) 
served as chairman of the jewelry and 
allied trades group in the campaign’s mer- 
chandise section. 

Serving with Mr. Peterson were: Gerald 
Rosenberger (Coro, Inc.) ; Harry Bromley 
(National Jeweler); Dave Kay (Jacoby- 


Bender, Inc.); Benjamin Ende (Jonell 
Mfg. Corp.);: S. C. Taormina (Platers 


Research Corp.); Jimmy Thiese 


Foss Co.): William E. 


Cotter 


ner (L. & M. Kahn & Co.); John W. 
Colgan (Handy & Harman, Inc.) ; Robert 
Dreher (Dreher Bros. & Wider), and 


Stanley Moser (Louis Aisenstein & Bros., 


Inc.) 





(Acme 
Ring Mfg. Co.); Jules Baden (Baden & 
(Union | 
Carbide & Cerbon Corp.) ; Irving Cooper 
(Elgin Silversmith Co.) ; Herbert L. Gard- 











Grown by 
Living Oysters 
—__—____— ‘ 








NECKLACES and EARRINGS 
at attractive prices 








ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 











Manufacturer to Retailer 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


| Fantasy of Demels 
18-20 W. 31st St., New York 1, N. Y. 
| “ORIENTA” 
CULTURED PEARLS 
of QUALITY 














Lous Thrisue Ye 


65 NASSAU STREET WE Ww YORK 


DIAMONDS 


IMPORTANT SINGLE STONES IN FANCY AND 
ROUND — RARE COLORED DIAMONDS 


WRITE, WIRE OR PHONE 


MARTIN |. HARMAN 


36 West 47 Street New York 36, N. Y. 
PLaza 7-2546 








































THE GUARANTEED eaaee a 
| ACON WATCH CROWN CO. 
| 50 Eldridge St., New York 2, N. ¥, 

Manviowurere of Gold Filled Crowns 


plete line ding waterproofs 
Sold through Wholesolers & Jobbers 


FAST * DEPENDABLE 


Watch Dial 22 
Refinishing 


sac WATCH DIAL CO. 


Refinishing if you scratch or mar 
Dial when fitting to movement! 64 Nassau Street 
N.Y. 38,N. Y. 








| 
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1 YEAR WRITTEN GUARANTEE 
ON ALL OUR WORK 
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Cyclol ii 


TREATED 
DIAMONDS 


in beautiful green and 
golden colors of high bril- 
In various sizes at 
Write, 
wire or phone for further 
details. 

THEODORE MOED 


An Original Distributor » * 
10 West 47th St. 
New York 36, N. Y. 
JU 2-1994 


liance. 


attractive prices. 
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373 WASHINGTON ST., BOSTON 8, MASS. 


a if; er | Pails 


KIBITZ AND COMPANY 


IMPORTERS 


545 FIFTH AVE. NEW YORK 17, N. Y. 
MUrray Hill 2-3432 




















Tarnish-Preventive 


SILVERWARE CHESTS 


Lined with Paeifie Silver Cloth 
Finest Quality Fully Guaranteed 
send for illustrations and price list 


EUREKA MFG. CO., INC., Taunton, Mass. 


Makers of Silverware Protection—Rolls, Bags, Cases 
and Chests Since 1926. 











CATALOG EXECUTIVE AVAILABLE 


Complete working knowledge of mail order and pre- 
mium catalogs. Years of experience in lay-out, make- 
up, production, sources and markets. Capable of full 
responsibility. Best references. 


Address Box ''E., 2200'' 


Jewelers’ Circular-Keystone 
100 E. 42nd St. New York I7, N. Y. 

















Sold only direct to Retallers 
WELLS MFG. CO. ATTLEBORO, MASS. 
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q Tne New England Guild of the Ameri- 
can Gem Society held its meeting at the 
Hotel Statler on March 17, where the sixth 
in the series of tape-recorded lectures pre- 
pared by the GIA, was given. This was 


| entitled “Inclusions in Gemstones, Part 1.” 





A short written quiz followed the usual 
laboratory session. 

q Members of the board of directors of 
the Diamond Peacock Club have completed 
all arrangements for the club’s 10th an- 
nual dinner-dance at the Hotel Somerset 
on April 30—‘‘with the most beautiful gift 
ever presented by the club” as a souvenir 
of the occasion. Details in next issue. 

q As this issue went to press, the Mahar 
& Engstrom team of the Boston Jewelers 
Bowling League had crept up in second 
place to only two points behind the lead- 
ing A. Stowell team, and competition dur- 
ing the final rolling was very keen. A 
playoff of a tie game also is scheduled, 
and the date and place of the annual din- 
ner had not been fully decided upon as 
this issue went out. More details next 
month, 

q Henry J. Haselton, of the Haselton Co., 
Jewelers Building, and a member of the 
Boston Jewelers Club, died at his home in 
Winthrop, Mass., on February 24. 

4q Plans were complete, too, for the annual 
meeting, dinner, and entertainment program 
of the Massachusetts and Rhode Island 
Retail Jewelers Association at the Parker 
House, Boston, April 13, as this issue went 
to press. Complete story in the May issue. 
q At Newburyport, Mass., a new two-year 
contract was announced on February 26 by 
Towle Silversmiths and Local 19 of the 
International Jewelry Workers, AFL. No 
wage changes were included, but numerous 
fringe .benefits were adopted. An addi- 
tional paid holiday—Washington’s Birth- 
day—has been added to the seven already 
granted Towle employes. In addition, the 
company, which previously paid about 65 
per cent of employe insurance, will now 
pay all of it. 

q After 42 years of operations, A. Frisch 
& Co., Inc., 306-7 Jewelers Building, was 
liquidated as of March 15. 

q William Seletsky opened a new stere at 
49 Asylum Street, Hartford, Conn., on 
March 1, trading as the Sterling Jewelers. 
q E. Louis Canner, former manager of 
Pond Jewelers, 270 Broadway, Chelsea, 
Mass., has accepted a position with Kauff- 
man’s Jewelers, St. Petersburg, Fla. 

4q Three birthdays were celebrated on the 
same day, March 7, at the Hub Material 
Co., 408-11 Washington Building, with a 
big cake for Edward Marcus, Leah 
Kritchmar, and Thomas Finnerty. Mr. and 
Mrs. Samuel Freedman of the same firm, 
spent the month of March in Florida. 

4 Norman and Leo Alie, of Alie Jewelers, 
Dover, N. H., recently returned from 








EW ENGLAN| 


Meriden, Conn., where they spent several 
days at the “Silver College” as guests of 
the International Silver Co., under the 
direction of Mrs. Cindy Haskins, 

q Mr. and Mrs. Philip Brault, and children 
Marene and Philip, Jr., of Phillips and 
Lucas, jewelers of Montpelier, Vt.. 
the month of March in Florida. 

q W. Henry Burke, of Berklea Jewelry Co, 
Winthrop, Mass., suffered a heart attack 
recently, and has been in the Mercy 
Hospital, Springfield, Mass. ; 
q Al. Ettinger, of Albert Ettinger, Inc, 
Bromfield St., Boston, was operated on 
in January and has been recuperating at 
his home. 

q Nathaniel I. Goodman, 1006-7 Jewelers 
Building, member of the ring committee 
of the National Wholesale Jewelers 
Association, attended a meeting in Provi- 
dence, R. I., February 3, of the Jewelry 
Industry Council. 

q Two prize winners on the staff of the 
Travis, Farber Co., 909-11 Jewelers Build. 
ing, are Charles Ross, manager of the 
firm, who exhibited his Cocker Spaniel, 
Duchess, at the Eastern Dog Club Show, 
February 22-23, and walked off with a 
blue ribbon in the advance class; and 
Mrs. Rose Marshall, bookkeeper, whose 
pecan pie won second place regional 
honors in the recent Pillsbury baking 
contest. 

q Robert “Bob” Johnson of Parker Pen 
Co., Boston, postcards from Miami Beach, 
Fla., where he spent a_ short vacation 
during Washington’s Birthday week. 

q Harold Price, of I. Alberts Sons, 8th 
floor, Jewelers Building, is back on the 
job following a month away during which 
he was operated on at Beth Israel Hos- 
pital. Herbert Singer, formerly of Modern 
Jewelers, Norwich, Conn., is now traveling 
for the Albert’s firm, covering Connecticut. 
q Due to a change in plans, Edward 
Eskow, of Miami Beach, Fla., who was to 
represent Louis F. Guiness, Inc., with a 
line of Integrity Rings, will not cover the 
southern territory as announced. He 
remains, as before, with Imperial Pearl 
Syndicate. 

4’ Two New England jewelers are off for 
Bermuda—Mr. and Mrs. Chester Perry 
of Houlton, Me., and Mr. and Mrs. “Mike” 
Harrington, of Newport, N. H. 

4 Seth Greene, younger son of Frank 
Greene, 610 Jewelers Building, and now 
stationed with the U. S. Air Force i 
Scotland, was sent to Germany recently 
to attend a baseball coach’s school. While 
in Scotland, he formed the first baseball 
team at his base. 

4 Mahar & Engstrom, 405-412 Jewelers 
Building, have installed an attractive new 
pegboard display for watchbands and 
straps. 


spent 
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4 Mr. and Mrs. Frank Richards, store | 
managers at the W alter J. Johnson 
jewelry store, Winsted, Conn., purchased 
the place on March 2, and will operate 
it as F. and G. Richards. 

4 During the Spring Gift Show at the 
Parker House, Boston, March 6 to 10, 
p. C. Percival & Co. featured a showcase 
containing most of the items to be pictured 

in a double-spread advertisement in Life | 
magazine on April 25, sponsored by | 
jewelry wholesalers of the country during 
National Jewelry Week. Copies of the 
advertisement were used in the exhibit. 

4 Clarence Lund, of Lund _  Jéwelers, 
Clarendon St., spent the month of March 
in the ski areas of Switzerland, Austria, 
and Germany. 

4 The words “and Son” have been added 
to the firm of Patrick Marino, 713 Wash- 
ington Building. Patrick, Jr., having 
joined his father on February 15. 

4 Miss Josephine Bazner, bookkeeper with 
J. & S. S. DeYoung, Inc., 517 Washington 
Building, left that firm on March 1. 

q Arthur Coon, Salem, Mass., jeweler, 
spent a few weeks in Florida in March, 
recuperating before entering a_ hospital 
for an operation later. 

4Shirley Jewelry Co. 139 Shirley Ave., 
Revere, Mass., is out of business tempora- 
rily until new quarters are found, following 
a recent fire. 

4 Edwin Brown, of Barry & Epstein, 
400-402 Washington Building, has left 
that firm to go on the road for another 
concern. David Ellison, formerly with 
the firm, is back as inside salesman after 
Army service. 

q Henry Kamlot, 307-311 Washington 
Building, an ardent skier, reports condi- 





tions in New England the best for years, 
getting in a lot of his favorite sport. 
4The M. Leventhal Co. moved from 
Scollay Square, Boston, to 10 Boylston St. 
on March 1. 


( Robert Corey, formerly with Day Jewelry | 


(Co., opened a new store in Madawaska, 
Maine, on April 1. 


(The quarters of Roberts Jewelry, 


Elm St., Manchester, N. H., was destroyed | 


during a $1,000,000 fire there on March 3. 
The firm plans to reopen shortly at a 
new location nearby on Elm St. 

«Mr. and Mrs. Wilmot “Bill” Schwind 
of R. C. Jewelry Co., Rumford, Me., spent 
the month of March in Florida. 

(Joseph and Clara Jason, jewelers of 
Manchester, N. H., left for Europe on 
March 18 as winners of a recent General 
Electric contest. 

(Mrs. Arthur Wright, wife of the presi- 
dent of the Diamond Peacock Club, is 
recuperating from a broken hip which 
kept her in the Glover Memorial Hospital, 
Needham, Mass., for several weeks. 


(Phil Webber, of Mahar & Engstrom, 
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Jewelers Building, reports that while in 
Houlton, Me., on February 24, 102 inches 
of snow completely buried his car just 
outside the hotel. Fortunately, he had 
a shovel along, and was able to dig out 
of the drift. 

q Brassard Jewelry Co., Manchester, N. H., 
has added a new china, crystal, and gift- 
ware department. 

q Albert Currier, of Jason Jewelry Co., 
Manchester N. H., has taking a 
six weeks’ course at the Gemological 
Institute of America in New York City. 
q Solomon Cote of Fort Kent, Maine, 
probably chalked up the record for travel- 
ing the longest distance to attend the 
Spring Gift Show at the Parker House, 


been 


March 6. During his trip, he went 
through a storm which dropped 24 inches 
of snow. 

q Louis Lemay of Lemay Brothers, 


jewelers, Manchester, N. H., injured his 
knee and smashed up his car in a recent 
automobile collision. 

q George M. Ficara and his son, Gregorie, 
of Ficara Jewelers, Springfield, Vt., both 
received master Mason degrees on March 
25. They are members of St. John’s Lodge 
#41, F & AM, Springfield. 

q Samuel Levy, vice-president of Thomas 
Long Co., is back from a Florida trip. 
Frank Ames, silver buyer, spent the month 
of March in Florida. Allen Davidson, 
treasurer, also was in Florida. Forest 
Davidson, president, has been on_ the 
sick list for several weeks. Mrs Mary 
Rathburn and Miss Ida Jerrett, of the 
office staff. have been on a three weeks’ 
trip to Mexico. 


Joins 
Wyler 
Watch 

Agency, Inc. 


JAMES 
BRIDGES 





James Bridges, for nine years a New 
England salesman for Smith & Zaff, 
Boston wholesalers at 373 Washington St., 
left that firm on March 18 to join the 
Wyler Watch Agency, Inc., New York, as 
sales representative in New England and 
New York State. 


Pober Named Gen'l. Mar. 
Of Ira Harmon Co., Inc. 


Don Pober has been appointed general 
manager of the Ira Harmon Co., Inc., and 
its subsidiary, Harkin Affiliates, Inc., 
331 Madison Ave., New York. 

His appointment was announced by 
Ira A. Harmon, president of the company 
which specializes in molded rigid plastic 
boxes. 

Mr. Pober has been with 
companies for three years. 


the two 








ENGRAVE 


YOUR OWN JEWELRY 
IN STORE—SHOP—FACTORY 





to Motor 

Use 

| | Model 
——.... CNP 


stainiess steel, 
geld, silver and 
other metals 


FOR STEEL ENGRAVING 
ON A WIDE RANGE OF 
JEWELRY WORK— ~~ 
The 3D-5 Panto Engraver: | % 
Cuts medallion, ring 
and jewelry dies, steel 





stamps or any bas-re- 
lief design. Use it for 
2D lettering in name- 
plates, signs, etc. 





A Full Line Of Engraving 


Equipment and Accessories 
TRADE MARK 








Write for illustrated 
literature and indicate 
work you wish to do. 


PANTS 


H. P. PREIS ENGRAVING MACHINE CO. 


657 U. S. Highway 22 Hillside, N. J. 
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VDIAMOND PEGWORK 
ON ALL RING MOUNTINGS 


Serving several large Ring Mfrs. 
who have continued to be our 
satisfied customers. 


e QUALITY & SERVICE 


HAS BEEN OUR MOTTO 


° 20 YEARS EXPERIENCE 


on Gold & Platinum Settings 
Write for further particulars. 


*MEL REINA 


56 W. 45th St. New York 36, N. Y. 















MONDS 


1A ANTWERP 


ROM 
direc oe W.GOTTS MANN 


i 





DIAMONDCLUB ANTWERP ‘Belgium 
AIRMAIL FOR FREE CATALOGUE! 








BAROMETERS 


Mr. Jeweler! Bid you can’t 


m on 
eke money watches, put in a 
tailing from $10 to $16. 
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Featuring Genuine 


BLACK STAR 
SAPPHIRES 


Finest Cut Genuine 


BLUE SAPPHIRES 


GOLDEN, BLUE AND 
WHITE ZIRCONS 


Also Other Unmounted Stones 


WALTER S. ARNSTEIN 
|W. 47th St. New York 36, N. Y. 
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£46 PHILADELPHIA 


q Members of the General Alumni Society 
ot the University of Pennsylvania had the 
pleasure of reading an account of the 
Koh-I-Noor diamond written by Myer B. 
Barr ot the Associated Barr Stores, in the 
General Magazine & Historical Chronicle 
published by the University. The ten-page 
article treated the subject in a more 
scholarly style than would be possible in 
a popular magazine but retained human- 
interest and dramatic incidents for reader 
interest. The article the 
current fall-winter issue. 

4q Cartige Jewelers, who moved last autumn 
from 509 S. Broad St. to 1833 S. Broad, 
take advantage of vastly improved dis- 
play facilities by increasing displays and 
stocks of jewelry merchandise. But no 
“non-jewelry” sidelines are contemplated 
for Cartige remains a “strictly jewelry” 
store. Mrs. Esther Hoffman, who bought 
the business from Louis R. Linet, conducts 
a recurrent sales contest among personnel 
of the store to foster efficiency in selling. 
q Recording machines have recently been 
added to the merchandise of Jack Wainer’s 
jewelry store at 1548 N. 7th St. This 
unique store has been operating for about 
a year and a half offering credit terms to 
Philadelphians of Venezuelan nativity, 
Puerto Rican and other Spanish-speaking 
people. 


appeared in 


Miraculous medals are a staple 
leader in this business, with other standard 
items also popular. 

q Herbert Solomon had added luggage, 
radios, silver hollowware and small appli- 
ances and extended the giftwares depart- 
ment of his business since his removal in 
September 1954, from his smaller store 
two doors away, to his custom-designed 
and built ultra-modern store at 1258 
Kaighn Ave.. Camden, N. J. He has also 
enlarged advertising to include a listing in 
the Philadelphia Telephone Directory. 

q Samuel Neiderman. owner of Neid’s 
Jewelers, 1305 Market St... Philadelphia, 
passed away suddenly February 6th at 
his home at 1301 Godfrey St. Mr. Neider- 
man was believed to have been in good 
health and his death was a shock to 


SAMUEL 
NEIDERMAN 





his family, friends and business acquaint- 
ances in the jewelry field where he was 
well known. He entered business in 
Philadelphia in 1914 and moved to 1305 
Market St. thirteen years ago. He was a 
member of the Retail Jewelers Associa- 





tion of Philadelphia and Eastern Penn, 
sylvania, and a Mason. For several years 
he also operated a jewelry store at 2651 
Germantown Ave. which was managed by 
Mrs. Neiderman. In 1950 this was closed 


and Mrs. Neiderman assisted jn the 
Market St. store on busy days and especial. 
ly during holiday seasons. She and 


Clayton Neiderman, their son, who has 
been associated with his father’s store 
for some years, will continue to operate 
the business at 1305 Market. 

q A new way to gain favorable publicity 
and recognition—have someone _ build 
houses for which you are a landmark. Of 
course this advice is a bit like saying 
“select the right parents to assure your. 


self a long life,” but it seems to have 
worked for Marston’s jewelry store at 


Runnemede. Directions in all the Phila. 
delphia newspapers for getting to the 
new development of homes known as 
*“Runnemede Gardens” read: “Down Black 
Horse Pike ..... turn right at Marston’s 
Jewelry Store... ”. 
q M. Simon and Co. of 6573 Roosevelt 
Blvd. & 1222 Market St., Philadelphia, 
“jewelers for three generations,” are 
promoting interlocking diamond 
“for mass diamond. brilliance.” 

q Charles Shellinger of 27 S. 17th St. is 
experimenting with advertising in trade 
union papers. 

q Mark Sohmer of 5937 Lansdowne Ave., 
makes the most of manufacturers’ display 
material both in the window and in-store 
displays. He tells us one of the most 
attractive and “pulling” displays has been 
an earring fixture. 

q Diesinger’s Jewelers at Suburban Square, 
Ardmore, Pennsylvania will soon be the 
site of much cooperative activity with 
committee members working on Devon 
Fair Day. A_ string band, visiting 
celebrities, contests and goods offered on 
booths in this shopping center are high- 
lights of this affair which raises money 
for the Bryn Mawr Hospital, And 
traditionally the socialites who are re- 
sponsible for the event make their “field” 
headquarters at Diesinger’s store. 

€ Diesinger’s Chestnut Hill _ store 
will in the Chestnut Hill 
Flower Mart the last week of April. 
Each participating merchant displays 
flowers entered in a contest by various 
garden clubs. Prizes are given similar 
to those in any flower But the 
flowers are shown in merchant's windows 
and in front of their stores where cus- 
tomers can’t help noticing the store 4s 
well. : 

4 William J. Glatz of 6435 Rising Sun 
Ave. is now importing his own cuckoo 
clocks. 

q@ Carl A. Doubet, jeweler at 8th & 
Edgmont Ave. in Chester. Pennsylvania has 
opened another branch in the Wilmington 
Merchandise Mart at Edge Moore, Del. 
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es are stressing nationally adver- 


h stor 
a brands in newspaper promotions 
oe are making extensive use of manu- 
an 


facturer'S literature. 
4 Colors rather than types of merchandise 
vreate the harmony in the Bailey, Banks, 
Biddle windows which have attracted 
: much attention recently. In one 
exquisitely beautiful window, aquamarine 
_the March birthstone—was enhanced by 
a blue-gray setting. Felt display forms 
were of two tones of gray. Handbags, 
one very dressy daytime bag and a 
dittering beaded evening bag, were of 
ant and gray-blue. A touch of pink in 
another bag of which just a trifle was 
visible and in a figurine which was 
predominantly shades of blue. In an 
adjacent window the bloodstone was shown 
yith shades of blue-gray and a steel- 
gray handbag. 

(Alvin Freemount, of 4750 York Road, 
auctioneer with extensive experience in 
handling the liquidation of jewelry stores, 
has purchased a half interest in a large 
auction gallery located in Fort Lauderdale, 
Fla. known as the Las Olas Art Gallery, 
107 E. Las Olas Blvd. During the 
winter months Freemount disposes of 
jewelry and other merchandise sent from 
<urces throughout the country. In the 
Spring and Summer months he is planning 
to resume road sales especially of jewelry 
stores and jewelry merchandise. 





Hamilton Watch Co. Announces 
Winners of Display Contest 


Winners of the Hamilton Watch Com- 
pany’s nation-wide window display con- 
test, in which jewelers throughout the 
United States participated, were announced 
recently. Prizes were awarded to con- 
testants who best utilized the three-piece 
display given to jewelers using Hamilton’s 
Christmas multi-colored catalog that was 
frst published in Coronet and then made 
available as a mailing piece. 

The two winners of first prizes each re- 
ceived a seven-day all-expense-paid trip 
for two to Bermuda from their home cities. 
They are: Mrs. Lenore Jones (The Jewel 
Shop), Huntington, Ind., and T. Archer 
Brown (Morgan’s Jewelers), Lansing, 
Mich. 

A $250 Lady Hamilton diamond-set 
watch was presented to Mrs. Ann Lunzman 
(Proper Jewelry) Auburn, Nebr., and Al 
Vasley, Plymouth, Pa., both second prize 
winners, 

Each of the following third prize win- 
hers were presented with a $50 U. S. Sav- 
ings Bond: Walter Dorn, Pasadena, Calif.; 
Marion Avery (Avery Jewelers), Lowell, 
Mich.; Daniel J. Morgan (Morgan Jewel- 
ets), Rochester, N. Y.; Mrs. Loretta K. 
leh (R. S. Leh Jeweler), Kutztown, Pa.; 
Mrs. Dorothy G. Schwemmer (Arthur 
Schwemmer) , Reading, Pa.; Walter Cook 
(Frank Clark’s) Wilkes-Barre, Pa.; Mrs. 
Fred S, Pinkney (Baird-North Co.), Provi- 
dence, R, I.; Norman Robinson (Tilden- 
Thurber Corp.), Providence, R. I.; Mrs. 


Thelma G., Berry (Buckingham-Flippin), 
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Lynchburg, Va., and Marian L. Blessing |! 
(Blessing’s Jewelers), Kent, Wash. 

The twenty fourth prize winners each 
received a $25 U. S. Savings Bond. 

In all instances, store managers or own- 
ers of the stores, which had winning con- 
testants, also received prizes. 


The contest judges included Lansford 
F. King, editor of THe Jewerers’ Cir- 
CULAR-KEysTONE; William Wagner, execu- 
tive secretary of the National Jewelers As- 
sociation; Paul O. Shields of the Reuben 
H. Donnelly Corp.; Charles M. Isaac, 
executive vice president of the American 
National Retail Jewelers Association, and 
William H. Glover of the Sweeney Litho- 
graph Co. 





Furman and Limoncelli 
Purchase Elmira Store 


Mrs. Vivian C. Furman and Joseph T. 
Limoncelli have purchased the jewelry 
store at 106 N. Main St., Elmira, N. Y., 
formerly operated by Dee Stores Inc. The 
new owners plan a formal reopening under 
the name of Furman Jewelers. 

The new owners were formerly associa- 
ted with Alpert’s Jewelers at 111 E. Water 
St., Elmira, where Mrs. Furman was 
manager. Mrs. Furman has been in the 
jewelry business in Elmira for 33 years 
and Mr. Limoncelli has nine years experi- 
ence, 





A TYPICAL B. DAVID VALUE 





HERE'S PROFIT FOR YOU! B. David gives you 
fast selling, high profit designs of un- 
equalled brilliance, guaranteed crafts- 
manship. Sold only to you, the jeweler. 


PINS * NECKLACES * EARRINGS 
EASTERN STAR * CROSSES * JEWELRY 


Dasignac to be ston 


amd admined 


manufacturer 


Cincinnati 19, Ohio 



































IMPORTED HECO 
HAS OLD WORLD 
CHARM 


#1250. Charming 
Louis XV_ musical 
alarm clock plays two 
melodies. Fine 7 jewel, 
1 day movement. Lu- 
minous dial. Available - 
in eight colors, 22K 
gold trim, and hand 
painted floral designs. 


Size 62/3” x 41/3” 
$26.00 Keystone. 
Nationally Advertised. 


SEND FOR 1955 
CATALOG AND 
PRICE LIST. 


HenryCoehlerCo., 


Inc. 
101 Fifth Avenue 
New York 3, N. Y. 
1524 Merchandise 
Mart, Chicago, Ill. 




















Sterling 
Hatware 


Inactive and Obsolete 


We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large — active, 
inactive, or obsolete, new or 
used. 


We are also interested in co- 
Operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


Jutius GOODMAN & SON 


Memphis Jewelers Since 1862 


77 MADISON AVENUE 
MEMPHIS, TENNESSEE 














ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





Stiverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 

References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Boord of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 











ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY © 


5 HOPKINS PLACE, BALTIMORE, MD. 

















Indian Jewelry 
Made by the Hopi, Navajo 
and Zuni Indians. 
Wholesale only. 


INDIAN CRAFTS 


WICKENBURG ARIZONA 














178 





q The Abe Schwartzman Co., jewelers of 
St. Louis, Mo., announced recently the 
removal of their office and shop to new 
quarters at 721 Olive St. The firm was 
formerly located at 613 Locust St. 

q The closing of Maschmeyer-Richards 
Silver Co., 315 N. Seventh St., St. Louis, 
Mo., which had been in business for 49 
years, was announced recently. The com- 
pany was established in April, 1906, by 
August Maschmeyer and D. P. Richards, 
who have died. In 1953 D. P. Richards, 
Jr., became president and has held that 
position until the present. The firm’s entire 
stock has been sold to the Famous-Barr 


Co. 


Baltimore-Washington News 


q Jerry Klauber, a law student at the Uni- 
versity of Maryland and son of Ed Klauber 
of Leon Levi, Inc., Baltimore jewelers at 
316 W. Lexington St., was inducted into 
the U. S. Army and is now serving at Camp 
Rucker, Ala. 

q George McBride has been re-elected 
president of the Leon Levi Employees 
Credit Union. The group, which operates 
strictly for the benefit of the firm’s em- 
ployees, will stage its second annual dinner- 
meeting at the Park Plaza Hotel, Balti- 
more, on Saturday evening, April 2. 

q Aaron Bass, who was formerly employed 
by Roberts Square Deal Jewelers and also 
by Crown Jewelers, purchased the jewelry 
store which had been operated by the late 
William Justis. The shop is located at 
5232 York Road, Baltimore. 

@ Mr. and Mrs. Julius H. Wolpe of the 
Julius H. Wolpe & Co., 3322 14th St., N.W., 
Washington, D. C., vacationed during most 
of March in Miami Beach, Fla. The Wolpe 
company also operates another store in 
College Park, Md. 

q Norman Greene of M. Greenebaum & 
Sons, 2200 E. Monument St., Baltimore, 
returned recently from a vacation trip to 
Nassau. 

q Sol Helfstein, former manager of David’s 
Credit Jewelers, 67 Main St., Ellicott City, 
Md., purchased the establishment and is 
now operating the store under the name 
of Jeri-Lee Jewelers. 

q Walter Greenebaum of S. & N. Katz, 
Inc., has returned from a three-week visit 
to Havana and Florida. 

q Teams representing the Baltimore 
Jewelers Bowling League met in their 
annual match games with the Washington 
Jewelers Bowling League at the Lafayette 
Alleys in Washington, D. C. The Baltimore 
group won by a score of 17 games to 14 
and retained the trophy which is awarded 
to the winner each year. 

q Irvin Weinstein of Royal Jewelers 
Supply Co., Baltimore, returned recently 
from a visit to Cuba and Florida. Leon 
Dahne of the same firm vacationed in 
Florida. 

q David Mann, president of the Greater 








» THE SOUTH 


Washington Retail Jewelers Association 
and his wife, were guests of the Baltimore 
Jewelers Association at its annual dinner. 
dance on March 9. 

¢ Henry H. Brylawski, executive secretary 
of the Greater Washington Retail Jewelers 
Association, edits a_ periodical newsletter 
for the organization keeping members 
posted on scheduled events and matters 
of interest. The association is planning 
regular and more frequent meetings in 
the future. 

q Robert W. Culp of the James R. Armiger 
Co., 310 N. Charles St. Baltimore 
announced the opening of a new china 
department. New showcases have been 
installed to accommodate the new line. 


Sponsors of Atlanta Show 
Reserve Extra Exhibit Space 


Although this year’s show of the South. 
ern Jewelry Travelers Association will not 
be held until August 28 through 31, con- 
tracts for space already received by the 
sponsoring organization have made it 
necessary to reserve an additional floor at 
the Dinkler-Plaza Hotel, Atlanta, Ga. 

According to Burly Sacks, secretary. 
treasurer of the Southern Jewelry Travelers 
Association, this additional exhibit space 
will insure the showing of new and diver. 
sified lines. He pointed out that response 
from retail jewelers has been “gratifying” 
—especially from those who attended last 
year’s show. 





Watchmaker Licensing Law 
Enacted in Tennessee 


On Friday, March 4, Governor Frank 
Clement of Tennessee signed into law a 
measure setting up a “board of examiners 
in watchmaking” and providing for the 
annual certification of every watchmaker 
in the state. Passage of House Bill 149 
and Senate Bill 171 climaxed six attempts 
over a 20-year period to obtain such a lav. 
The new measure was approved unani- 
mously in both houses. 

Present for the actual signing of the 
bill were officials of the Tennessee Horo- 
logical Association, known formerly as the 
Tennessee Watchmakers and Jewelers As 
sociation. Among those present were Bu- 
ford Anthony of Nashville, president of 
the association; H. C. Johnson of Chatta- 
nooga, secretary-treasurer; H. W. Stone of 
Nashville, past president; J. E. Coleman, 
clockmaker of Nashville, who led the orig: 
inal and other attempts to secure the law, 
and Edwin F. Cochron, Nashville watch- 
maker, who entered the fight to take the 
place of his father, the late S. George 
Cochron. 

Under provisions of the new law, Gov: 
ernor Clement will appoint a five-man 
“board of examiners in watchmaking” with: 
in 60 days, each for a term of from one ! 
five years. One new member will be ap: 
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d annually, with each of the state’s 
] districts to be represented. 

Persons actually engaged in watchmaking 

he time the act became effective do 
: r ye to take a qualifying examination, 
will be issued a “certificate of regis- 
pect on payment of $15. This certifi- 
a oil have to be renewed annually on 


or before June 30. 


inte 
Congressiona 





y. $. Jewelry Co. Purchased 
By Norman H. Labovitz 


The U. S. Jewelry Co., Inc., Baltimore 
wholesalers, has been purchased by .Nor- 
man H. Labovitz, who now has complete 
ownership. 

This company, which is in existence 40 
years, will continue its policy of distribut- 
ing jewelry and small appliances to the 
entire eastern seaboard. 


NORMAN_H. 
LABOVITZ 


President of 
U. S. Jewelry 
Company 


Officers of the corporation are Norman 
Hl. Labovitz, president; Gabriel M. Bleak- 
man, vice president, and Jesse Blum trea- 
surer. Mr. Bleakman has been with U. S. 
Jewelry for 12 years. 

Mr. Labovitz is an associate judge of 
the courts of the city of Baltimore and is 
affliated with many civic and charitable 
enterprises, 


Rudolph's Jewelers Appoint 
Two New Store Managers 


B. G. Rudolph, president of Rudolph’s 
Jewelers, announced the appointment of 
Harry Schecter as manager of the 361 
§. Salina St. store in Syracuse, N. Y., and 
Harry G. Reed, as manager of the 2501 
James St. store in Eastwood, N. Y. 
Schecter comes to Syracuse from Utica, 
N. Y., where he has been manager of 
Rudolph’s for several years. Reed has 
been manager of Rudolph’s store in down- 
town Syracuse for the past eight years. 





Perel Re-elected President 
Of Memphis Jewelers Ass'n 


The annual banquet and election of the 
Memphis Retail Jewelers Association was 
held recently in the Hotel Peabody, 
Memphis, Tenn. More than 50 people 
attended including members, their wives 
and guests, 

Re-elected as association president was 
Philip Perel (Perel & Lowenstein, Inc.). 
Other officers elected were: Vice President, 
Joe Fitzpatrick (Fitzpatrick Jewelry Co.), 
and Secretary-Treasurer, Dave Stegbauer 
(Steghauer Jewelry Co.). 
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Named as directors were Pete Snyder, 
(Snyder Jewelry Co.) and George Dietrich 
(Dietrich Jewelry Co.). Alternate directors 
are Leo Nemitz (Normal Jewelry Co.) and 
W. S. Littlefield (Littlefield and Weaver 
Jewelry Co.). 

The business portion of the festivities 
was followed by an entertaining floor 
show. The party continued well into the 
evening with dancing in the hotel’s Sky- 
way Room where the affair was held. 


Baltimore Jirs. Mix Business 
With Pleasure at Dinner-Dance 


A record crowd of 400 was on hand for 
the 27th annual meeting and dinner-dance 
of the Jewelers Association of Baltimore 
which was held March 9 in the main ball- 
room of the Emerson Hotel. This was said 
to be the largest turnout to attend an as- 
sociation function—at least in recent years. 

A fine meal was topped off with excel- 
lent music supplied by Lou Becker and 
his orchestra plus an entertaining floor 
show. 

A 21-inch television set was awarded as 
a door prize to John Handler of M. Greer- 
baum & Sons, Inc., who held the lucky 
ducat when a drawing was held. 


Baltimore News-Post Photograph 


Jacob M. Paul (seated left), president of 
the Jewelers Association of Baltimore, pre- 
sided at the 27th annual dinner-dance of 
that organization. He is shown here with 
Howard W. Jackson (seated right), former 
Mayor of Baltimore; Richard Erlanger 
(standing at left), and William G. Ewald, 


association secretary. 


A short business meeting preceded fes- 
tivities during which time the following 
officers were elected: Jacob M. Paul, 
president; Lloyd Overbeck, first vice presi- 
dent; Robert W. Culp, second vice presi- 
dent; Oscar P. Michaelson, treasurer; 
William G. Ewald, secretary; and Mrs. 
E. S. Stumpner, assistant secretary. 

Elected to the board of directors were: 
Gabriel M. Bleakman, Marvin Caplan, 
Richard H. Erlanger, Howard C. Heiss, 
Jr., Jules E. Morstein, Rodney Stieff, Al- 
fred Sundheim and E. L. Sutcliffe. Also 
named to the board were all past presi- 
dents of the association. 











“Honor,” said a great author, “is like 
@ precious stone, the price of which 
is lessened by a single flaw.” 


AN AUCTION SERVICE 
FOR JEWELERS 
WHO CARE 


For the jeweler who wishes to sell 
out, we can tell as close as humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf. 


THOMAS J. FAUSSETT 





America’s Foremost Jewelry Auctioneer 


When you bow out of the final picture 
on your business-street by a Faussett 
auction, the glories of a lifetime do not 
just fade away. 


HISTORY OF AUCTION SALES’ THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MIL- 
LION IN ACTUAL CASH-RESULTS FOR 2% 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP-SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, MO., 1932-3 
FOUND IN OUR BOOKLET. 


FOR THOSE WHO CONTEMPLATE 
RETIRING FROM BUSINESS, THE 
YEAR OF 1955 MAY PROVE THE 
BEST OF THE HALF CENTURY FOR 
EXCELLENT RESULTS, GRATIFY- 
ING PRICES, AND A COMPLETE 
CLOSE-OUT OF STOCKS AND FIX- 
TURES. THE ECONOMY OF THE 
NATION WILL BE AT AN ALL- 
TIME HIGH ACCORDING TO LEAD- 
ING ECONOMISTS. 


WRITE FOR A LIST OF 1954 . 
COMPLETE CLOSE-OUTS OF 
STOCKS & FIXTURES 


“There never,” writes Bob Reneau of 
Alva, Oklahoma, “was a moment of 
worry after I met and placed my liqui- 
dation in the hands of Thomas J. 
Faussett. He is a most honorable man, 
fair minded, co-operative with the 
jeweler, in fact he is the best! There 
are no words intense enough to express 
my deep appreciation for his services. 
Wait for him, if you are going out of 
business, even for a year.” 


WE SPECIALIZE IN COMPLETE 
CLOSE OUT SALES OF STOCKS & 
FIXTURES. 


THOMAS J. FAUSSETT 


521 Fleming Street 
HOWELL © MICHIGAN 
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quality at 
a SAVINGS? 


then buy & 


“SECURITY” MAINSPRINGS 


QUAL 
for © FINE WORKMANSHIP 
e BEST SWEDISH STEEL 


ORDER FROM YOUR JOBBERS TODAY! 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 

















i. HEADQUARTERS 
=<.) for Nationally 
Known Lines 


Now in our own building with Greater 
Facilities for Better Service 
x. .@ 
SESSIONS WATERMAN . EVANS 





TELECHRON HAYWARD WESTINGHOUSE 
INGRAHAM LATAUSCA DORMEYER 
VULCAIN REMINGTON OSTER 

ULYSSE NARDIN ALVIN TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 


Catalog Twice Yearly ® Ask for Yours Today 


JOSEPH HAGN COMPANY 


Wholesalers Since 1911 


$25 West Madison Street, Chicago 6, Illinois 











GOLD 


and 


SILVER 
PLATING 


(Before) Silverware Repaired 
Equal to NEW 





(After ) 
Removing of Engravings 


Wm. Hertel & Co., Inc. 
Silversmiths & Platers 
17 W. 45th St. 
New York 36, N. Y. 


“37 years at the same 
address” 














WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 














Our work costs no more 
than ordinary work ¢ 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 


180 








q The March luncheon meeting of the 
Chicago Jewelers Association was held 
on the 17th, St. Patrick’s Day, and to 
properly observe the occasion the Palmer 
House menu featured corned beef and 
cabbage. The social relations committee 
engaged the well-known humorist, Paul 
Gray, to keep the boys in good spirits. 
The next and final luncheon meeting of 
this season will be held on April 21. 
Also scheduled for the third week of 
April is the annual spring club nite and 
frolic. 

q Mr. and Mrs. Irving Chayken, Arm- 
strong’s Jewelers, Hammond, Ind., left 
January 19 on a five-week South American 
cruise. Irv, who is president of the 
Jewelers Association of Greater Chicago, 
will undoubtedly come back with lots of 
sizzling ideas gleaned from our Latin- 
American neighbors. 

q The Adolph Braude Co. has finally 
completed moving operations into the 
enlarged quarters it is sharing with Lossau 
& Kramer at 910 Heyworth Bldg. For 
the time being, each firm will operate 
independently and retain its own identity. 
It took four weeks for the necessary 
alterations in the new location to be 
effected. 

q The opening of Macy’s Jewelers new 
store at 692 Broadway, Gary, Ind., on 
December 1 was a real gala affair with 
top TV star entertainment, souvenirs and 
eats for all. 

q Mr. & Mrs. Frederick Gottlieb, Fred- 
erick M. Gottlieb & Co., 55 E. Washington 
St., have returned from a two-week sojourn 
in Miami Beach, Fla. and the Richard 
Gottliebs, Mr. & Mrs., got back about the 
same time after three weeks in Mexico. 

4q Mr. & Mrs. Harry Pakula, Pakula & Co., 
218 S. Wabash Ave., are back in good 
old Chi after a two-week vacation in 
Palm Springs, Calif. 

q Mr. & Mrs. G. H. Matson, Matson’s, 
Inc., 55 E. Washington St., plan to sail 
this month for Hawaii, looking forward 
to a month’s stay. During that time 
they will naturally visit their son, Howard 
Matson, Jr., who is serving with the armed 
forces stationed at the Schofield Barracks. 
q At the annual meeting and election of 
the Chicago Jewelers’ Club held on 
February 15, Edward S. Rogers, J. Arthur 
Rogers & Son, 29 E. Madison St., was 
elected president. Named with him were 
Alvin Lauschke, Handy & Harman, Inc, 
vice-president; Rudolph Loonsten, Son & 
Prins Co., treasurer; and attorney Melvin 
L. Goldman, secretary. 

q Arthur A. Broenen, well known to the 
trade in the Chicago area, is now repre- 
senting Gevertz & Co., Inc., diamond 
merchants of 580 Fifth Ave., New York. 
Art will cover this city and the midwest. 

4 J. F. Bard, president, J. F. Bard Co., 
Inc., imnorters, 220 W. Locust St., has 
returned from a two-month buying trip 
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overseas. Mr. Bard announces that he 
will soon be adding many beautify] items 
to his already extensive line of Spanish 
Arabesque jewelry. 

q The Chicago Jewelers’ Association's 
first monthly meeting of the year, held on 
February 17 in the Palmer House, turned 
out to be a real treat for the exceptionally 
large number of members who showed up. 
After Treasurer Marshall Spies read his 
financial report, President James Swart. 
child introduced L. H. Metzger, diamond 
engineer and president of Super-Cut, Tne., 
manufacturers of industrial diamond 
products. Mr. Metzger exhibited narrated 
color films he recently took of the opera. 
tions of some of the most famous diamond 
mines in Africa. It was an unusual 
education in diamond mining, and the 
audience approved and_ enjoyed the 
program. 

q Mr. and Mrs. Phil Martin, Martin 
Jewelers, 214 S. State St., announced the 
marriage of their son, Lt. Lowell J, 
Martin, to Roberta Joyce Rubin of Chicago 
on January 15. After honeymooning for 
a month in Florida, the young couple 
sailed for Germany where Lt. Martin 
will be stationed for a year. Jared J. 
Martin, son of Mr. and Mrs. Dave Martin, 
who recently joined the armed forces, 
is currently stationed at Fort Leonard 
Wood, Mo. 

q Mr. & Mrs. Harry Iglow, Wolf’s Jewelry 
Stores, Inc., 4102 W. Madison St., are off 
on a three-month vacation trip starting 
in Hawaii and winding up in Palm 
Springs, Calif. 

4 Mr. & Mrs. Alvin Lauschke, Handy & 
Harman, Inc., 1900 W. Kinzie St., are 
eagerly awaiting the return of their son, 
Cpl. William Lauschke, from Korea 
sometime in April. Bill has been stationed 
in that Asiatic outpost for the past 16 
months and is just as anxious to get hack 
to the States as his folks are to have him 
home. 

4@ Mr. & Mrs. Ben Goldberg, Ben Goldberg 
& Co., 29 E. Madison St., are back from a 
five-week vacation in Sun Valley, Idaho. 
q Report from the sick-bay: Al Greene, 
Longines-Wittnauer Watch Co.; Leonard 
Lewy. Lewy & Goodman: and Ben Troup, 
Kestenman Bros., are all fully recovered 
and back on their respective jobs. 





Hotly-Contested "Gin' Tourney 
Held by Jewelers’ Association 


The Jewelers Association of Greater 
Chicago held its annual gin-rummy 
tournament and dinner at the Standard 
Club March 9 with an excellent turnout. 
A total of 36 members participated in the 
games, all of which were hotlv-contested 
and the final results were so close that it 
was after one A.M. before the winners 
could be announced. , 

The first prize, a diamond initial tie 
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In the annual bowling tournament conducted by personnel at the Goldsmith Bros. Smelting | 


& Refining Co., the office and sales bowling teams outclassed the plant teams by a safe 


margin of 262 pins. Members of the winning teams (shown above) are now the proud | 
possessors of the Goldsmith Bros. bowling trophy for the 1954 season. | 





eee 


tack, plus a trophy, was won by Al Appel 
of Carter’s Jewelers. Second prize went 
to George Appel, now retired and the 
only honorary member of the association, 
who carried home a cashmere sweater, 
socks, and a trophy too. Bernard Geyer, 
N. & G. Diamond Co., took third honors, 
winning a Swank clothes brush and a 
pair of box seat tickets to the opening 
game of the approaching baseball season. 





New Board of Advisors Named 
By National Bridal Service 


Jerry Connor, president of the National 
Bridal Service, Inc., Rock Island, IIl., has 
announced the compietion of the organiza- 
tion’s new board of advisors for 1955. 

Board members are appointed from the 
organization’s membership and serve for a 
term of one year. Their duties are to pass 
on various activities of the National Bridal 
Service, to. screen new routines and bring 
them to a high degree of efficiency be- 
fore they are submitted to the member- 
ship as a finished program. 

The new board is composed of the fol- 
lowing: Miss Elizabeth Hawkins, Bowen 
Jewelry Co., Lynchburg, Va.; William 
Bolender, Bolender’s Jewelers, Rockford, 
ll.; Robert Morrow, Armstrong Jewelers, 
Waco, Texas, and C. A. Watt, Woods 
Jewelers, Rock Island, TIl. 


Government Unit Aids Dealers 
Secure Loans for Expansion 





Jewelers who find local sources of funds 
for expansion or modernization inadequate 
should contact the Small Business Admin- 
istration. SBA may aid in getting bank 
loans from other areas, make a direct gov- 
emment loan, or combine both procedures. 

SBA makes about 50 loans every two 
weeks, many of them under $50,000 to re- 
tail firms for new equipment, buildings, 
or expansion. SBA has field offices through- 
out the country. Its main office is in the 
Lafayette Building, Washington, D. C. 
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Unprofitable Fourth Class 
Post Offices to be Closed 


The Post Office Department is going to 
continue closing unprofitable fourth class 
post offices regardless of criticism and pres- 
sure from congressmen and business, Post- 
master Arthur Summerfield says. 

He says the majority of local communi- 
ties are for closing when they know what 
is involved, adding the program was part 
of a long-range policy of substituting rural 
free delivery for money-losing fourth class 
postal stations which often are “ghost 
offices.” Fourth class stations are those 
with receipts of less than $1,500 a year. 
There are some 15,600 out of a total of 
39,000 offices. 
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Lesch Joins J. Milhening 
As Regional Sales Manager 


J. Milhening, Inc., Chicago jewelry manu- 
facturers at 27 E. Monroe St., announced 
recently that Charles W. Lesch has joined 
the firm as southwestern sales manager. 
Mr. Lesch was formerly associated with 


the Traub Mfg. Co. of Detroit. 


CHARLES W. 
LESCH 


Joins J. 
Milhening, 
Inc., as 
Southwestern 
Sales Mar. 





er 
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At the same time, the company an- 
nounced the appointment of F. B. Hubert 
Advertising Counselors, Detroit, to direct 
Milhening’s advertising campaign featur- 
ing the “Cherished” line of diamond ring 


GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 











SALESMAN 
WANTED 





To sell gold and platinum mountings 
and watch attachments in Southeast 
and Southwest. Splendid opportunity 
for the right man to represent well 
established jewelry firm with active 
accounts. Only salesmen who already 
have good following should apply. 
Non-conflicting side lines not objec- 
tionable. 


Replies confidential. 


Metro Jewelry Corp. 


21 West 46 Street, New York 36, W. Y. 














WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 
Students may enroll at any time of the year 

















stylings. 


LOUIS LENHOFF 


America's Ethical Auctioneer, 
Says Don't Gamble; have been conducting 
Auctions for Retail Merchants the Past 28 Years 
All Over America, No Deal too Large, No 
Deal too Small. 


TYler 6-0439 
3010 W. Chicago Bivd., Detroit 6, Mich. 
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FINEST QUALITY 


Will Ecker’s Genuine Engraved 
Wedding Invitations and Accessories 
“More Costly Because They Are More Costly” 


Since 1913, the finest that can be made 
and sold by leading jewelers from coast 
to coast. Distinctive order-talzing sample 
book furnished to jewelers who can qualify 
in cities where a dealership is vacant. 
Write today if you sell fine merchandise. 








WILL ECKER & CO. 
414 N. TWELFTH BLVD. 
$T. LOUIS 1, MO, 




















DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI . DALLAS 














Edwin Dreed inc. JEWELRY 


DISPLAy 


14 West 23 St., N. Y. 10, N. Y. IDEAS 






Free! 32-page catalog of new 

jewelry window and store FREE 
displays, fixtures, show case = 
trims! Everything at low, low 
prices! Write or phone... 


WAtkins 4-6422 








Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


Distributors of Nationally Known Lines. 
THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
325 £. Central Parkway, Cincinnati, Ohio 




















You Can Buy With Confidence From 


HARRY GREENWOLD, 


WALLENSTEIN-MAYER CO. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


54 years of SERVICE PLUS 
Write for our new 1955 Catalogue 
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q Local manufacturers and wholesalers re- 
port that business this spring has been 
in considerably larger volume than during 
recent years, and it is generally antici- 
pated that sales of jewelry at retail for 
such upcoming occasions as graduation, 
Mother’s Day, Father’s Day, etc., will be 
very satisfactory throughout the midwest 
and southern territories largely served 
through the local market. Apparently. 
consumers have confidence that both em- 
ployment and wages will continue at the 
present high scales, and so they are in- 
vesting considerable of their surplus 
funds in wanted jewelry items. 

q Late winter vacationers have included 
Eugene Swigart, president of E. & J. 
Swigart Co., jewelers’ supplies, 34 W. 
Sixth St. in Florida; Robert Faigle of 
Faigle Brothers, manufacturers, 12 E. 
Sixth St., in Florida and Cuba; Harry 
Greenwold, president of the Harry Green- 
wold, Wallenstein-Mayer Co., wholesalers, 
31 E. Fourth St., at Miami Beach, Fla.; 
Cherrington L. Fisher, vice president of 
the firm, on a two-months Mediterranean 
cruise, and Sam Silverman, president of 
S. Silverman Co., wholesalers, 809 Walnut 
St., in Cuba. Charles K. Stern, vice presi- 
dent of the Harry Greenwold, Wallenstein- 
Mayer Co., returned recently from a 
month’s vacation in California. Jack 
Gerwe of the Gerwe Brown Co., whole- 
salers, 817 Main St., has returned from 
a Florida vacation. 

q Road trips were made recently by Vic- 
tor Youkilis, Victor Kaufman and Manny 
Weiss of the Victor Corp., 205 E. Sixth 
St.; A. F. Gebhardt of Faigle Brothers, 
manufacturers at 12 E. Sixth St. and 
George W. Schwab, manufacturer at 534 
Vine St. Herman Schenker, president of 
the Western Tray & Case Co., jewelers’ 
supplies, 427 Plum St., made a business 
trip to New York City and Massachusetts 
points. 

q The Greater Cincinnati Retail Jewelers 
Association has contracted for a compre- 
hensive program of life insurance and 
accident and sickness benefits for mem- 
bers and their employes, said to be the 
first such program to be established by 
an Ohio retail trade association. The plan 
was drawn up by a committee composed 
of Edwin Drury of Drury Jewelers, Louis 
Grassmuck of Grassmuck Jewelers, and 
Carl Wagner of E. Wagner & Son, Inc. 
q Lloyd Ross, son of F. R. Ross, retailer 
in the Keith Building, who was seriously 
injured in an automobile accident last 
December, is recovering satisfactorily in 
St. Francis Hospital. He suffered 15 
broken bones and severe facial lacerations 
which are requiring plastic surgery. If his 
recovery continues, he is scheduled to 
leave the hospital next August, and to 
resume his activities in the store some 
weeks later. 

q Alvin Miller, production manager, and 
Melville Granby, general manager of the 
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Chic Leather Goods Manufacturing Co 
inspected the numerous exhibits at a ri 
tory management conference of the Na. 
tional Shoe Manufacturers Association 
which was held here recently, 

q Maury Gerwe of the Gerwe Brown Co 
wholesalers at 817 Main St., again this 
year followed an annual custom of many 
years past in spending a spring vacation 
at Tampa, Fla., where he enjoyed follow. 
ing the Cincinnati Reds baseball team jn 
training there. 

q Arnold A. Dorst, president of the Dorst 
Jewelry Co., 2100 Reading Road, was one 
of two men honored as “alumni of the 
month” at Woodward High School’s ap. 
nual Founder’s Day and 10]st annual re. 
union on March 5. 

@ Maury D. Solomon of D. Jacobs Sons 
Co., wholesalers at 325 E. Central Park. 
way, recently was installed for his 14th 
term as treasurer of Queen City Lodge 
No. 4, Fraternal Order of Police Agso. 
ciates. Solomon and Albert Wehry of the 


firm attended the recent convention of the 
Indians Jewelers Association at Indian. 
apolis. 


q Joseph Posner, who has been a sales 
man for A. Sauer & Co., manufacturers at 
329 E. Eighth St., for more than 20 years, 
was removed to a rest home after having 
been hospitalized. 

q Robert Faigle of Faigle Brothers, manu. 
facturers, and Mrs. Faigle have an- 
nounced the engagement of their daugh- 
ter, Nancy, an X-ray technician, to James 
Gosney of suburban Ryland Heights, Ky. 
q George Emmett Brown of the Gerwe 
Brown Co., a _ past president of the 
Friendly Sons of St. Patrick, attended the 
annual dinner of the group on March 17 
in Hotel Netherland Plaza. He was ac- 
companied by his son, Robert. 

4 Walter W. Miller, sales manager of the 
Chic Leather Goods Manufacturing Co. 
817 Main St., made a business trip to 
Pittsburgh, Pa., in mid-March. 

q Don Brown, southern sales representa 
tive for A. G. Schwab & Sons, Inc, 
wholesalers at 229 E. Sixth St., was mar- 
ried on February 12. 

@ The Flanagan-Kovac Co., wholesalers 
in the Enquirer Building, had a display 
at the recent Gift Show in the Netherland 
Plaza Hotel. 

4 Mark P. Herschede, president of the 
Frank Herschede Co., retailers at 8 W. 
4th St., has been elected a member of the 
exclusive Young President’s Organization, 
a national group with headquarters 
New York. Mr. Herschede became pres 
dent of the jewelry company in 1952 a 
the age of 35. All members of the YP0, 
numbering 800 in 41 states, Canada and 
Alaska, similarly became top executives 
before reaching the age of 39. 

4 The T. Knoebber Co., manufacturers, 
have moved from 514 Main St. to 413 
Race St. 
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cincinnati 24-Karat Club 
Elects Haerr as President 
Harold R. Haerr of the Gruen Watch 
elected president of the recently 
4 Cincinnati 24 Karat Club at a 
February 18 in the 


Co. was 
organize , 
luncheon meeting on 
Cincinnati Club. - - 

Other officers are: First Vice President, 
William Bertke, Gerwe Brown Co., whole- 
calers; Second Vice President, Hyman 
Bongard, retailer; Third Vice President, 
Hans Demmer, Gruen Watch Co. ; Secre- 
tary, Edward Herschede, Jr., retailer, and 
Treasurer Robert Hengehold, Rosfelder 
Brothers & Co., manufacturers. _Edgar C. 
Hanford was appointed executive mana- 
get. : ; 
Committee chairmen appointed by 
President Haerr are: Membership, J. Law- 
rence Crouch of Harry Greenwold, Wallen- 
aein-Mayer Co., wholesalers; Publicity, 
Charles E. Richter, retailer; Social, Maury 
p. Solomon of D. Jacobs Sons Co., whole- 
galers, and auditing, Mr. Herschede. 

The new group, an outgrowth of the 
former Town Criers, promote 
friendly relations among those engaged in 
all phases of the jewelry business, and the 
general public; disseminate information 
about the jewelry business to members and 
the public; assist all jewelry trade or- 
sanizations where it is to their mutual 
benefit, and promote Cincinnati as a lead- 
ing jewelry center. 


aims to 


Basch Jewelers Open Branch 
Store in Shopping Center 


The Basch Co., leading jewelers of 
Cleveland, Ohio, held an informal open- 
ing March 9 at its first suburban store 
which is located at 22780 Lakeshore Blvd. 

The new establishment, with a_ total 
area of approximately 1400 square feet, 
is ultrarmodern in design, according to 
Stanley Stone, vice president of the 
company, 

Patterned after a new idea of a “see- 
through” store, the unit has a complete 
exterior of glass from ceiling to ground 
level. The natural stone trim touches on 
the front are also carried to the interior. 

The store interior is finished in pastel 
colors with light African mahogany cases 
and furniture. 

Manager of the new store is Harold 
Zzhler who has been a salesman at the 
downtown store (731 Euclid Ave.) for 
a year and a half. His assistant is 
Virginia Morecki who has been a Basch 
employee for five years. 


FTC Wages Campaign Against 
Fictitious Price Fixers 


Federal Trade Commission is knee-deep 
in a series of cases against firms in several 
lines for allegedly placing fictitiously high 
prices on merchandise so that they can rep- 
resent that the regular retail price is a 
discount or sale price. 

_ More than a score of firms have had 
initial cease and desist orders filed against 


FOR APRIL, 1955 








them by FTC hearing examiners in recent 
months. Unless appealed, the orders are 
made permanent by the Commission. 

Usual complaint is that the prices ap- 
pearing on price tags “are greatly in ex- 
cess of the prices at which the goods are 
usually sold.” Some of the complaints 
have been against manufacturers and whole- 
salers who supply tags bearing fictitious 
prices to retailers. 





Little Hope Seen for Bill 
To Repeal Jewelry Excise 


A bill to wipe out wartime excise taxes, 
including those on jewelry, luggage, and 
photographic equipment, has been intro- 
duced in Congress by Rep. Abraham Mul- 
ter, BP, N. ¥. 

The bill, H.R. 4526, would repeal all 
excise taxes except those on admissions to 
race tracks. However, there is little chance 
such a bill might pass. The dominating 
force in Congress this year is to retain 
excise taxes at existing levels, delaying 
automatic reductions scheduled for April 1. 

In another excise tax matter, the Internal 
Revenue Service has ruled that an article 
of jewelry which is sold in an unassembled 
condition, but including all 
parts, to an ultimate 
sembles the parts is subject to the excise 
tax. However, sales of unassembled jew- 
elry to a person for resale is not taxable 
until the item has been resold to the ulti- 
mate consumer. In the latter instance, 
proof must be furnished in a “retailers’ 
exemption certificate” to substantiate the 
nontaxable sale for resale transaction. 


component 


consumer who as- 





Greater Cincinnati RJA Signs 
Group Insurance Contract 


The Greater Cincinnati Retail Jewelers 
Association recently signed a _ contract 
with the New York Life Insurance Co. 
for life insurance and accident and sick- 
ness benefits for its members. 

The insurance plan, said to be the first 
among retail trade associations in Ohio, 
was drawn up by a committee which 
comprised Edwin Drury of Drury Jewel- 
ers; Louis Grassmuck of Grassmuck 
Jewelers, and Carl E. Wagner of E. 
Wagner & Son. 





Pictured at the contract signing are, 


association 
Spitznagel, 
association 


left to right: Joseph Barg, 
executive secretary; Edward 
Geo. H. Newstedt & Co., 
president; Morton L. Spitz, New York 
Life Insurance Co., and Kenneth G, 
Bangston of New York Life. 








NOW size ALL rings 


keep inventory low 


NEW 
HERMES 
STANDARD 
RING 
SIZER 


Expanding mandrel for rings from 
size 1 to 15. Reducing die features 
16 sizing holes. Can’t scratch or mar 


$99.50 


plain rings. 


NEW 
HERMES 
STONE 
RING 
SIZER 





Enlarges any stone ring safely with- 
out touching stone or mounting. 
Eliminates all cutting and soldering. 


$69 


Simple, fast operation. 


Time Payments 
Send for literature 


New Hermes Engraving Machine Corp. 


3-19 University Pl., New York 3, N.Y. 
























the Niash 
“CUFFMASTER,” 


TRADE MAR 


the 
finest 
cuff link 
back ever made 
Patented Design 155,535. Patented Construction 
2,472,958. Infringers will be prosecuted. 


Available in gold, silver, gold filled, brass, 
and other metals. Send for price list. 


. * 116 Nassau St., N.Y. 
Niash Refining Co. Inc. ‘Coraiana+ 7.449 
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Real Jewelry At 

Custom Jewelry Prices! 
j 1955 FASHION 
7 KCADEMY AWARD 
: WINNER! 


“Desertgem” 
Jewelry 


ar Clips (as shown) 
‘ naturally shaped and 
SS colored genuine semi- 
SS precious gemstones set 
in smart Gold leaf design +451A $7.50 ea. pr.— 
Keystone. Write for complete catalog and price list. 


KLEPA ARTS 


8628 Melrose Ave. Los Angeles 46, Calif. 



























GEORGE C. HOUSTON 


National Distributor of 


"LINDE" STAR 
Man-Made As 


SAPPHIRES and RUBIES 


Wide selection in stock for 
Manufacturing jewelers by 


GEORGE C. HOUSTON 


448 S. Hill St. Los Angeles 13, Calif. 











Ask For 
|DY-FeY-Ta1e fe] 6) (1 
Time Tested 


bd re) | BS 


Best for Watches and Clocks 


Wm. F. Nye, Inc., New Bedford, Mass. 











REPAIR SERVICE TO THE TRADE | 


FAST - DEPENDABLE - INEXPENSIVE 
for all modern and antique Watches, Clocks, 
Jewelry, Cameras, Binoculars, etc. — Request 


Trade Price List and Free Shipping Labels. 
ONE TRIAL WILL CONVINCE YOU 
MODERN TECHNICAL SUPPLY CO. 
Dept. 4JCK, 55 West 42nd St., New York 36, N. Y. 








EMCO SILVERCASE 


lined with tarnish-preventive Pacifie Silver Cloth. 
Retails at only $3.95. Holds 56 pes flatware. Ex- 
cellent for starter sets. 


EUREKA MFG. CO., INC., Taunton, Mass. 


Makers of rolls, bags, cases and chests for silverware 
since 1926. Write for descriptive leaflets and price list. 














Chatham Emeralds 


REGISTERED U.S. PATENT OFFICE 
Manufactured Exctusively by 


Chatham Research Laboratories 
70—i4th St., San Francisce 3, California 
The Only Man-Made Emeralds 

Available in the World 




















q Max Wolman, president of the Jewelers’ 
24 Karat Club of Southern California, has 
opened a wholesale jewelry business in 
Room 800, Metropolitan Building, Los 
Angeles, specializing in gold jewelry. 

q Richard W. Stephens, partner in Nelson 
& Stephens, jewelers at 6362% Pacific 
Blvd., Huntington Park, was recently 
elected mayor of that city. Only 35 years 
old, he is the city’s youngest mayor. Last 
year he served as city councilman. 

q Martin L. Ehrmann, Los Angeles dia- 
mond dealer, took a six-month leave of 
absence from Martin L. Ehrmann Co. to 
serve the Department of the Army as a 
civilian consultant. His appointment was 
effective March 1. The firm’s business will 
continue on a temporarily reduced basis in 
a new office at 803 Pershing Square Build- 
ing. 

q Herbert E. Rapp, manager of the dia- 
mond department of J. Herbert Hall Co., 
Pasadena, for the past 15 years, recently 
retired. In the jewelry field for the past 
50 years, Mr. Rapp planned an eight-month 
world tour starting April 1. 

q The Southern California Guild of the 
American Gem Society met February 15 
for dinner at the Los Angeles Athletic 
Club. The speaker of the evening was 
Charles R. Terry, executive secretary of 
the Horological Association of California, 
whose subject was research in identifica- 
tion of crime and disasters through jewelry. 
This involves the identification of criminal 
victims as well as victims in such circum- 
stances as plane or auto crashes, through 
jewelry. A watchmaker by profession, Mr. 
Terry is also a California Peace Officer 
and a member of the International Asso- 
ciation of Identification. 

4 After an absence of a year and a half, 
Milt Joffee has resumed his association 
with the Irving Klampert Co., covering the 
seme territory as he did from 1950 until 
1952. This includes the entire West and 
Southwest. His first trip was last month. 
He has opened offices at 607 South Hill 
St.. Los Angeles. 

@ David M. Lombardo was appointed 
executive secretary of the Seattle Jewelers’ 
Club and Washington Retail Jewelers As- 
sociation, to succeed Ed Smith, who re- 
signed to become territorial representative 
for the Pepsi-Cola Co. at Portland. A 
native of West Virginia, Mr. Lombardo, 
saw Seattle for the first time in 1938 while 
in the Navy and returned 10 years ago to 
make it his home. He has been with the 
Lamson Products Co. for the past six years. 
q Leo Press, wholesaler at 210 Post St., 
San Francisco, made his usual trip to Bel- 
gium and Holland to look over the market. 
He planned to be gone all of March. 

q Lew Marker of Marker’s Credit Jewelers, 
72311% Reseda Blvd., Reseda, Calif., an- 
nounced recently his purchase of the stock 
of Koppel Jewelers, 21621 Sherman Way, 
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Canoga Park, Calif. Mr. Marker, who 

has been in the jewelry business 49 years 

stated that this is the third jewelry stock 

he has purchased in the last few years, 

q Prentiss A. Rowe, formerly president of 

A. I. Hall & Son, Inc., now retired, served 

as chairman for San Francisco Boy Scout 

Week 1955. Mr. Rowe has been active in 

civic affairs for many years. 

q J. B. Swartzburg, Los Angeles manufac. 
turer’s representative, moved last month to 
a new location on the sixth floor of the 
Metropolitan Building. His vacated seventh 
floor quarters permitted Carl Gumpert, 
watch attachments manufacturer, to ey. 
pand his offices. Another move in the 
same building was made by Perfecta Watch 
& Clock Co., to second floor showrooms, 

q Gala ceremonies on March 4 and 5 
marked the formal opening of Charles F. 
Dickson’s jewelry store at its new location 
at 418 North Pine St., Ellensburg, Wash, 
The store was formerly located at 304% 
North Pearl St. 

q Jack M. Kaye, owner of Kaye’s Jewelers 
at 311% W. 4th St. Santa Ana, Calif, 
announced recently the appointment of his 
son-in-law, I. Hirsch, as manager of the 
store. 

q Murray Brown, who for the past five 
years has operated a retail jewelry store 
in Placentia, Calif., recently purchased 
Gray’s Jewelers at 5869 S. Vermont Ave., 
Los Angeles. 

q Ewald F. Schwartz and James L. Hig 
gins, owners of Schwartz & Higgins, jewel- 
ers of Santa Ana, Calif., moved recently 
into their new store at 202% W. Third St. 
They were formerly located at 2010% S. 
Main St. 

q Percy Jones, who for a number of years 
was vice president and silverware buyer 
for the E. W. Reynolds Co., Los Angeles, 
has joined the sales staff of R. Wallace & 
Sons Mfg. Co. Mr. Jones will be regional 
sales manager for the stainless steel divi- 
sion of the Wallace firm in California and 
Nevada. 

4@ The annual 1955 Rock Show and Trade 
Days of the Brawley Gem & Mineral So- 
ciety will be held April 29 to May | at 
Brawley, Calif. There will be rock swap- 
ping and also rock selling, both amateur 
and commercial, as well as displays. 





Robinson Succeeds Seamans 
As Sec'y of California RJA 


The California Retail Jewelers Associa- 
tion announced that Frank Robinson, who 
served as executive secretary from Febru: 
ary, 1953, until June, 1954, has rejoined 
the association in his former capacity. 
He succeeds Robert G. Seamans. 

Mr. Robinson is temporarily headquar- 
tering at 405 North Sunnyslope Ave., Past 
dena (SYcamore 3-7881). Eventually the 
association plans the establishment of 
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California RJA offices both in Los An- 
eles and San Francisco. 
Immediately upon resumption | of his 
duties, Mr. Robinson plunged into the 
‘ob of publishing the CRJA Handbook 
Ws Directory and planning for the As- 
gociation’s 22nd Annual Convention which 
is scheduled for May 8 and 9 at the 
Sheraton-Palace Hotel, San Francisco. 





Evergreen Ducks Elect 
Jack Epstein as President 


The Evergreen Ducks held their annual 
meeting and election of officers Saturday 
evening, February 95. 

Jack Epstein of Seattle (Bulova Watch 
(o.) was named president, with other 
oficers as follows: First Vice President, 
Lou Bell of Portland (Benrus Watch Co.) ; 
Second Vice President, Gordon West of 
Seattle (Parker Pen Co.); Secretary- 
Treasurer, Ken Baker, Seattle (Oneida 
Community, Ltd.); and Assistant Secre- 
tary-Treasurer, Paul Hart, Mercer Island, 
Wash., (Heirloom Sterling, Oneida Ltd.). 

Board of directors include: For a one 
year term—Robert Rivkin, Studio City, 
Calif. (Schless-Harwood Co.) ; John Hep- 
burn, Seattle (R. Wallace & Sons Mfg. 
Co.); and Al Brice Spokane (Flex-Let 
Corp.). For two year terms—-Frank 
Enos, Sausalito, Calif. (J. R. Wood & 
Sons, Inc.); Robert Gerlach of Seattle 
(Simon Golub & Sons); and Rudolph 
Stein, San Francisco (Maxwell Robbins 
(o.). For three year terms—Serge 
Becker, Seattle (Girard -Perregaux 
Watches); Ken Miller, Portland (Charles 
W. Miller & Son): and Ed McKee, 
Seattle (Mayer Bros.). 





Radio News Analyst Addresses 
Meeting of Jewelers 24K Club 


The Jewelers 24 Karat Club of Southern 
California met in the El Venado Room of 
the Elks Temple, 607 South Parkview, 
Tuesday night, March 8. Future meetings 
will also be held at this location. 

Carroll Alcott, KNX-Columbia Pacific 
Radio Network news analyst, spoke on 
“The World Today.” Members found Al- 
cott interesting, informative and well worth 
hearing. 

After a boyhood on a Sioux Indian reser- 
vation, Alcott was a druggist, rancher, 
farmer, miner and carpenter. Quitting 
mning in 1921, he became a newspaper 
man, later a foreign correspondent in 1926, 
news editor of papers in Shanghai in 1928, 
and Associated Press correspondent in 
1933. With Chiang Kai Shek on his march 
on Peking in 1928, he is one of the few 
men who has been on all the 7,000 Philip- 
pine Islands. In 1937 in Shanghai, he 
turned to radio, and he has been on KNX- 
CBS radio since 1945. 

The attendance prize of a $25 U. S. 
savings bond at the February meeting was 
won by Harry Prezant. 

After many years the Jewelers 24 Karat 
Club of Southern California finally has a 
clubroom of its own and full credit for 
finding the long-sought clubroom and for 
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working out details of the plan under 
which the group will try it out for a 90- 
day period goes to Rudy Apffel. 

The location is at the back of the main 
lobby of the New Clark Hotel at 426 S. 
Hill St., right across the street from the 
Subway Terminal Building and conveni- 
ently near the center of Los Angeles’ 
jewelry industry. Since it has a seating 
capacity of only 24 to 30, meetings will 
not be held here. However, members can 
come for lunch and bring customers and 
friends into a pleasant trade atmosphere. 
There will probably be an_ occasional 
“Lady’s Day.” However, at all other times, 
it wil be strictly stag. A waiter will be 
on hand to serve guests from 11 a.m. to 
3 p.m. At all other hours of the day or 
night, the clubroom phone may be used 
to order through room service. Admittance 
to the clubroom will be by key with num- 
bered keys issued only to members in good 
standing. Keys were distributed at the 
March & meeting. 


Margolin Heads Jiry. Division 
In Los Angeles Fund Drive 


Isadore Margolin of the Star Jewelry 
Mfg. Co., Los Angeles, was selected as 
1955 chairman of the Jewelry Division of 
the area’s United Jewish Welfare Fund. 


ISADORE 
MARGOLIN 


Named 
Chairman 
of Jewelry 
Division in 

Campaign of 
United Jewish 
Welfare Fund 





Serving with Mr. Margolin will be Irving 
H. Kaufman (Allison-Kaufman Co.) as 
commercial section co-chairman, and 
A. D. Taff, 1954 chairman of the Jewelry 
Division, as association chairman. Other 
division leaders include William  E. 
Phillips, Harry Rosenshield and Sylvain 
Birnbaum. 

One of the special events planned during 
the 1955 drive will be a Jewelry Division 
dinner honoring Mr. Kaufman and Max 
Wolman, both former division chairmen, 
sometime in. April. 


—————2 


Belding to be Chief Speaker 
At UHAA Convention in Omaha 


Don Belding, chairman of the executive 
committee of Foote, Cone & Belding ad- 
vertising agency, will be the featured 
speaker at the 22nd annual convention of 
the United Horological Association of 
America. The confab will be held April 
23 through 25 at the Hotel Fontenelle in 
Omaha, Nebr. 

An additional feature of the meeting 
will be a public display of historical time- 
pieces and specimens submitted for prizes 
in a workmanship competition. 


RAISE CASH 


IMMEDIATELY 
through a dignified 


AUCTION 


SALE 


Let us look at 
the record 
Recent Sales Conducted: 
Ovington’s, 5th Ave., N.Y.C. 
Rubins, Miami, Florida 


Harry Levinsons, 
Youngstown, Ohio 


Webers, Meriden, Conn. 
and many others 


WE WILL GUARANTEE 
100¢ ON THE DOLLAR— 
PLUS—FOR YOUR STOCK 


We will advance any money needed to 


















conduct your sale. 















Your reputation will be guarded. 


You will have a more popular store when 
sale is over. 


Your business will be permanently in- 
creased. 


We will interview you at our expense 
without obligation to you. 


Remember our earnings depend upon the 
success of your sale. 


We specialize in buying stores for cash. 





WRITE — WIRE — PHONE 


COLMES & BRILL 


AUCTIONEERS 


15 West 47th St., New York City 
JUdson 6-2334 





Watch Repairing 


FAST—DEPENDABLE—ECONOMICAL 
WORK, WATCHMASTER TESTED 
» 

Over a quarter century of service 
to the trade 
a 


Watches insured and safeguarded 
in Holmes-protected vaults 
a 


Ask for price list or send trial order 


Cooper's Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 
Plaza 7-1740 
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~ NATIONAL 
PROMOTION, 


Haviland China 


¢ is a strong selling force 





The “Haviland Look” of 
this nationally advertised 
contemporary design 
perpetuates the Haviland 
Classic Pattern of Sales. 


tiaviland & €° 


fom ©.07R P OR AT EO 
270 PARK AVENUE, NEW YORK 17, N. Y. 








Importers of 


ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 
149 5th Ave., New York 10, N.Y. 
AL. 4-0104 




















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 














DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


225 Fifth Avenue, New York 
Merchandise Mart, Chicago 


GIFT AND ART 


NOVELTIES 
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CONSTRUCTION STARTED ON NEW GIA HEADQUARTERS 


_— 


wee me go 


Ground breaking ceremonies were attended by a portion of the GIA Staff, Readin 









g ‘ “ “ é 
oh i 8 Bie 


g from 


left to right are Lawrence L. Copeland, research librarian; James G. Small, instructor: 

Jo Ann Harrington, instruments; Eugene W. Speitel, instructor; Dorothy Jasper Smith 

executive secretary; Esther M. Windish, accounting; Richard T. Liddicoat, Jr., director. 

Lavella Powers, education; Beatrice Latshaw, clerk; Joseph A. Phillips, research and instruc. 

tion; Kenneth M. Moore, education and instruments; Mildred G. Howe, information and 

registration; Jeanne G. M. Martin, publications; Lester B. Benson, Jr., director resident 
training; and Clara Verdera, purchasing. 


Construction is under way on new 
quarters for the Gemological Institute of 
America in Los Angeles. The GIA has 
been serving jewelers throughout the 
United States, Canada and many other 
nations for nearly 25 years. Although 
it maintains the Gem Trade Laboratory 
and classrooms in New York City and 
gives classes in Chicago and other cities, 
the Institute’s headquarters has been in 
Los Angeles from its inception in 1931. 

Ceremonies marking the beginning of 
construction were attended by a number 
of the faculty, administrative staff, and 
members of the Board of Governors 
Finance Committeee. 

GIA outgrew its present quarters 
several years ago and the new structure 





has been in planning stages since then, 
The new building will have approxi- 
mately twice as much space for the 
Institute with room for construction of 
additional space as required. The site 
chosen for the new Institute is consider. 
ably farther from the center of the city 
than the original locations in the Wilshire 
district. The building is being constructed 
on San Vicente Blvd. which is parallel 
to and between Sunset and_ Wilshire 
Blvds. The location is between West: 
wood Village and Santa Monica. 
Construction plans call for completion 
of the new structure sometime in July 
with assurance that the summer classes 
starting July 18 will be able to utilize the 
classrooms in the new building. 





Wisconsin RJA to Discuss 
Fair Trade Suits at Confab 


The Wisconsin Retail Jewelers Associa- 
tion has announced that one session of 
its forthcoming convention will be devoted 
to a discussion on how the courts can be 
used effectively against fair trade violators. 

This will be discussed at a session on the 
evening of April 25 at which a panel of 
experts will point out how joint suits may 
be utilized by retailers as a weapon against 
fair trade violators. 

George Engelhard, publisher of the 
National Jeweler will describe the national 
aspects of joint fair trade suits. M. J. 
Hupka, Appleton jeweler, will talk on the 


retailer’s part. Richard M. Rice, Mil- 
waukee attorney, who has represented 
fair trade manufacturers and_ retailer 
groups in obtaining eight fair trade 


restraining orders, will present the legal 
aspects. B. W. Heald, Thiensville, secre- 
tary of the state retail jewelers and a 
leading proponent of such suits, will speak 
on where the trade association fits in. 

The Wisconsin RJA will hold its 49th 
annual convention on April 24 through 
26 at the Hotel Pfister, Milwaukee. 


Pallas Jewelers of Buffalo 
Lease Larger Store Space 


The B. J. Pallas Co. jewelry store at 
28 W. Genesee St., Buffalo, N. Y., has 
leased a larger store at 559 Main St. 
Benjamin J. Pallas, owner, said the Main 
St. store will be completely remodeled 
before opening May Ist. The store 
measures 20 by 100 feet. 


- 


Marks Jewelers of Toledo 
Admit Shyavitz as Partner 


‘Irving Shyavitz has been admitted to 
partnership in the Leo Marks Jewelry Co. 
Toledo, Ohio, according to Leo Marks and 
Harold Marks. Mr. Shyavitz joined the 
firm in 1938 and was named sales manager 
in 1949. He will continue in sales and 
sales promotion. 




















CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 


Send for new illustrated catalog 


R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, X.Y. | 
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April 


3.5—American Gem Society, Annual 
Conclave, Hotel Statler, Boston, Mass. 
3.5—Georgia - South Carolina Retail 
Jewelers Associations, Annual Convention, 
General Oglethorpe Hotel, Savannah, Ga. 
13—Massachusetts-Rhode Island Retail 
Jewelers Association, Annual Convention, 
Parker House, Boston, Mass. 
93.25—United Horological 
of America, 22nd Annual 
Hotel Fontenelle, Omaha, Nebr. 
4-North Dakota Retail Jewelers Asso- 
ciation, Annual Convention, Grand Forks, 
N.D. 

94.25—Pennsylvania _ Retail 
Association, Annual Convention, 
Bethlehem, Bethlehem, Pa. 
94.295—Texas Retail Jewelers 
tion, Annual Convention, Rice 
Houston, Texas. 

4-26—W isconsin Retail Jewelers Asso- 


Association 
Convention, 


Jewelers 


Hotel 


Associa- 


Hotel, 


ciation, 49th Annual Convention, Hotel 
Pfister, Milwaukee. Wis. 

30—Diamond Peacock Club, Annual 
Dinner-Dance, Hotel Somerset, Boston, 
Mass, 

30-May 1—Arkansas Retail Jewelers 
Association, Annual Convention, Hotel 


Marion, Little Rock, Ark. 


May 
]-2—Maryland-Delaware-District of Col- 
umbia Jewelers Association, 41st Annual 
Convention, Emerson Hotel, Baltimore Md. 
1-13—United Jewelry Show (For Whole- 
salers Only), Sheraton - Biltmore Hotel, 
Providence, R. I. 


8-9—California Retail Jewelers Asso- 
ciation, Annual Convention, Sheraton- 
Palace Hotel, San Francisco, Calif. 

8-10—Virginia- North Carolina Retail 


Jewelers Associations, Annual Convention, 
Hotel Roanoke, Roanoke. Va. 

1418—First Foreign Trade Exposition, 
Shrine Exposition Hall, Los Angeles, Calif. 

15-17—Florida Retail Jewelers Associa- 
tion, Annual Convention, Orlando, Fla. 

15-19—New York International Trade 
Fair, 25th Street Armory, New York, N. Y. 

22.23—Alabama Retail Jewelers Asso- 
ciation, Annual Convention, Tutwiler 
Hotel, Birmingham, Ala. 

22-24-New York State Retail Jewelers 
Association, Annual Convention, Hotel 
Statler, Buffalo, N. Y. 

29.31—Watch Material Distributors As- 
sociation of America, 9th Annual Conven- 
tion, Fairmont Hotel, San Francisco, Calif. 


June 


13—National Wholesale Jewelers Asso- 
tation, 48th Annual Convention, Edge- 
water Beach Hotel, Chicago, Il. 
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26-27—New Hampshire Retail Jewelers 
Association, Annual Convention, The Far- 
ragut House, Rye Beach, N. H. 


July 

24-27—New Orleans Gift Show, Roose- 
velt Hotel, New Orleans, La. 

24-28—National Jewelers Associa- 
tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel, 
Chicago, Ill. 

24-29—California Gift Show, Biltmore, 
Alexandria Hotels, Merchandise Mart, 
Brack Shops, Los Angeles, Calif. 


August 

14-17—Western Jewelry & Silverware 
Show, Biltmore Hotel, Los Angeles, Calif. 

14-18—American National Retail 
Jewelers Association, 50th Annual 
Convention and Trade Show, Waldorf- 
Astoria Hotel, New York. 

21-26—Third International Gift & Fancy 
Goods Show, Hotel Astor, New York. 

28-30—Minnesota Retail Jewelers Asso- 
ciation, Annual Convention and Trade 
Show, Nicollet Hotel, Minneapolis, Minn. 

28-31—Southern Jewelry Show, Dinkler- 
Plaza Hotel, Atlanta, Ga. 

28-31—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

September 

5-7—Ohio Retail Jewelers Association, 
Annual Convention, Netherland Plaza 
Hotel, Cincinnati, Ohio. 

10-12—Michigan Retail Jewelers Asso- 
ciation, Annual Convention and Jewelry 
Show, Hotel Hayes. Jackson, Mich. 

18—Retail Jewelers Association of 
Missouri, Annual Convention, Governor 
Hotel, Jefferson City, Mo. 

18-19—Iowa Retail Jewelers Association, 
Anual Convention, Hotel Fort Des Moines, 
Des Moines, Ia. 

25-28—Miami Beach Gift & Jewelry 
Show, DeLido Hotel, Miami Beach, Fla. 


October 


15-16—Horological Institute of America 
and the Horological Society of New York, 
Joint Annual Convention, Hotel McAlpin, 
New York. 


Elected 
a Director 
and V. P. 
of Tuttle 
Silver Co. 


JAMES 
CRUICKSHANK 





At a recent meeting of the directors 
of Tuttle Silver Co., North Attleboro, 
Mass., James Cruickshank of Norton, 
Mass., was elected a director and vice 
president of the company. Mr. Cruick- 
shank has been associated with Tuttle 
Silver Co. since 1946. 











Mr. Jeweler... 


Do You 
Need 
Cash? 


Perhaps you are overstocked 
and wish to clean out your 
excess inventory. Or, pos- 
sibly you wish to retire and 
desire to close out your 
business quickly, profitably, 
and with dignity. If so, why 
not run a 
Grace Sale or Auction 





NICHOLAS VAN WOWK 


Many years of Retailing and 
Wholesale experience gives 
me a complete knowledge of 
the jeweler’s problem. 


I give all sales my personal 
supervision. | guarantee you 
both satisfaction and profit 
and—all sales are conducted 
in a manner to guard your 
reputation and enhance the 
respect of your store. 


Cash Buyer of Jewelry Stores 


For further details, write— 


NICHOLAS VAN WOWK 
GRACE SALES SYSTEM 


20 West 47 Street 
NEW YORK CITY 


JUdson 2-1167 
30 South St., Pittsfield, Mass. 
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 pereheynnes STEEL—Please give me correct main 
colors for tempering steel for (1) gravers, (2) bal- 
ance staffs and screws, and (3) barrel arbors. (Ques- 


tion No. 6456) M. R. 


wat 


Answer—F or gravers for cutting steel, as for balance 
staffs, pale yellow or “straw” color; and for cutting 
brass and nickel, in jewel-setting, etc., darker yellow is 
correct. Steel for balance staffs and watch screws should 
be tempered a deep, rich blue. For barrel arbors, a 
lighter blue temper is permissible, and this is somewhat 
easier to cut and saves times, especially as the bulk of 
metal to cut is greater, unless one chooses the method 
of rough-turning a barrel-arbor out of soft steel, then 
hardening and tempering the job prior to finishing it. 


YANIDE SOLUTION — How long should gilded 

watch plates and wheels be left in cyanide solution, 

in cleaning watches by hand-brushing method? (Ques- 
tion No. 6457) J. W. 


Answer—Usually, a few seconds is sufficient for 
cyanide solution to remove any kinds of discoloration 
that cyanide is meant to remove. But exactly how long 
is best determined by watching the action of solution, 
either through the glass vessel containing it, or by lifting 
work out and inspecting it very soon after immersing it. 
Remember that cyanide dissolves gold off of the parts; 
if they are immersed long enough, it could remove all 
of the gilding. 


ACE-PLATE TEST—How should we test a new uni- 
versal face-plate to make sure that it is true, before 
buying it? (Question No. 6458) W. F. 


Answer—Use your T-rest, or an L-rest, for an index 
point that will act like the index-point of a balance 
_truing caliper. Set this near the point of the pump- 
center of the plate, and “sight” it on the point while the 
latter is slowly rotated. If the point runs untrue, then 
sight on the rod back of the point; if this is true, grind- 
ing the point true will correct the matter. If the rod is 
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not true, the plate should be rejected, because if then 
the point is ground true, it will be true only when used 
at that amount of projection beyond the face-plate sur. 
face. After seeing to the point, sight against the face of 
the plate. This should show up dead-true at least for a 
diameter equal to a little more than that of an 18-size 
watch (lower) plate. Beyond this diameter, a slight 
deviation from trueness is not fatal to doing true work, 
because face-plate turning is practically never done of 
as great a diameter as this. Very few universal face. 
plates mounted on lathe chucks will be found absolutely 
true clear out to the outside of the plates; even though 
it would be desirable to have them so. The perfect 
universal face-plate would be the kind mounted per- 
manently on its own lathe-head. The high cost of these 
has prevented their general adoption, and the plate 
mounted on a chuck is the customary compromise. If 
you demand perfection, you must be willing to pay for 
it. Finally, the clamping jaws should be of uniform 
height between their surfaces that rest on the face-plate 
and those against which the work is clamped, and these 
surfaces should be parallel. 


OFT SOLDER—I have some metal work to do that 
calls for soft soldering finished parts that would be 
spoiled by even a moderate heat. Is there some solder 
that melts with very little heat? I do not want to use 
any of the so-called cold solder, which is nothing but a 
cement colored with aluminum powder. (Question No. 


6459) L. A. 


Answer—You can do your work with bismuth solder, 
which is a real metal solder, but which melts at much 
lower temperature than is required for ordinary soft 
solder. 


XIT JEWEL—What is an exit jewel? (Question No. 
6460) J. H. 


Answer—The term “exit” is sometimes used for a 
pallet stone, to differentiate it from its opposite pallet 
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3 FW A W F \ IT TAKES ONLY MINUTES TO BUY A WATCH-TIMING MACHINE 
= BUT YEARS AHEAD MEASURE THE WISDOM OF YOUR SELECTION 


LUE... 


Or Maal, 






THAT IS WHY more WatchMasters have 
been sold and are being sold than all other 
watch-timing machines in the World com- 


bined. There must be a reason... There is! 


IT’S THE BEST 





American Time Products, Inc. 
580 Fifth Ave., New York 36. 








Name 
Gentlemen, 
Without obligation, please ar- 
range a demonstration at my Ore 
bench so that | can judge for 
m t e = 
yself the value of the Watch PREEE 





Master and its ability to pay 
for itself quickly out of greater 
profits. City, State 


AMERICA’S STANDARD *% MADE BY AMERICANS 
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stone. It is the pallet that may otherwise be called the 
“L” (let-off) stone, or the “discharging” stone. All of 
these terms signify the pallet stone on which each escape- 
wheel tooth acts last, as it passes through the escape- 
ment; hence the pallet stone at which a tooth “exits,” 
or is “discharged” or is “let off,” from its entire action 
or passage through the escapement. The other pallet 
stone is variously called “entering” instead of exit; or 
“receiving” (R) instead of let-off (L), because that is the 
stone at which each escape-wheel tooth first acts, or is 
received, in passing through the escapement. 


EMOVING BROKEN STUMP—When we find a 
screw in a watch with the head broken off, and the 
threaded part stuck tight in the plate, how can the 
broken stump be most quickly removed? (Question No. 


6461) D. A. 


Answer—First try to remove the stump of the screw 
mechanically. If it is not wedged tightly in its hole, it 
may be worked out by pressing a slim graver point into 
the steel near the edge of the broken surface, and care- 
fully exerting a turning motion on the screw through 
the graver. If this does not move it, apply a screw- 
extracting tool, obtainable from your supply house. This 
is a U-shaped piece of metal with opposite adjustable 
blades in its open end to grip the broken stump at each 
end; then turning the tool will unscrew the stump. This 
cannot be used unless both ends of the stump can be 
reached. If none of these mechanical means will do the 
trick, you will have to use a chemical bath that will 
dissolve the steel screw without attacking the other metal 
in which it is imbedded. This can be done with alum 
dissolved in water, kept hot, with the work immersed 
in it. There is a solution on the market that is made by 
a secret formula and that works much more quickly than 
alum solution. This is Baron Screw Removal Solution, 
made by Meiskey’s, Inc., Lancaster, Pa., and obtainable 
directly there or through other material supply houses. 


ELVETIA WATCH—Can you tell me the manufac- 
turers name of a 12 size pocket watch with 
“Helvetia” on the dial? It is modern; not an old watch. 


(Question No. 6462) D. L. 


Answer—The watch described was made by The 
General Watch Company, of Bienne, Switzerland. 


OLISHING MATERIAL—I bought a three-story 

polishing block for refinishing steel watch parts and 
tried it, with diamantine mixed with oil, but can’t get 
good results. What would be better, for polishing mate- 
rial, to use with this? (Question No. 6463) M. W. 


Answer—Nothing is better than good diamantine, 
mixed to a very stiff consistency with watch or clock oil, 
and kept scrupulously clean. But apparently you are 
trying to use a device for your polishing-lap, that is 
not intended for that, but is meant solely as a dust-proof 
container for keeping polishing compounds in. The 
three different metal plates, set in wood holders forming 
covers also, are meant to be oil-proof surfaces on which 
to mix powder and oil and to keep it clean and ready 
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for use. Some workmen use one plate for finest diaman. 
tine, another one for medium-grain diamantine, and the 
third one for oilstone-powder in oil. Others keep a 
separate container for the finest-grain polishes (fine 
diamantine or rouge) and another for oilstone powder 
or coarser diamantine, to avoid risk of mixing grains 
and spoiling work. Laps for flat-steel work may he of 
ground glass or cast iron for coarser abrasives, and d 
block-tin, perfectly flattened boxwood, or selected ground. 
glass for fine polish. 


RACKED CAST BELL—Can anything be done to 
repair a cracked cast bell for a grandfather clock, 
in which a crack extends for about 11% inches from the 


edge? (Question No. 6464) V. R. 


Answer—lt is hardly ever possible to braze or other. 
wise repair a “bell-metal” (bronze) cast bell so that it 
will restore its original tone in striking. Brazing te 
quires so high a degree of heat that it alters the tonal 
effect. Attempts have been made to repair cracked bells 
by sawing or filing out the cracked portion and bridgin 
the cut with metal, bolted or riveted to the bell, in addi. 
tion to brazing. But generally this turns out to be 
wasted work; the original tone is not restored. One 
can sometimes buy a new cast bell from material dealers; 
or if the job will justify the cost, have a brass foundry 
cast a new bell of bronze alloy, using the old bell, with 
the crack filled in with any plastic material like putty 
or plastic wood, as a moulder’s pattern. This new bell 
will produce a good tone, even though perhaps not of 
exactly the same “pitch” as the original bell. 


geared JEWEL—Must a pallet jewel fit exactly the 
slot in the steel pallet? How can I make this slot 
narrower when I find it wider than the stone? (Question 
No. 6465) W. A. 


Answer-—It is not necessary for the slot to be the 
exact width to fit the pallet stone. The shellac with which 
a stone is fastened into its pallet-yoke fills up any space 
existing in a slot that is wider than the stone. This 
extra space in any case would not be so much wider 
than the stone, that it could be easily seen after a neat 
job of shellac-cementing is done. A slight amount of 
extra width of slot is needed often, to make alterations 
in the amount of “draw,” in adjusting an escapement. 


——" LACQUER—I wanted to give a metal 
dial a coat of lacquer after cleaning the (silver) 
dial of tarnish. Found my bottle of lacquer had thick- 


ened since last used; is there any good way of restoring 
it to good condition? (Question No. 6466) T. B. 


Answer—If the lacquer is not mixed with foreign 
dirt, but only thickened by evaporation, it can be re 
stored to original condition by mixing it with a prepara 
tion obtainable at paint stores, or of most jewelers 
supply dealers, called “lacquer-thinner.” You coul 
also use raw chemicals (amyl-acetate, acetone) as thin- 
ners; but we believe it safer in results to buy ready: 
prepared thinner, especially as there would be no econ 
omy in trying raw materials, for the small qauntity that 
you would need. 
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SPICE ELECTRIC WALL CLOCK 

Bright and modern. 51%” dial. 
Polished aluminum two-toned metal 
case in red, white and yellow colors, 
retails at $4.95. Gleaming copper- 
finished case to meet currently- 
popular decorating trend, $5.95. 


ZEST ELECTRIC WALL CLOCK 

Dashing in design and color. 534” 
high. Non-breakable crystal. Sur- 
plus cord cleverly concealed in back. 
Gleaming white plastic case sets off 
unique dial in red, charcoal or 
yellow. Retails at $6.95. 


PIPER ELECTRIC ALARM CLOCK 

Only 3%” high. Tiny brass-finish 
“legs”? support streamlined metal 
case. Single knob sets both alarm 
and time. Ivory or saddle brown 
finish. Plain dial retails at $3.98, 
luminous dial $4.98. 





WESTCLOX 


introduces 3 new electric clocks 
—and 2 new ways to sell ’em! 





LUCKY "7" WALL CLOCK ASSORTMENT +711 

Westclox newest wall clocks. Includes Prim (green), 
Prim (chrome), Spice (yellow), two Spice (copper), Zest 
(red) and Zest (charcoal). Eye-catching FREE masonite 
panel (24” x 32”) may be used on counter or mounted 
on wall. Brackets furnished. Dealer cost $25.30 


PIPER ASSORTMENT +900 

A complete sampling of Westclox’s newest electric 
alarm, the Piper. Two Ivory finish plain, and one lumi- 
nous. Two Saddle Brown finish plain and one luminous. 
Attractive FREE merchandiser displays four Pipers on 
counter or in window. Dealer cost $17.10 


For your protection Westclox products are Fair Traded in all states having Fair Trade laws 


WESTCLOX 


made by the makers of BIG BEN PRODUCTS OF CORPORATION 


LA SALLE-PERU, ILLINOIS 
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Freedoms Foundation to Award 
Specially Engraved Hamiltons 





At special ceremonies this Spring, Dr. 
Milton Eisenhower, former President Her- 
bert Hoover and other national dignitaries 
will be presented with specially engraved 
Hamilton watches by the Freedoms Foun- 
dation at Valley Forge. 

These special watches, shown in the 
photo, have already been received by 
Evangelist Billy Graham and members of 
the faculty of St. John’s University who 
were among the 40 top winners honored 
on Washington’s birthday in the Founda. 
tion’s annual program. 

The annual awards are given for “con- 
tributions to a better understanding of the 
American way of life.” The winners are 
chosen by a distinguished Awards Jury 
composed of 30 State Supreme Court Jur- 
ists and executive officers of national patri- 
otic, veterans and service club organiza- 
tions. 

The special Hamilton watches are en- 
graved on the back with the Freedoms 
Foundation artist’s conception of Wash- 
ington at Valley Forge. 


"Egyptian Head' Trademark 
Granted to Adler Firm 





EGYPTIAN HEAD 


TRADE manE BIG US PAT OF 


SCARAB JEWELRY 











Albert Adler, 714 Sansom St., Phila- 
delphia, maker of “Queen of the Nile” 
scarab jewelry and the “Admark” line, 
has announced award of the trademark 
registration shown in the photo. It is for 
“Egyptian Head” scarab 
certificate number 601329. 


jewelry on 
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Bulova's Biggest Campaign 
To Launch ‘Senator’ Series 


Bulova has announced a series of six 
new watches called the Bulova “Senator.” 
The models are being launched, with the 
biggest promotion campaign the firm has 
ever undertaken, according to the com- 
pany. 

The watches feature the 17 jewel Bulova 
movement and come with expansion bands. 
Shock-resistant and with an unbreakable 
lifetime mainspring, they will retail from 
$35.75 to $49.50. 

The Senator campaign will be launched 
April 21 on a TV-radio network of 270 
stations. An estimated 35 million people 
will be reached nightly. 

A series of local dealer TV and radio 








BULOVA 
Senator 
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“The Look of a Leader” 





wire 





commercials will be available at no cost 
to the jeweler. Two new displays have 
been created for the “Senator” campaign. 
The first, shown in the photo, makes effec- 
tive use of die-cutting to bring out 3-D 
depth in the unit. It is in champagne and 
gold, highlighted by red velvet. The sec- 
ond display, also achieving a 3-D effect, 
uses a royal blue background to give sharp 
detail to the copy. 


La Cross Manicure Sets 
Again Available to Jewelers 


Edwin Ochs, general sales manager of 
Schnefel Bros., Newark, N. J., manufac- 
turer of La Cross manicure sets, has an- 
nounced the re-entry of the firm into the 
jewelry trade. Distribution will be handled 
by leading jewelry wholesalers throughout 
the country. The La Cross manicure sets 
will be heavily advertised in national maga- 
zines and will tie-in with the National 
Wholesale Jewelers Association promotion 
in the April 22 issue of Life. 








Hammel, Riglander 'Dip-Coter' 
Plates Small Sized Jewelry 





Small jewelry objects can be electro. 
plated easily and inexpensively with the 
new “JNT Dip-Coter” being introduced by 
Hammel, Riglander & Co., Inc. 

The “Dip-Coter,” in the photo is for 


bath-plating small objects like rings, 
watch cases, earrings, etc. It is the 
companion kit to the “JNT Appl-i-Coter” 
which is used for brush-plating larger 
articles like watchbands, trays, pitchers, 
etc. 

The price of the “Dip-Coter” in silver, 
copper or met-i-cote (like chrome) is 
$3.95. It is also available in gold at 
$6.15 and in rhodium at $7.95. 





New Type Mailing Box 
Saves 75% Storage Space 

A new type mailing box—the “Jet Saf- 
T-Mailer” is being introduced by the Ros- 
ner Container Co., 143 Greene St., New 
York. 





The “Jet” saves up to 75 per cent stor- 
age space by storing flat. It needs only a 
change in labels to meet the requirements 
of both Parcel Post and Registered Mail. 

The box, shown in the photo, is at- 
tractively designed in lightweight linen- 
weave corrugated construction. Its “cush- 
ioning” construction provides maximum 
protection in transit. 
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From the outside or the inside this beautiful open-vision front is an asset to the East 
Hartford Aircraft Federal Credit Union, East Hartford, Conn. To create this unusually 
effective and appealing design extensive use was made of many Pittsburgh Products. 
Experience has proven that people like to patronize a good-looking establishment, that 
they place confidence in a modern, progressive appearance. Architect: Arthur Baily, 
Hartford, Conn. 


The attention of passers-by will be caught by the smart good looks of this theatre, the Village 
Theatre, Cameron Village, Raleigh, N. C. Once inside they'll be delighted with the many 
modern patron-pleasing features including extra width seats and Twindow®-glazed crying 
rooms for mothers with small children. And these satisfied patrons will be back again and 
again, bringing more and more business to this theatre. Many theatre owners have re- 
ported substantial increases in business after the installation of a Pittsburgh Front. Archi- 
tect: Leif Valand, Raleigh, N. C. 
vW 


“We are very much pleased with the installa- 
tion in two ways,” says Charles Bohannon 
about the new Pittsburgh Front on his Perry, 
lowa, paint and glass store. “One is the neat 
appearance of the building, and the other is 
the substantial increase of business brought 
to our establishment.” Well-planned mod- 
ernizations like this one have done much to 
build up business for many retailers in all 
sorts of businesses. They have discovered that 
their customers definitely like the new look 
of their stores. naw cs o —— : Pe = 


For more information on Pittsburgh Store Fronts and Products and a free estimate on modernizing 
your own store or other establishments, just send in the convenient coupon. There is no obligation. 


Pittsburgh Plate Glass Company 
Room 5140, 632 Fort Duquesne Blvd., Pittsburgh 22, Pa. 


Store Fronts 


[] Please send me a FREE copy of your modernization booklet. 


| 
{ 
! 
i 
) 
] 
! 
[] Have your representative give me a free estimate on a new : 
store front. I 
i 
i 
i] 
] 
1 
] 
! 
I 
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and Interiors 


by Pittsburgh 





PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS - FIBER GLASS 





PITTS Bie PCL ATHOLL ASS COMPANY 
IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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"Together'—Community's 
Theme for Spring Campaign 


you's De praud of pour 


bs ee 


“Together” is the theme of the new 
Spring advertising and sales campaign of 
the Community Division of Oneida Ltd. 
The photo shows the first of a series of 
full page ads for the campaign. 

The sales program is being backed by a 
“new look in Community advertising,” 
based on the fact, said vice president Dud- 
ley E. Sanderson, that today’s families 
“plan their homes together, play together, 
live together, and more than ever before, 
even choose their silver together.” 

More than 57 million readers will see 
ads in Life, Seventeen, Woman’s Home 
Companion and Ladies’ Home _ Journal. 
April 12 through May 12, Community 
will advertise on NBC-TV’s “Home Show.” 

The “South Seas” pattern will be spot- 
lighted in the sales campaign. Complete 
promotional materials and a 3-D display 
are available to jewelers. 


Birth Flower Earrings 
Featured By Atlantic 


Rex Peiseg 
Pomeriniy sys 





Hand-painted birth flower earrings are 
now being featured by Atlantic Jewelry 
Co., Providence, R. I. 

The earring display shown in the photo 
highlights the birth flower of each month. 
The earrings are in natural porcelain col- 
ors. The display is also available without 


“flower of the month” designation. Price, 
gang carded, is $9 a dozen; in bulk, $8 
a dozen. 
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Ronson Wins Packaging Prize; 
Announces Spring Schedule 


An “Honorable Mention” designation 
was recently earned by Ronson for the 
novel packaging of its Award Series light- 
ers. The honor was granted in the recent 
National Packaging Competition, spon- 
sored by The Package Designers Council. 

Ronson also announced its consumer ad 
schedules for lighters and electric shavers. 
Full page, black-and-white ads for lighters 
will appear in Look, June 14; in Life, 
May 2 and 30; and The New Yorker, 
April 30. Color ads will appear in Life, 
May 16; and in The New Yorker, May 21. 

Full page black-and-white ads for elec- 
tric shavers will appear in The Saturday 
Evening Post, April 16 and May 28; Life, 
May 9 and June 13. 


Goldstein Gerson Supplies 
Newspaper Mat Catalog 


Goldstein Gerson Co., manufacturer of 
diamond ring mountings, 130 W. 46th St., 
N. Y. 36, has distributed to its customers 
an extensive catalog on its newspaper mat 
service. 

The mats, which are supplied free upon 
request, were planned by advertising and 
merchandising experts. There are many 
ads promoting the firm’s new “Fiancee” 
interlocking diamond rings. The catalog 
contains a variety of diamond ring and 
earring illustrations which can be ar- 
ranged into attractive ads by the jeweler. 

It also contains many completed layouts 
that require only the addition of the jew- 
eler’s name. Promotional mats are avail- 
able for such ideas as “April Diamond 
Shower,” “Trade-In Diamond Jubilee,” 
“25th Anniversary.” “Double Ring Cere- 
monies” and “Build A Diamond Event.” 

There are mats for one, two and three 
column ads. Suitable headlines and catch- 
phrases are also included in the catalog. 





Bosca Mails Illustrated 
Sheet To Customers 


Hugo Bosca Co., Inc., Springfield, O., 
is mailing to its customers and interested 
prospects an illustrated sheet featuring a 
42nd Anniversary Special. Each month a 
different type product is featured. In- 
terested jewelers should write to the firm. 





Cadie Introduces Cleaning 
Mitts For Housewives 


Cadie Chemical Products, Inc., 549 W. 
132nd St., IWWew York, has introduced a 
new product, “Gemini Twin Action Silver 
Cleaning Mitts,” which it claims will en- 
able the housewife to clean her silver as 
efficiently as a jeweler. 

One mitt, containing jewelers rouge, re- 
moves the tarnish. The other restores the 
lustre. The item, which has been awarded 


the Good Housekeeping Seal of Approval, 


retails for 79 cents. 





Keepsake Jewelers Offered 
TV Film Commercials 



























A new series of TV-film spot commer. 
cials, featuring human interest situations 
and dramatic sales messages, is now avail- 
able to Keepsake jewelers. 


The playlets, as seen in the photo, are 
designed to promote the diamond ring as 
a gift for the engagement, wedding, anni- 
versary, birthday and the holidays. 

The new commercials include three | 
minute sound-on-film spots, three 20-second 
silent film spots and three 10-second silent 
film spots, all with ample dealer identifi- 
cation time. The subject matter is drawn 
from real life situations and is executed 
by professional actors and actresses. 


New Smallman Display 
Holds Twelve Billfolds 


This handsome blond wood billfold dis. 
play bar holding 12 billfolds is being 
offered by I. Smallman & Sons Co., New 


York. 


& CRAFTSMAN 


he € 







aov erTiseo 





waTiONaALtY 


f 


The assortment consists of four ladies’ 
and eight men’s billfolds, including “Cita 
tion” models. They range in price from 
$2.50 to $7.50. 

The bar can show all 12 billfolds closed, 
or four billfolds open and four closed. It 
stands 15” high, 15” wide and 9” deep. 
The bar is sent free with an order of one 


dozen billfolds. 
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JEWELRY 
ENGRAVER’S 
MANUAL 


By John J. Bowman and Allan Hardy 


A sensation when it ran serially in JC-K. 


Now in permanent book form for shop 
and home reference. From basic elements 
of drawing to the fundamentals of the 
use of tools, this book takes the beginner 
through the necessary steps of learning 
to be an accomplished engraver. Also 
contains a wealth of material for the 
practising artisan. A must for anyone in- 
terested in the art of engraving, particu- 
larly as it applies to its application to 
jewelry and silverware. Contains 152 


pages, many illustrated. 


Price $3.50 a copy — Postpaid 


Send check or money order—no charge accounts 
opened for book purchases. 


The Jewelers’ Circular-Keystone 


100 EAST 42nd STREET NEW YORK 17, N. Y. 

















SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 


Sold Through Wholesalers Only 


JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 
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EAR WIRES 
and 
EAR SCREWS 


\ 
®an a oo 


Finest Made, ALL Ways 


Compare and see for yourself. The 
more critical you are the more con- 
| vinced you'll be that WRC means 
| supreme quality in every respect 
| . in style, mechanical construc- 
tion and finish. 





Ear Wires and Ear Screws now 
available in basic actions shown 
here and others too, all in a variety 
of fronts and in various metals. 


Order through your material jobber 


W. R. COBB COMPANY 
101 Sabin St., Providence, R. I. 


New York Office Chicago Office 
320 Fifth Ave. 29 E. Madison St. 








SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 

A very fine new book of facts about B.T-S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B. T. S. course, and will be mailed you, free: 
write for it. 

B.T.S. graduates pass any State Board ex- 
aminations, or the Certified Master Watch- 
maker tests of H.I. of A. 

Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L, 894 veterans. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Write for free book! Your Future and Our 
School— 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, - 
Lancaster, Pa. 





John J. Bowman, £2 Charles Ezra Bowman, 
Director ee Registrar 
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Elgin to Feature Highly 
Styled Utility Watches 





Highly styled utility watches will be 
featured by Elgin when it. launches its 
national “Town and Country” promotion 
on the “Elgin Hour” April 19. 

For the first time, Elgin will feature 
stylish water-proof models in its ladies 
line (other than nurses’ watches). The 
promotion will also feature eight new 
dress style men’s watches retailing for 
$49.75, F.T.I. 

Complete collateral aids are available: 
the motion display shown in the photo 
(to be featured on the Elgin Hour), 
car cards, newspaper mats, local radio 
and TV spots. 


Rosée Simulated Pearls 
To Be Promoted Nationally 
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This full page color ad, which will ap- 
pear in the April issue of Photoplay, is 
the first in a series of national ads which 
will promote Deltah’s new Rosée simulated 
pearls this spring. The girl in the ad is 
Piper Laurie, Universal International film 
star. 

Similar ads will also appear in Life, 
Look and 28 American Weekly Sunday 


newspaper magazine sections. 
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International to Launch 
"Silver Iris' Campaign 

International Sterling will introduce its 
“Silver Iris” pattern in April with the big- 
gest promotion ever used for a_ single 
International pattern, according to the 
company. 

The introductory ads, in four colors, 
will be concentrated in national women’s 
magazines, including Seventeen and Charm. 

The story of Silver Iris flatware and hol- 
lowware will be told in an unusual manner 
in a three-page, four-color sequence in the 
May issue of McCall’s. One page will be 
devoted to flatware, one to hollowware and 
the third ‘to a buffet setting. 

A “Silver Dollar Club” has also been 
organized to back up the campaign. “Mys- 
tery shoppers” will visit retail outlets and 
evidence interest in Silver Iris. The sales 
persons selling the pattern to these shop- 
pers will be rewarded with a silver dollar 
and a membership card in the Club. 


Swiss Watchmakers Offer 
Three Films For Jewelers 


Three 16 mm. sound films produced by 
The Watchmakers of Switzerland are prov- 
ing popular for program use at local, state 
and regional jewelers’ and horological as- 
sociation meetings. 

“Answers That Sell,” 15 minutes, demon- 
strates the fine points of selling the Swiss 
jeweled-lever watch. “Repair For Profit,” 
14 minutes, covers all phases ef operating 
a successful repair department. “Selling 
Up,” 18 minutes, dramatically shows a 
jeweler how to sharpen his sales person- 
nel’s selling habits. Film bookings can be 
arranged by writing to The Watchmakers 
of Switzerland Information Center, Inc., 


730 Fifth Ave.. New York 19. 





New Merchandising Set-Up 
Created by Jay-O, Inc. 


A method said to be designed to aid 
jewelers to combat discount competition 
has been announced by Jay-O, Inc. This 
recently established organization is an in- 
dependent corporate entity that merchan- 
dises specially manufactured jewelry lines 
te jewelers only. 

According to Irwin Gross, secretary of 
the new firm, jewelers who wish to dis- 
tribute Jay-O products buy into the cor- 
poration as stockholders. Jay-O’s projected 
set-up is such that the firm intends to sell 
80 per cent of the stock to member jewel- 
ers, it holding the remaining 20 per cent. 
At the time a jeweler becomes a member 
he signs an agreement to maintain the fair 
trade prices of every Jay-O product. 

Mr. Gross, owner of several jewelry 
stores in New York, stated that the plan 
is licensed in New York, New Jersey and 
Conn. He added that eventually Jay-O 
hopes to expand into other areas. 

Presently, Jay-O has started designing 
and producing basic jewelry accessory 
items—neck chains, expansion bands and 
leather straps. 














Linde Stars Featured 
In Eastman Kodak Ads 
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A two-page color ad will appear in the 
April 18 Newsweek featuring Linde syn. 
thetic star sapphires in Eastman Kodak’s 
“Photography At Work” series. Similar 
ads recently ran in Business Week and 
Time. The black-and-white ad shown in 
the photo recently appeared in Fortune. 

With so many people interested in 
photography today, the Eastman ad will 
be read by millions throughout the coun- 
try. It will prove valuable publicity for 
jewelers. 

The ad copy stressed that the spectro- 
graph, a sensitive photographic instrument, 
was used by Linde to find “just the right 
trace of rare element to create a deep 
silky star within the stone and thus achieve 
the fabulous Linde ‘Star.’ ” 


New Personalized Sets 
Offered By Mr. Tara 





Cuff links and tie bars which can be 
personalized quickly and easily have been 
introduced in the Mr. Tara line of men’s 
jewelry by Heller-Tara, Inc., New York. 

No tools are needed for the jeweler to 
insert the initials. The items, shown in 
the photo, are available in golden or rho- 
dium finish. Keystone prices are $8 for set, 
$5 for cuff links and $4 for tie bar. Initials 
are shipped with all orders. 

A 9 by 12” lithographed display card 
is available with an order for one dozen 
sets. 
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Ring Display Cards 
From Feature Lock 


Attractive display cards illustrating 
12 different Feature Lock rings and prices 
are now being offered by Feature Ring 
Co., New York. 

The display cards, as shown in the 
photo, come in two sizes: either about 
eight inches or four inches. Most of 
the cards come with yellow shanks, the 
others are in black and white. 

Complete kits, consisting of 12 large 
and 12 small cards, and two small counter 
cards, can be obtained through Feature 
lock distributors or by sending a check 
for $3.50 to Feature Ring Co., Inc., 130 


West 46th St., New York 36. 


Dexter Begins Production of 
‘Mighty Mouse" Bracelets 


Richard Steimle of Dexter Manufactur- 
ing Co., 100 Stewart St., Providence, R. I., 
has announced that the firm is producing 
“Mighty Mouse” charm bracelets, as an 
exclusive licensee of Terrytoons, Inc. 


Zodiac Ties In with 
New Paramount Movies 





A number of new Paramount pictures, 
including ‘“Hell’s Island” and “The Des- 
perate Hours,” have been set for strong 


Promotion in this country and abroad 
under a special tieup with Zodiac watches. 
Mary Murphy and Marla English of 
Paramount will be featured photograph- 
ically in 200-line Zodiac ads. Autographed 
Pin-ups of the two actresses are being 


offered. In the photo, Miss Murphy is 
Presented with a Zodiac watch by 
S. Trauner, vice president of Zodiac 


Agency, New York. 
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Reed & Barton Gives Cash 
For Unusual Selling Stories 


Reed & Barton, silversmiths of Taunton, 
Mass., is offering $10 cash awards to the 
sales personnel of its retail outlets for 
unusual selling experiences published in 
the Reed & Barton house organ. 

The stories must be on the topic, “The 
Reed & Barton Sale I’ve Never Forgotten.” 
There is no word limitation and stories 
are judged on interest value. Address en- 
tries to Reed & Barton, Taunton. 


Gold Filled Offers 
Tags and Booklets 


Gold Filled Manufacturers Association 
is offering a series of tags and booklets 
for manufacturers which will enable them 
to promote and identify gold filled prod- 
ucts. 

The tags utilize the gold filled magni- 
fying glass used on Dave Garroway’s NBC- 
TV program and in Life ads. The book- 
lets identify gold filled products, show 
what gold filled is, and explain the value 
of products made with gold filled. 





Eterna Announces Step-Up 
In Promotion Programs 


Eterna Watch Co., New York, plans to 
step-up promotion in all areas, including 
advertising, publicity, merchandising and 
sales promotion during the current year, 
it was announced by Conrad G. Hurlimann, 
executive vice president of the firm. 

Eterna’s national consumer ad campaign 
will begin with Spring ads in Time, The 
New Yorker and Sunset. Trade maga- 
zines will be used and a complete variety 
of dealer aids will be available. 





Certified Announces New 
Promotion For Wholesalers 


A new merchandising and promotion 
campaign, directed to wholesalers, has 
been announced by Certified Metals Co., 
Newark, N. J., maker of ring mountings 
and wedding rings. 

It will be less intensive than the recently 
completed direct mail campaign. Arnold 
Golber, president of the firm, promises 
wholesalers an unusual and useful free 
gift as part of the campaign. 


Cavendish Ltd. to Handle 
Ora Creations in Canada 


Cavendish Jewelry, Ltd., Montreal, will 
manufacture and distribute Ora Creations, 
quality rhinestone jewelry, exclusively in 
Canada. Ora Creations are originated and 
manufactured by Ralph Singer Co., Chi- 
cago. 

The Singer Co. will supply jewelry find- 
ings to Cavendish and the Canadian firm 
will fabricate and finish the costume 
jewelry to Ora’s standards. 








Wm. A. Rogers Offers 
New Sets of Stainless 



































New sets of stainless steel flatware in 
new chests at money-saving prices high- 
light the Spring sales program for Wm. 
A. Rogers Stainless by Oneida Ltd. 

The new 16-piece starter sets, available 
for the first time this month, will retail for 
$17.95. Each of the sets will be packed 
in attractive green and yellow gift boxes. 

The new “Sun Valley” chest, shown in 
the photo, will carry a 26-piece service for 
six and a 42-piece service for eight. The 
new “Modernaire” chest will carry a 52- 
piece service for eight and a 62-piece ser- 
vice for 12. 


New Firm Announced 
As Kirk's Distributor 


American Import Corp., New York, 
announces that the distribution of Kirk’s 





FORGED STAINLESS 




















hand-forged cutlery (made in Sheffield, 
England, for four generations) will 
henceforth be handled in this country 
by Kirk’s Ltd., 65 Broadway, New York. 

The company will feature “Pearlex”, 
“Nu-Stag” and “Master Chef” lines under 
the coat of arms shown in the photo. 
A booklet explaining the differences 
between Sheffield hand-forged and Shef- 
field stamped cutlery can be obtained by 
writing to Kirk’s Ltd. 
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Gemex Offers Novel 
Watchband ‘Album' 





A handsome new Gemex Treasure Al- 
bum display is now being offered jewelers 
by Gemex Watchband Co. Compact and 
good-looking, the album displays 10 new 
Gemex watchbands and can be used for 
window or counter display. ; 

Framed in rich, hand-rubbed ‘walnut, 
the treasure album has an antique white 
simulated leather cover, engraved in gold. 
The inside is lined with beige velvet. The 
album measures 714” by 7”. 

The album is free with 10 watchbands 
having a retail value of $96.50, F. T. I. 





Preis Announces New 
Features On Engraver 


Preis Engraving Machine Co., Hillside, 
N. J., has announced several new features 
that add to the efficiency and precision of 
the Preis-Panto Model UE-3 engraving 
machine. 

They are: (1) an increased number of 
pantograph reductions, which permit more 





accurate adjustments, (2) precision honing 
of all bearing seats to assure higher ac- 
curacy and interchangeability of parts, (3) 
spindle speeds increased to 15,000 R.P.M. 
for smoother finish when using tungsten 
carbon cutters, (4) a machine lamp with 
five adjustable knuckle joints which is 
now furnished as accessory equipment and 
is also available for other models and 
makes, (5) a removable copy table, per- 
mitting removal of lines for copy change 
without disturbing other copy and permit- 
ing setting of combinations of sizes and 
special patterns without disturbing a copy 
set-up. 


198 














Baker Introduces 
Extensive New Line 


Baker & Co., Newark, refiners of pre- 
cious metals, has introduced an extensive 
new line to jewelry manufacturers. 

The new line includes many first-of-a- 
kind designs which are highlighted by 
Baker’s “Vee Flare,” four prong setting 
which is new in concept and design. The 
firm is also offering a varied line of men’s 
mountings in popular styles and a group 
of plain, seamless wedding bands. The new 
items are being advertised in trade pub- 
lications and by direct mail, and are being 
shown to manufacturers by Baker’s na- 
tional sales staff. 


Dealer Aids To Highlight 
Orange Blossom Promotion 


Traub Manufacturing Co., Detroit, maker 
of Orange Blossom rings, will rely this year 
on an unusually heavy amount of dealer 
aids, according to Frank H. Smith, direc- 
tor of sales and advertising. National con- 
sumer advertising will continue, but em- 
phasis will be on local advertising and 
merchandising. 

The firm has also announced major re- 
visions in its ring line, with an increase 
in the number of ring stylings. 


Add-a-Link To Begin 
National Advertising 


Kaspar and Esh, makers of Add-a-Link 
diamond bracelets and watch attachments, 
are launching a national advertising cam- 
paign, with the first ad appearing in 
Vogue, May 1. 

The Vogue ad has been timed to attract 
Mother’s Day business with the theme 
“The Gift that Grows More Precious With 
the Years.” Trade papers and direct mail 
will also be used in the campaign. 





American Platinum Opens 
Branch In Providence 


American Platinum Works. Newark, N 
J., has announced the opening of a re- 
gional service center and office at 174 
Georgia Ave., Providence, R. I. 

The new facility will handle silver in 
all forms, silver brazing alloys and fluxes, 
silver salts and anodes, fine gold and karat 
gold alloys. A special department will slit 
metals to desired specifications. The new 
branch will eliminate the shipping of 
orders from the main factories at Newark. 





Elgin To Participate 
In Nuclear Research 


Elgin has anounced that it will partici- 
pate in a newly launched nuclear research 
program at Armour Research Foundation 
of Illinois Institute of Technology, Chicago. 
The firm will investigate certain fields of 
nuclear research and possible effects they 
may have on modern day horology and 
allied sciences. 








New Neckchain Display 
Introduced by Speidel 
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Speidel is introducing a  72-chain 
“jewelry store” type display of neck. 


chains in a variety of styles and lengths 
in qualities including _ sterling 
1/20 12K, and 10K gold. 

Speidel officials point out that in 1955 
neckchains promise to be even more 
popular and profitable because this year’s 
fashion line emphasizes the neckline. 


silver, 


The neckchain display, in the photo, 
takes little space and is designed to keep 
a controlled inventory. It is available 
free of extra charge with an order for 
an assortment of 72 chains. 





Teen-Age Girl Wins 
Appliances In Contest 


Isa Giese, winner of Seventeen’s party 
recipe contest, shows her boy friend one 
of her prizes — an Osterizer liquefir- 
blender, made by the John Oster Co. The 
Osterizer and an Oster portable mixer 





were part of a 10-piece basic appliance 
wardrobe won by the 16-year-old high 
school student. 

Her 
Squares was selected over thousands of 
entries in the nationwide competition. 


oh ew 


prize-winning recipe for Angel 


Kosches Co. Announces 
Change of Offices 
Arthur E. Kosches Co., Los Angeles 


diamond importers, has announced the re- 
moval of its offices to Suite 1018, Pershing 
Square Bld 448 South Hill St. Los 
Angeles 13. 
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1847 Rogers Bros. Introduces 
plair’ Costume Jewelry 
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1847 ROGERS BROS. | 





The new “Flair” pattern of 1847 Rogers 
Bros.’ division of International Silver Co. 
is being introduced in costume jewelry. 

A pocket-knife, tie clip and scatter pin, 
with clear definition of the “Flair” pat- 
tern, have been reproduced by the Myers 
Co., Wallingford, Conn. The three pieces, 
shown in the photo, are rhodium-plated. 
They will be an additional promotion to 
the Flair consumer campaign. 


‘Boontonware’ Is Now 
Available to Jewelers 


Boontonware Molded Dinnerware, made 
by the Boonton Molding Co., Boonton, 


'N. J., is now being offered to retail jewel- 


ers, it was announced by William Stop- 
ford, sales manager of the firm. 

A new merchandising campaign—designed 
especially for the retail jeweler—is being 
prepared to take advantage of the tre- 
mendous sales potential offered by jewelry 
outlets. The campaign will be backed by 
heavy national advertising in leading maga- 
zines and by varied dealer aids. 

The giftware aspects of Boontonware 





will be emphasized in the jewelry store 
campaign. Packaging will be in jewelry 
gift boxes. 

Boontonware, shown in the photo, is 
fashioned in six rich colors and is guaran- 
teed for a full year against chipping, 
cracking or breaking. Not affected by 
boiling water, it can be used in dish wash- 
ing machines. 

The company stated that tests in repre- 
sentative jewelry stores indicated that 


Boontonware provided good sales for the 
Jeweler, 
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Columbia To Expand 
Advertising Program 


Axel Bros., Inc., makers of Columbia 
“Tru-Fit” diamond rings, has announced 
a greatly expanded campaign in all phases 
of the firm’s advertising and display pro- 
gram. 

This includes six full page color ads in 
national magazines, two new permanent 
signs for Columbia dealers, a motion win- 
dow display unit, dimensional ring blow- 
ups, TV and radio material and ad mat 
service. The program is built around the 
“Guardian Angel” theme. 


New Kem Cards Harmonize 
With Home Color Schemes 


A new selling theme for retailers has 
been developed by Kem Plastic Playing 
Cards, 595 Madison Ave., N. Y. The card 
decks are designed in tones that match 
and harmonize with popular color schemes 
used in home decorating. 

Kem cards are plastic and come in a 
number of attractive ways for bridge, 
canasta, samba, Bolivia, pinochle and 
calypso. 


Coro Plays Host To 
Junior Exec. Trainees 
Coro, Inc., 47 W. 34th St., New York, 


was recently host to a class of junior execu- 
tive trainees studying for their master’s 
degrees at the New York University School 
of Retailing. 

Miss Hester Browne, director of promo- 
tion, publicity and advertising for Coro, 
spoke to the group. The students have had 
on-the-job experience on the junior execu- 
tive level at stores in the New York metro- 
politan level. 


International Purchases 
Times Wire & Cable Stock 


International Silver Co. has purchased 
the majority stock of the Times Wire & 
Cable Co., New York, it was announced 
by Maltby Stevens, president of Interna- 
tional, and Sidney Gulden, president of 
Times Wire. 

Operations of the firm, a major manu- 
facturer of specialized coaxial cables, will 
be transferred to International’s offices in 
Meriden and Wallingford, Conn. 


. 


Jet-O-Mat Announces 
Sales Representatives 


Jet-O-Mat, Inc., Minneapolis, manufac- 
turer of the Duncan Hines coffeemaker, 
has announced the appointment of W. H. 
Lassiter Sales Co., Richmond, Va., to rep- 
resent the firm in Virginia, North and 
South Carolina; Lemkemeier Co., St. 
Louis, Mo., to cover the St. Louis market 
area; Jim Ravenel, 3130 Maple Drive, 
N.E., Atlanta, Ga., to cover Georgia, Ala- 
bama and Florida; and Robert E. Pear 
Associates, Abington, Mass., to cover New 
England. 





Gruen Will Offer Free 
Flowers to Purchasers 





A special “free flower” merchandising 
plan will be offered by Gruen during the 
Spring gift season. 

Each Gruen purchaser will receive a 
card entitling him to a free fresh flower 
corsage, bouquet or boutonniere, as shown 
in the photo. More than 7,000 florists who 
are members of the Telegraph Delivery 
Service will honor the cards between 
April 19 and July 1. The flowers will 
cost the jeweler nothing, yet can be both 
an incentive to buy a Gruen and a good- 
will builder for the jeweler. 

Free kits of display and newspaper 
tie-in materials are available. 

A striking feature of the free flower cam- 
paign is that the customer may select his 
flowers at any time during the free offer 
period. If he buys a Gruen in May, but 
wants to give it for a June birthday or 
graduation, he may pick up his flowers at 
that time. 


Lifetime Clocks Used 
In Sherman Hotel Suites 











A striking touch was given to this bed- 
room in the Executive suite of the Sherman 
Hotel in Chicago with a large black, 
white and gold Lifetime Clock, the 
“Celestial,” strategically placed to lend 
drama and authority to the room. 

Everett Brown, noted interior decorator, 
re-designed three of the Sherman’s suites 
recently as the hotel was given a “new 
look.” Each of the newly-decorated suites 
features a_ distinctively-styled Lifetime 
Clock, chosen to complement the decor of 
the room. 


199 








Helbros Contest Offers 
$150,000 in Prizes 


The Helbros Watch Co. has launched an 
extensive program based on a copyrighted 
national contest offering more than $150,- 
000 in prizes and bonus certificates. 


The prizes consist of a 1955 Oldsmobile 
“Holiday” sports car, a Westinghouse color 
TV set, a Westinghouse “Twin” Laundro- 
mat and Drier, tape recorders, sewing 
machines, vacuum cleaners, gas ranges and 
thousands of $17 bonus certificates. 

The Helbros contest, “Memorable Mo- 
ments,” is being backed by extensive na- 
tional advertising in magazines and on 
TV and radio. Extensive dealer aid ma- 
terial is available. Jewelers desiring fur- 
ther information on the contest should 
write the firm at 6 W. 48th St., New 
York 36. 





Forrest Introduces New 
Silver Polishing Mitts 





Forrest Silversmiths, 383 Main St., New 


Rochelle, N. Y., has introduced “Silver 
Polishing Mitts” which are described as 
a new easy way to keep precious silver, 
and other metals, gleaming bright. 
impregnated with jewel- 
ers rouge which is said to last for the 
life of the gloves. To polish or clean, the 
user simply puts on the gloves and gently 
wipes the surface of the article. 


The gloves are 


They come in a plastic bag and con- 
tain an instruction sheet on which the local 
jeweler can put his name. Retail price: 
$1.69. 





New Ring Permits Quick 
Setting of Center Diamond 


Kushner and Pines, Inc., has_ intro- 
duced a new type of ring, the “Duet Cus- 
tom Set Ring,” which permits jewelers 
with no previous experience to set center 
diamonds in 30 seconds, according to the 
company. 

The device also enables jewelers to 
change the center diamond from one ring 
to another easily, making large diamond 
inventories unnecessary. When the cus- 
tomer has made her final choice, a simple 
operation permanently sets the diamond. 


Duet Custom Set Rings are adaptable 
for diamonds of .10 to .70 carats. 
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Airtemp Runs 8-Page Ad 
To Launch Sales Campaign 


One of the largest and most unusual 
consumer advertisements ever sponsored 
by an air conditioning manufacturer has 
been scheduled for the April Coronet by 
Chrysler Airtemp, Dayton, O. 


The ad covers an 8-page section of the 
magazine that is entirely devoted to air 
conditioning. Six of its eight pages are 
devoted to consumer education rather than 
to selling the Airtemp line of heating and 
air conditioning equipment. 

Airtemp is devoting the major portion 
of its Coronet ad to explaining in laymen’s 
terminology what air conditioning means 
today. The reason for this policy, accord- 
ing to a company spokesman, is because 
a large segment of the public is not fa- 
miliar with the contribution that air condi- 
tioning is making to comfortable, health- 
ful living. 

Coronet’s April issue will launch a na- 
tional tie-in promotion by Airtemp deal- 
ers and distributors. They will feature the 
8-page ad in their local merchandising. 
Thousands of reprints will be distributed 
throughout the country. 


Naomi Adds Five Dealers 
To Its Certified List 


Naomi of Island Park, N. Y., manufac- 
turer of jewelry findings, the “Shure Fit 
Ring Guard” and ‘“Naomi-Lok Ring 
Clasp,” has announced the addition of 
five new Naomi certified dealers to its 
I'st. They are Akron Crystal Service, 
Akron, O0.; Russell Supply Co., Memphis, 
Tenn.; Cobron Co., New Orleans, La.; 
The Nest Co., St. Louis, Mo., and the 
Landers Jewelry Co., Kansas City, Mo. 

Naomi stated that the dealerships were 
established originally to determine how 
the retail jeweler would react to having a 
complete selection of nationally adver- 
tised findings readily available. The com- 
pany reports that the reaction was so 
gratifying that Naomi now has 75 such 
dealerships. 

A list of them will be published in 
trade magazines in May, June, July and 
August, so that the retail jeweler can 
easily find the nearest source. 


Wyler Watch Launches 
"Lucky Graduate’ Contest 


Wyler Watch Co., New York, has 
launched a “Lucky Graduate” contest de- 
signed to increase store trafic and sales 
for retail jewelers. 


The contest, tied-in with junior high 
school graduations in June throughout the 
country, offers a Wyler Incaflex watch to 
one member of each graduating class 
through local dealers. 

Jewelers supply entry blanks to the 
prospective graduates, either at the store 
or by mail, and arrange a “lucky draw- 
ing” about two weeks before graduation. 

Complete dealer aids, including an elec- 
tric window display, are available. 








Maury Ash, vice president in charge of 
matiketing of Gruen Watch Co., announces 
the appointment of William Lambert 
Minneapolis, as representative in Minne. 


sota and western Wisconsin. 





WM. LAMBERT 
ruen 


R. J. BRESCIA 
Wadsworth-Hadley 
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WELLS TOOKE 
W adsworth-Hadley 


F. C. BROOKS 
Wadsworth-Hadley 


H. E. Rich, sales manager of the Wads- 
worth-Hadley division of Elgin National 
Watch Co. announces the appointment of 
three new sales representatives. Roland 
J. Brescia will cover the metropolitan 
New York area; Forrest C. Brooks, the 
Kansas City, Mo., area; and Wells E. 
Tooke, the western Pennsylvania area. 


JAMES TIGHE 
Lux Clock 





Lux Clock Co., Waterbury, Conn., manu- 
facturer of precision timing instruments 
for industry and clocks, announces the 
appointment of James M. C. Tighe as 
commercial sales manager. 





‘Princess Irene’ Pattern 
Wins Gold Medal Award 


An international jury of noted designers 
has conferred the Gold Medal Award on 
the contemporary “Princess Irene” pattern 
in stainless steel, according to Ekco Prod- 
ucts Co., Chicago, which imports and dis- 
tributes the tableware. 
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News of Personnel 








Wendell F. Thomas has been named 
field representative for Hamilton Watch 
Co. in the metropolitan areas of Berkeley, 
Oakland and Sacramento, California, and 
Eugene, Oregon. He was previously asso- 
ciated with E. W. Reynolds & Co., whole- 


sale jewelers, in Los Angeles. 





W. F. THOMAS 


L. R. LYNCH, JR. 
Hamilton Elgin 


Luby R. Lynch, Jr. has been ap- 
pointed sales representative for Elgin Na- 
tional Watch Co. in the Atlanta territory. 








G. A. THERRIEN 


A. A. SCHOUMACHER 
] A. Hirsch 


A. Hirsch 


The appointment of Alfred A. Schou- 
macher and Gerard A. Therrien as 
sales representatives has been announced 
by A. Hirsch Co., Chicago. Mr. Schou- 
macher will cover Iowa, Wisconsin and 
Illinois; Mr. Therrien will cover Ohio, 
Kentucky and West Virginia. 


M. —- 


emex 


Morton E. Reynolds has been named 
sales manager of the southeastern terri- 
tory of the Gemex Co., Union, N. J. He 
was previously associated with the West 
Coast division of Longines. 
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Herbert M. Stein, general sales manager 
of Ronson Corp., has named O. C. Whit- 
worth sales representative in the Rocky 
Mountain area. 





Oo. C. WHITWORTH 


JACK GORDON 
Ronson Alice Jewelry 


Lou Jaron, president of the Alice Jewelry 
Co., Providence, R. I., announces the ap- 
pointment of Jack Gordon as_ general 
sales manager. Mr. Gordon will supervise 
the firm’s sales and advertising promotions. 


RUBY SCHECTER 
Columbia 


Ruby Schechter, eastern sales repre- 
sentative of Axel Bros., Inc., makers of 
Columbia “Tru-Fit” Diamond rings, has 
been named eastern sales manager. 


B. G. ARONOFF M. M. EPSTEIN 
Allison-Kaufmann Allison-Kaufmann 
Allison-Kaufmann Co., Los Angeles, dia- 

mond ring manufacturers, announces the 

appointment of two new sectional promo- 
tion managers. B. Gilbert Aronoff, for- 
merly with Rolex Watch Corp., will cover 

the Rocky Mountain area. Milton M. 

Epstein, formerly with Benrus Watch Co., 

will cover the Southwest. 











Karel F. Stekr has been appointed 
sales representative of the Rau Fastener 
Co., Providence. He will service the New 
York area from 1133 Broadway. Mr. Stekr 
was a manufacturer and exporter of jewelry 
in Czechoslovakia until 1938. He is vice 
president of the Alliance for Liberation 
and Freedom in Czechoslovakia. 





KAREL STEKR C. E. BARTHOLME 
Rau Fastener Sheffield 

Carl E. Bartholme has been appointed 
sales representative for the Sheffield Silver 
Co., and will carry the firm’s silverware 
and the Farber Bros. giftware in Kansas, 
Missouri, Omaha, Nebraska, Minnesota 
and the Dakotas. 





LOUIS SACHS 
Beauty Bright 


H. H. SACHS 
Beauty Bright 


Max Michelson, president of M. Michel- 
son & Son, makers of Beauty Bright 1873 
Diamond rings, announces the appointment 
of two sales representatives. H. H. Sachs 
will cover the South and Southwest; Louis 
G. Sachs will cover the Southeast. 





Harry Schwartz, formerly of Sales 
Associates, Inc., has been named sales 
manager of Glamour Vanities, Providence, 
R. I. General sales offices and showrooms 


will be located at 220 Fifth Ave., N. Y. 





Traub Manufacturing Co., maker of 
Orange Blossom rings, announces the addi- 
tion of six new salesmen. Emil Ruff, 
Salem, Oregon, will cover the Northwest; 
Dick Gragg, Wichita, Kansas, the South- 
west; Charles Minter, Atlanta, Georgia, 
the Southeast; and George Kane, Water- 
bury, Conn., the Northeast. Tom Smith, 
Grand Rapids, will cover Michigan, and 
Dexter McCloughan, Toledo, Ohio, will 
cover Ohio, Pennsylvania and Kentucky. 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
first 25 werds; additional words, 10 cents per 
werd. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”’—‘“‘Lines Wanted” and “Side 
Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words, and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid y correspond 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 











Situations Wanted 


BOX salesman; intensified 
plastic, velvet, paper, leather, metal, 
wood. Address “Rs, 916,” care J C-K. 








experience ; 





JEWELRY salesman, watchmaker; 
gressive, young, 42, family; cash, credit, 
retail experience; prefer to relocate in 


ag- 


Florida. D. Grenard, 
Astoria, N. Y. 


JEWELRY salesman, with knowledge of 
watchmaking, seeks opening in or 
around New York with progressive re- 
a store. Address “S., 2179,’ care 


3605-29th St., 








WATCHMAKER, 30 years’ experience all 
types of watches; prefers working in 
importing house; foreman experience; 
expert caser and repair man. Address 
“M., 2138,” care J C-K. 


WATCHMAKER and jewelry repairman, 
25, ex G.I., married, Bowman graduate, 
desires job in South, Florida preferred. 
Joseph Simmons, 242 E. King St., Lan- 
caster, Pa. 








DIAMOND assorter, well known, seeks po- 


sition; available by the hour, day or 
week; Greater New York, out-of-town 
appointments also solicited. Address 


“G., 2065,” care J C-K. 


WATCHMAKER, age 27, married, Wash- 
ington Tech. graduate, six years’ experi- 
ence, desires permanent job in East, also 
ring sizer; references. Robert E. Neff, 
105 Florida Ave., Brunswick, Md. 


MANAGER: thorough knowledge all 
phases credit business, sales, display 
advertising, collections, promotions and 
personnel supervision; 25 years’ experi- 
ence. Address ‘‘D., 2020,” care J C-K. 


WATCHMAKER, 20 years’ experience, 
close timer; thoroughly experienced on 
all automatic winders: desires steady 
job; available immediately. Address 
“B., 2095,” care J C-K. 














WATCHMAKER, with several years’ ex- 
perience, desires position in good store. 
Address “F., 2033,” care J C-K. 


WATCHMAKER, 34 years old, 20 years’ 
experience, seeks position; prefer New 








York City. Address “W., 2100,’ care 
J C-K. 
DIAMOND assorter, buyer, experienced ; 


can give good references; am _ seeking 
position as diamond assorter-salesman. 
Address “V., 2137,” care J C-K. 





DIAMOND buyer, thoroughly experienced 
in loose and mounted diamonds; good 
background; excellent references. Ad- 
dress “Y., 2166," care J C-K. 


WATCHMAKER, clock and light jewelry 
repairing; 35 years of experience; can 
repair chronographs, etc.; good refer- 
ences. Address ‘“‘D., 2105,” care J C-K. 


DIAMOND §salesman, 31, experienced, 
with following, seeks position with 
future; excellent references. Address 
"A. 2930," care J C-K. 


MASTER watchmaker, 22 years’ experi- 
ence, desires position with reliable firm; 
work must be plentiful and permanent. 
Address “H., 2127,” care J C-K. 


WATCHMAKER, 17 
school graduate: finest references: 39 
years old; salary $100 week or per- 
centage with guarantee. Address “D., 
2122,” care J C-K. 


WATCHMAKER - salesman, age 35, six 
years’ experience, desires position with 
wholesale or retail concern in Metro- 
politan Boston area. Address ‘‘W., 2188,” 
care J C-K. 


PRODUCTION manager, diamond as- 
sorter, and diamond buyer; have well 
rounded knowledge of wholesale ring 
business; minimum salary acceptable, 
$75. Address “T., 2136,” care J C-K. 


WHITE stone salesman, top level, 49: 
available busy store featuring rings $1 
to $1,000; expert window dresser, card 
writer; reference. Address “V., 2187,” 
care J C-K. 














years’ experience, 























GRADUATE of Bradley and G.I.A.: have 
nine years’ experience in everything 
from bench, take-in-sales and manag- 
ing; I’m interested in relocating with a 
definite future. Address ‘‘T., 2161,’’ care 
J 





BOOKKEEPER - accountant, credits, col- 
lections, expert knowledge of all phases 
of jewelry business; extremely capable, 
outstanding record. Address “N., 1952,” 
eare J C-K. 


WATCHMAKER, salesman, credit man- 
ager: best references; all around me- 
chanic; 25 years’ experience, B.T.S. 
graduate; honest, reliable, sober; good 
estimator. Address “F., 2125,” care 
J C-K. 








YOUNG man, 30, with 13 years’ experi- 
ence all phases of retail jewelry, also 
window display and buying, specialty 
costume jewelry, would like position 
i ee Address “A., 2059,” care 

“KA. 





ASSISTANT bookkeeper-typist, female, 
knowledge of selling, seven years’ ex- 
perience, wholesale and repair jeweler: 
Midtown New York office preferred: 
salary open. Address ‘“K., 2152,’ care 
Ri 





YOUNG man with 20 years’ experience, 
desires position with a wholesale jeweler 
or manufacturer as a salesman, buyer, 
stock or special order clerk; can furnish 
best of references. Address “K., 2115,” 
care J C-K. 





MANAGER-salesman, aggressive go-get- 
ter, age 29, thoroughly experienced in 
all phases of credit jewelry operation, 
desires position with reliable firm that 
offers a future; New York or vicinity. 
Address “P., 2119,’’ care J C-K. 





BOOKKEEPER: stenographer - secretary ; 
capable assistant to employer: experi- 
enced diamond, jewelry, watch lines; 
assume responsibility; charge small 
office or department; mature. Address 
“N., 2155,” care J C-K. 





STONE setter, for plant work in Provi- 











JOSEPH HUNT; diamond : 
ing practical diamond cutting’ lua. 
ence; available for diamond ana nt 
mond jewelry remodeling sales, Rg 
fine retail jewelry store ay rn 


W. 16th St., New York City ress 21 





GENTLEMAN, well known fo 
years among manufacturers of jey 
elry and silverware; personal a ‘ 
tact with tops using precious metala, 
capable salesman, publicity; refer. 
ences the best. Address “E,, 269 
care J C-K. , ; 


LOS ANGELES ; employed retail proaun, 
will consider change ; excellent ae 
pendent, chain, leased department ex. 
perience; buyer, merchandiser, super. 
visor ; $7,500 start gives top organiza. 
tion this exceptionally qualified execu. 
tive. Address “S., 2135,” careJ C.-K 


SALESMAN, retail credit jewelry store 
many years’ experience, thorough know). 
edge all phases of credit and jewelry 
business; promotional minded; window 
trimmer; go-getter; only New York 
City or Long Island _ location need re. 
spond. Address ‘‘W., 2165,” care J C-K 


r many 











EXPERT watchmaker, stone setter, store 
manager, nine years’ experience, age 33 
married; wants position in Midwest: 
will consider percentage lease, or rea. 
sonable salary; have complete equip- 
ment, and parts system, and watch. 
master. Address “E., 2106,” care J C-K. 





CATALOG executive available; complete 
working knowledge of mail order and 
premium catalogs; years of experience 
in layout, makeup, production, sources 
and markets; ‘capable of full responsi- 
bility; best references. Address “RF. 
2200,” care J C-K. ‘ 





MANAGER-salesman ; retail credit jew- 
elry; thorough knowledge all phases 
credit business, sales, display, advertis- 
ing, collections; promotional minded: 
looking for a permanent future; age 
38, married; California. Address “M., 
2154,” care J C-K. 





MANAGER-salesman, 33 years old, family 
man, born into jewelry business; full 
knowledge buying, selling, merchandis- 
ing; qualified watchmaker and jeweler; 
honest, capable and sincere; wishes po- 
sition in Central Jersey.. Address “C., 
2061,” care J C-K. 





MANAGER, tep salesman, over 25 years’ 
experience as owner, manager and su- 
pervisor of cash, credit and chain jew- 
elry stores in Northern and_ Southern 
States; married, age 49; will relocate 
anywhere; minimum $125 week, plus 
bonus. Address “B., 2144,” care J C-K. 


CAPABLE, young man, married; pres- 
ently employed; thoroughly experienced 
retail credit jewelry business; indus- 
trious, ambitious, conscientious and 
very adaptable, desires opportunity to 
prove ability; excellent references. Ad- 
dress “H., 2149,” care J C-K. 








TOP notch retail jewelry salesman, ex- 
perienced, personable, aggressive, a g0- 
getter with unlimited initiative; I am 
married, presently working, desire New 
York or North Jersey area; good future 





very important. Address “M., 1926, 
care J C-K. 
RETAIL salesman, manager, age 34, 


thoroughly qualified for jewelry estab- 
lishment, desires permanent connection 
‘Metropolitan area; valuable diamond 
knowledge, extensive watch, jewelry ex- 
perience; personable, conscientious, éx- 
cellent references. Address “G., 2148, 
care, J C-K. 


MANAGER-top salesman, personable and 
aggressive, age 29, fully experienced 
promotions, credits, creative selling, de- 
sires position with reliable firm that 
needs a “darned good’ man to take 
over one of its units; will relocate any- 








dence: settings as hammered-in, bur- where if salary is right. Address “R., 
JEWELER, 12 years’ experience on plat- ss, or pot Cage i = 2120,” care J C-K. 
inum, ld; i s i college rings carefully set. John c- : 
and En ig prolong Fn bas Mullen, 15 Hillside Ave., Providence, ENTHUSIASTIC worker, 38, marriet, 
position; moderate salary. Address “C., m. f. personable, 22 years’ experience — 
2169,” care J C-K. ing and jewelry manufacturing om 
IMMEASURABLY qualified salesman, cast to findings, diamond buying, ae 
SALESMAN, retail credit store, former window trimmer, diamond merchan- sorting for setting, office and Be a 
assistant manager, good _ salesman, diser, seeks attractive proposition Man- tion management, mail order; a Teast 
knowledge credit and collection; relo- hattan or any direction within 200 sume full office responsibillt® pooes 
cate, good future; age 32; start at miles: unquestionable reference. Ad- references. Address “P., 2183, 
once. Address “T., 2186,’ care J C-K. dress “C., 1889,” care J C-K. - a 
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MANAGER-salesman, presently employed, 
<eekS “greener pastures,” young, mar- 
ried executive, with thorough knowledge 

of 2 successful | retail credit jewelry 

store operation, is a firm believer that 

“actions speak louder than words’ ; can 

assume _ full responsibility; Eastern 

Seaboard preferred. Address “B., 2168,” 


care J C- 


ERED jeweler, American Gem 
eT: in business 20 years; my build- 
jing has been sold; wish to become as- 
sociated with registered jewelry firm; 
age 44, personable; complete store 
management experience; can estimate 
repair work, engraving. and setting ; 
can keep books; active in Service Club, 
church and musical organizations. Ad- 
dress “S., 2086,” care J C-K. 








Pc 2 boat 
MANAGER, 20 years’ experience with 
one of America’s largest credit jew- 
elry chains; fully experienced in all 
phases of jewelry business; have 
managed stores grossing up _ to 
$750,000 a year; 41 years old, mar- 
ried, no children; will relocate any- 
where; at present gainfully em- 
ployed but desires change; capable 
of supervisory position or buyer. 


Address “F., 2107,” care J C-K. 





MANAGER - salesman; 35; outstanding 
combination of superior salesmanship 


and executive ability, full knowledge 
every phase credit jewelry business, in- 
cluding aggressive selling, windows, 
promotions, advertising, credits, per- 
sonnel training: 17 years’ intensive ex- 
perience New York and Midwest areas; 
now complete supervision unit doing 
$250,000 yearly: present income $10,000 
a year; will relocate; full resumé on 
request. Address “F., 1942,” care J C-K. 





MANAGER and supervisor, have man- 
’ aged top store in leading chain or- 
ganization for 15 years; increased 
an annual volume from $200,000 to 
$700,000; successfully supervised 
chain of seven stores; have demon- 
strated ability to train and inspire 
an organization; possess drive and 
enthusiasm needed for profitable 
operation, the “know how” in pro- 
motional sales, and every phase of 
credit jewelry success, Address “V., 


2164,” care J C-K. 








Lines Wanted 


OPTIONAL, lucrative coverage; train, 
plane; better diamond line sought: New 
York, New Jersey, New England, Penn- 
sylvania, Ohio, Indiana, Michigan. Ad- 
dress “J., 2128,” care J C-K. 

PACIFIC Coast manufacturer's 
sentative, established following of 

wholesalers, wants line of costume 

jewelry, men’s jewelry, neck chains. Ad- 

dress “A., 2192,” care J C-K. 


MANUFACTURER'S representative, Chi- 
cago office, desires additional line not 
to conflict with ladies’ gold mountings 
selling to jobbers and chain stores in 
Chicago and Midwest. Address “Cir- 
cular 311,” Room 1420, Heyworth Bldg., 
Chicago 2. 


ADDITIONAL jewelry line wanted for 
complete coverage of Florida area; 
I will give you real results; will be 
in New York in June for personal 
interview. Address “C., 2097,” care 











repre- 











MANUFACTURER'S representative, Chi- 
cago Office, has established trade of 10 
years’ experience in Chicago and parts 
of Midwest; desires ladies’ mounting 
line featuring lock-sets, for jobbers and 
chain stores. Address “Circular 310,” 
Room 1420, Heyworth Bldg., Chicago 2. 








RETAIL salesman-manager, nine years’ 
experience specializing in silverware de- 
partment, desires position as traveling 
salesman or factory representative, for 
reputable company needing representa- 
tion in New York and New England 
States; aggressive, personable, pres- 


ently employed. Address “M., 2131,” 
care J C.K. 








EXPERIENCED salesman with large fol- 
lowing of retail jewelers, traveling 
Western Pennsylvania, Eastern Ohio, 
Northern West Virginia, desires line as 
factory representative; proven record of 
success; can produce volume business 
if your line is acceptable; commission 
basis or draw against commission. Ad- 
dress “J., 2150,” care J C-K. 


ATTENTION manufacturers ; “‘we cover 
Dixie like the dew,” an outstanding 
sales organization led by key South- 
ern salesmen, whose experience and 
background is second to none in the 
industry, offering complete cover- 
age of all jewelry outlets, H to H, 
premium dealers, etc. and including 
jobbers; from Virginia to Florida 
and from the Atlantic Coast to Lit- 
tle Rock, Arkansas; maintaining a 
sales office in Atlanta, Georgia; 
principals will be in New York, Chi- 
cago and Providence for interviews; 
to be assured of the Fall volume 
you need, write or wire today. Ad- 


dress “E., 2147,” care J C-K. 











Side Lines 


TWO salesmen with retail following to 
carry popular price line costume jewel- 
ry; Ohio, Michigan, Louisiana and 
Texas territories open. Address “H., 
2066,” care J C-K. 











PLATINUM and gold side line opportu- 


nity; retiring New York City manu- 
facturer desires responsible salesman 
to sell out line; excellent references re- 
quired. Address “E., 2111,” care J C-K. 





A SHORT line of fine diamond set rings 
and wedding rings is offered to an ac- 
tive salesman who sells to the better 
stores: commission basis. Address “N., 
2007,” care J C-K. 





SALESMAN, to the better retail stores, to 
carry a short fine line of diamond watch 
cases and attachments of our own man- 
ufacture: commission basis. Address 
“L., 2006,” care J C-K. 


COMPLETE neck chain line, available 
to salesmen calling on wholesalers 
and jobbers; most territories open; 
commission basis. Chain Craft Co., 
50 Aleppo St., Providence 9, R. I. 








WANTED an experienced salesman for 
the Middle West, to carry a well made 
and popular priced faney ring mount- 
ing line: worthwhile commission: terri- 
tory now open. Address ‘“A., 2190,” 
care J C-K. 





ALL territories open; small tray of 24 
fancy wedding bands, exclusive pat- 
terns, you can sell 68 different rings 
from 24 samples; no competition: pays 
10% commission. Address ‘“W., 2089,” 
eare J C-K. 





SALESMAN, with established following, 
carry better grade watch bands, manu- 
facturer to retailer; high rate commis- 
sion: territories open, Eastern Atlantic, 
South Atlantic, New England. Address 
“L., 2073,” care J C-K. 





SALESMAN: West Coast: also one for 
Southern territory: calling on better 
jewelry stores to represent importer fine 
Swiss clocks, of well known reputation ; 
write giving details. Address ‘“C., 2104,” 
care J C-K. 





SALESMAN, with retail following; to 
handle complete religious jewelry 
line at competitive prices; 124%% 
straight commission; Southwest, Mid- 
west, Northwest territories. Address 


“A., 2167,” care J C-K. 


SALESMAN, to carry loose diamonds for 
well established cutter; must have fol- 
lowing and experience; all territories 
open; may carry side line in mount- 
ings; write, giving references and back- 
ground: all replies confidential. Ad- 
dress “B., 2099,” care J C-K 





SALESMAN, with a non-conflicting line, 
to represent a manufacturer of wed- 
ding rings, mountings, emblems, dia- 
mond rings, etc., quick selling line; give 
full particulars as to State in which 
you travel; strictly commission basis. 
Address “V., 2110,” care J C-K. 





WANTED salesman, with a following of 
better stores, to carry a _ side line; 
small but profitable, of a well known 
men’s stone ring line; sold direct manu- 
facturer to retailer; replies kept con- 
fidential. Address “C., 2195,” care 
J C-K. 


LEADING mounting line for Middle West 
jobbers from established manufacturer, 
is offered to a hard-working producing 
salesman; can have one or two other 
secondary lines; drawing against com- 
mission, if desired. Address “P., 2008,” 
care J C-K. 


WATCH strap manufacturer needs 
salesmen with following among 
jewelers, watchmakers, department 
stores, to carry short compact line 
popular priced straps for Southwest, 
Northwest and West territory. Ad- 
dress “E., 2072,” care J C-K. 


REPRESENTATIVES, with following 
among retailers, for nationally known 
line of rosaries and religious medals; 
Mountain States and Pacific Coast open ; 
strictly commission basis; state experi- 
ence, lines carried, territory desired and 
references. Address “B., 2194,” care 
J C-K. 


SALESMAN ; with following of better re- 
tail and chain store jewelers in_ the 
East and Southeast territory (not New 
York City) ; we manufacture a fine line 
of ladies’ 14K gold ring mountings, 
bridal sets and lock sets (unmounted) ; 
commission basis; references with let- 
ter. Address “‘R., 2153,” care J C-K. 

















EASTERN and New York City salesman 
is desired by manufacturer of ladies’ 
gold and platinum mountings; we have 
a good following for an active and am- 
bitious man to take over and develop; 
drawing against commission; secondary 
side line not objected to. Address “B., 
2055,” care J C-K. 





SALESMAN ; experienced, represent man- 
ufacturer religious jewelry, gold and 
silver, excellent side line; territory New 
England States, and New York State 
except New York City; car necessary ; 
established accounts, commission basis; 
references. Address “W., 1871,” care 
J C-K. 





15% commission, selling quality well 
known leather watch strap line to 
jewelry and department stores in 
Midwest, South, Southwest and Chi- 
eago Area; small, compact line; ex- 
cellent opportunity for alert sales- 
men. Address “L., 2153,” care 
J C-K. 


SALESMAN in any of these States: Il- 
linois, Ohio, Iowa, Indiana, Pennsyl- 
vania, New York, New Jersey, Mis- 
souri, Kansas, Minnesota, Kentucky, 
Oklahoma, Michigan, to sell our lock- 
ets, crosses, brooches, sets pendants, 
earrings, rosaries, and _ bracelets’ to 
rated accounts; 18% commission; full 
information first letter. Address “F., 
2112,” care J C-K. 


SALESMAN: loose goods diamond man 
with established following among re- 
tailers, jobbers, and chain stores in 
Central States area to carry a fine line 
of ladies’ 14kt mountings, bridal sets, 
lock sets (unmounted); splendid op- 
portunity to increase your sales and 
earnings; commission basis; give full 
particulars and references in first let- 











ter; confidential. Address “P., 2133,” 
care J C-K. 
SALESMAN wanted to sell gold and 


platinum mountings and watch attach- 
ments in Southeast and Southwest; 
splendid opportunity for the right man 
to represent well established jewelry 
firm with active accounts; only sales- 
men who already have good following 
should apply; non-conflicting side lines 
not objectionable; replies confidential. 
Metro Jewelry Corp., 21 W. 46 St., New 
York 36, N. Y. 
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SIDE LINES—Continued 


JEWELRY salesmen, retail following, 
sell one of the hottest ideas in gold 
stone rings today, Vari-Gem, only line 
where retailer himself can interchange 
and reset stones in 60 seconds; com- 
pact side line, excellent commission ; 
areas open: New England, Middle At- 
lantic, Midwest, and Southwest; pro- 
tected territories; supply references, 
experience, detailed listing of cities 
presently covered, frequency of cover- 
age; confidential. D. Pfeffer Co., 106 
Fulton St., New York, N. Y. 

EXPERIENCED salesmen with follow- 
ing in better retail jewelry stores, to 
represent aggressively merchandised 
and advertised high quality hundred 
year old watch line; can carry non- 
competitive line; excellent compen- 
_sation plan; send in complete 
resumé of experience in jewelry in- 
dustry; name territory preferred; all 
requests for confidential handling 
will be strictly respected. Alexander 
M. Fekula, Suite 1701, 30 Rocke- 
feller Plaza,, New York 20, N. Y. 














Help Wanted 


WANTED; A-1 jeweler, who can repair 
and set stones. Address ‘‘V., 1461,’’ care 
J ©-K. 

WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 

JEWELER and setter combined; $2 per 
hour to start; fine place to work; state 
full experience. Address “S., 2109," 
care J C-K. 

JEWELER: first class diamond setter 
and special order manufacturer; good 
pay; all retail work. Riesinger’s, 411 
Orpheum Bldg., Tulsa 3, Okla. 

WATCHMAKER, A-1 only need apply; 
general repair work; excellent work- 
ing, living conditions: hunting, fishing, 
recreation tops. Write, Sageman’s 
Jewelry, Bad Axe, Mich. 

EXPERIENCED, all around _jobbing 
jeweler for retail store in San Jose, 
California; give information, qualifica- 
tion and experience. Address “E., 2071,” 
care J C-K. 

EXPERIENCED assistant manager, must 
have good references, for Middle West; 
permanent position, full information in 
eo letter. Address “N., 2118,” care 





























REPAIR jeweler, for all types of jewelry 
and silverware; young man _ desired, 
but not necessary: can give further 
training. Riesinger’s, 411 Orpheum 
Bldg., Tulsa, Ckla. 


TWO experienced jewelry salesmen to 
sell watches, diamonds, and jewelry; 
must have good references; permanent 
position for Middle West. Address ‘“'M., 
2117,” care J C-K. 

SALESMAN wanted, to sell a line of 
diamond mounted rings, loose diamonds, 
wedding rings, semi mounted and mount- 
ings, to retail stores in Eastern terri- 
tory. Address “G., 2126,” care J C-K. 

JEWELER: age from 30 to 40, who has 
the ability and the knowledge of taking 
charge of a shop; fine opportunity and 
a future for a capable man: answer 
in detail. Address “J., 2108,’ care J C-K. 

EXCEPTIONAL opportunity, with secure 
future, for fully experienced manager, 
high class credit jewelry store: give 
full particulars, in strict confidence. 
Address ‘“M., 2075,” care J C-K. 

SALESMAN, experienced, aggressive man 
for retail cash-credit store; good op- 
portunity ; permanent; state salary and 
previous experience. Klausner, 428 
Knickerbocker Ave., Brooklyn, N. Y. 


JEWELER, diamond setter, experi- 
enced; large, well equipped, air-con- 
ditioned shop; old established retail 
store; permanent employment. H. 
Post & Sons, Decatur, III. 


DIAMOND setter to work in trade shop 
in Central New York; excellent work- 
ing conditions; state age, experience 
and salary expected. Address “P., 
2078,” care J C-K. 


























SALESMAN; must be experienced for 
high grade cash and credit jewelry 
store; top earnings to man who can 
produce. Rogers Jewelers, 304 
Broadway, Paducah, Ky. 


WANTED combination engraver, jewelry 
repair and diamond setter; fine Florida 
retail store; five and a half days 
weekly ; state experience and salary ex- 
pected first letter. Address ‘W.H., 
2074,” care J C-K. 


WELL known manufacturer of diamond 
mountings, diamond rings and wedding 
rings, desires aggressive salesman with 
following amongst the better retailers ; 
may carry one other non-conflicting 
line. Address ‘“‘W., 2139,’ care J C-K. 


WANTED; manufacturing jeweler who 
can do repair work; Midwest; old es- 
tablished firm; ideal working condi- 
tions and good year around climate; 
job permanent. Address “D., 2098,” 
care J C-K. 


WATCHMAKER, experienced; five day 
week; ‘ideal working conditions in 














Northern Ohio city; permanent job; 
state age, experience, salary expected, 
in first letter. Address “R., 2165,” care 
=f 





WANTED; salesman now covering jewel- 
ry manufacturing trade in Midwest 
States, by auto, to represent finest line 
of jewelry chains; please submit refer- 
ences with application. Armbrust Chain 
Co., 735 Allens Ave., Providence 5, R. I. 


JEWELERS, for ring sizing and repair 
work on prongs and bezels; able to 
do stone setting; steady year around 
job, 40 hour week; $2 hour; refer- 
ences. Reply, Post Office Box 106, 
Huntington, W. Va. 


JEWELER and diamond setter; ideal 
working conditions in modern trade 
shop; state experience, age and 
salary expected in first letter. Syra- 
cuse Jewelry Mfg. Co., 428 S. Salina 
St., Syracuse 2, N. Y. 











WATCHMAKER, A-1 mechanic with tools 
for interesting proposition in retail 
store; percentage-lease arrangement for 
salary and commission; located two 
hours from Manhattan; replies con- 
fidential. Address “R., 2134,” care 
J Ck. 


WANTED, by first class jewelry store; 
watchmaker wanted, permanent posi- 
tion, in town in Northern New Jersey, 
15 miles from Washington Bridge; one 
who can do fine work and also chrono- 
graphs; some clock work. Address “D., 
2197,” care J C-K. 








WATCH and clock salesmen with follow- 
ing among retailers wanted by importers 
of low priced, 17J Swiss watch line and 
imported clocks for New York State, 
Middle West, Texas, Pennsylvania and 
neighboring States. Address “L., 2180,” 
care J C-K. 


REPRESENTATIVE wanted for East 
Coast territory for fine line of rhine- 
stones, pearls and imported merchan- 
dise; line sold to jewelry wholesalers 
only ; must have experience and follow- 
ing to supplement our accounts. Ad- 
dress “D., 2062,” care J C-K. 


SALESMAN, calling on retail jewelers 
in Minnesota, Wisconsin and adjoin- 
ing States, to carry manufacturer’s 
line of diamond and stone rings; 
give complete information first let- 
ter. Davidson & Sons Jewelry Co.. 
20 W. 47th St., New York 36, N. Y. 


EXPERIENCED jewelers on fine hand 
made platinum and gold jewelry wanted, 
also young jewelers who are interested 
in learning same type of work; state 
experience and salary earned at last 
place of employment. F. & G. Jewelers, 
801 Georgia Saving Bank Bldg., At- 
lanta 3, Ga. 














TERRITORIES open for men with sales 
experience and good following amongst 
retail jewelers; drawing against com- 
mission ; write only if earnings and sales 
records have been good; all replies will 
be held in strictest confidence. Croton 
Nivada Grenchen, 404 Fourth Ave., New 
York 16, N. Y¥. 


SALESMAN wanted with j 

the Southern and Southeastery ne in 
to represent a well established tates 
facturer of fine jewelry, platingg@™ 
gold diamond ring mounting and — 
ding rings ; will not object to an — 
sting line. Address “R,, 2009." con 

- , e 





I 

WATCHMAKER;; some clock and je 
elry repairing; reliable,  seden 
sober; experienced; refined: pe : 
manent position, fine established “a 
tail store upstate New York; no sell 
ing; references; present watchmak ; 
with us 48 years, Address “F, 2171." 
care J C-K, . ? 





BUYER-MANAGER for jewelr ily 
ware and gift department, in cies, 
department store in Southern Ohio: 
young man with buying and selling ey: 
perience in above lines; excellent on. 
portunity for right man; give pel 
background, salary expected, age ptr 
tal status; all replies confidential] Ad. 
dress “K., 2129,” care J C-K ia 


SALESMAN, to succeed representative 
who must retire because of health. 
for States of Illinois, Wisconsin 
Missouri, Iowa, Minnesota, ete,; rep- 
resentation by present salesman 35 
years; nationally known ring house; 
rings exclusively, diamonds and 
colored stones; reply in confidence, 


Address “R., 2184,” care J C-K, 








EXPERIENCED diamond and watch 
salesman for largest retail jewelry 
store in Indianapolis, Indiana; ex- 
cellent salary plus commission; a 
chance to advance with a_ locally 
owned organization; write or phone 
collect to, J. Blickman, Rogers 
Jewelers, 1 N. Illinois St., Indian. 
apolis, Ind. Phone Melrose 4-3513, 





SALESMEN to carry distinctive line of 
cuff links made of actual Roman and 
Greek coins at least 1600 years old; 
bronze, silver and gold coins are used 
and retail prices range from $15 to 
$125; individual histories written on 
parchment and links are enclosed in 
leather bag; interested in contacting 
various salesmen to cover entire country. 
Paintersville Studio, R.R. 2, Box 116, 
Jamestown, Ohio. 





SALESMAN; West Coast salesman to 
cover territory from Denver West; op- 
portunity for aggressive man working 
with wholesalers, jewelry chains and 
catalog houses; to carry one of the 
finer lines of watches plus a companion, 
budget priced line; non-competitive side 
line acceptable; liberal commission; 
write giving complete details; all in- 
quiries will be held in _ strictest con- 
fidence. Address ‘‘T., 2087,” care J C-K. 





EXCEPTIONAL opportunity; diamond 
ring house, well known to the retail 
trade, has an opening for a sales- 
man with established following in 
the industrial Mid West territory; 
we have established trade for many 
years in the territory yielding to date 
$15,000 to $20,000 per annum in 
come; liberal commissions and 
liberal drawing against commissions 
to the right man. Address “L, 
2130,” care J C-K. 








A. C. BECKEN CO., P. O. Box I, Chi- 
cago has openings for experienc 
wholesale jewelry salesmen with cars 
to call on jewelers in (1) Lower 
Michigan and Northern Indiana and 
(2) Florida and Gulf Coast; full 
lines of diamonds, watches, jewelry, 
silveware, clocks and appliances; 
commission basis; drawing account; 
excellent, active territories; est@ 
lished customers; start at once; com 
tact Mr. A. N. Clark. 
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HELP WANTED—Continued 








=O. illinois and Indiana terri- 

eee for right man to call on 
retail jewelers; Dason stone and 
diamond ring line now available for 
right man; territory has over 500 
active accounts; territory has been 
covered for over 40 years; excellent 
opportunity for man accustomed to 
ood earnings 5 liberal draw; write 
or telegraph for appointment; in- 
formation confidential. Davidson & 
Sons Jewelry Co., Inc., 20 W. 47th 
St., New York 36, N. ¥. 


SALESMEN: old established Ohio 
chain of jewelry stores has opening 
for three young, experienced and 
live wire retail credit jewelry sales- 
men, age 25 to 45; good personality 
and ability are essential; perhaps 
you are now employed where you 
are limited in the way of earnings 
and advancement; we offer you a 
wonderful opportunity to increase 
your earnings and where ability is 
recognized by good promotions and 
pension; your answer giving full de- 
tails will be held in strict confidence. 


Address “B., 2060,” care J C-K. 
SALESMEN; old established Rhode 


Island manufacturer of gold, gold 
filled and sterling staple and cos- 
tume jewelry selling direct to re- 
tailers, seeks two salesmen with fol- 
lowing to cover the Midwest where 
we have many established accounts; 
liberal commission arrangement; 

’ must be well known in the territory 
and give complete and _ intensive 
coverage; no objection to one non- 
conflicting side line; please furnish 
complete details as to background 
and experience which will be held 
confidential. Walter H. McKenna & 
Co., Inc., 700 Prairie Ave., Provi- 
dence 5, R. I. 


For Sale 


Stores, Stocks and Businesses 























COMBINATION jewelry store and watch 
repair business with fine living quarters, 
located in fast growing Southern Cali- 
fornia Coastal town; must sell due to 
adeath. Address “D., 2123,” care J C-K. 


SMALL jewelry store and watch repair 
business, established 20 years; retir- 
ing; opportunity for young man: 
Harrisburg, Pennsylvania. Address “‘S., 
2185,” care J C-K. 


FOR SALE; long established watch re- 
pair shop for the trade, New York, 
well equipped, good reputation; on ac- 
count of death; excellent opportunity. 
Address “K., 2178,” care J C-K. 


SMALL, one-man jewelry store, Brook- 
lyn, N. Y.; established 25 years; very 
good for competent watch repairer: in- 
ventory approximately $3,000. Address 
“A. 1884,” care J C-K. 

TWO, well established jewelry stores in 
Southern Wisconsin resort towns: 100% 
location in each town; ideal for watch- 
maker and wife; one $12,000, one $25,- 
000. Address “N., 2076,” care J C-K. 


JEWELRY store in East Central Mis- 
sourl; population 3,000; $10,000 in- 
cludes stock and modern fixtures ; major 
watch lines, established A-1 reputation. 
Address “V., 2088,” care J C-K. 


—adress “V., “¢ i 
RETAIL jewelry store with watch re- 
pair, $30,000 gross per year; $18,000 
Invested; will sell for $10,000; only 
store in County, located in County seat. 
Frank M. Bogart, Jr., Burlington, Colo. 
ESTABLISHED credit jewelry store, one 
and a half hours from New York City; 
excellent location, lease, modern air- 
conditioned, $60,000 including accounts 
receivable and inventory. Address “Y., 

~2091,” care J_C-K. 

DIAMOND setter and dealer in precious 
Stones for over 50 years has decided to 
retire, due to age; wish to sell business 
and Stock; stock can be seen and in- 
Ventory taken at any time. Address 
New York 2189,” care J C-K. 


















































EXCLUSIVE shop, established in Miami, 


Florida, finest hotel; street and lobby 
entrance; well stocked, attractive lease ; 
other interests; approximately $35,000 
to handle. Address “L., 2116,” care 





FOR SALE; well established jewelry and 


gift store; quality stock, attractive fix- 
tures, fine repair department; one of the 
best locations in rapidly growing Colo- 
rado Springs; owner wishes to retire. 
Address “N., 1603,” care J C-K. 





FOR SALE; modern cash jewelry store, 


excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J., 2436,” care J C-K. 





MODERN jewelry store, ideal year around 


resort area, Mississippi Gulf Coast; 
with ultra modern gift department, cash 
and credit; 100% location; nationally 
advertised lines. Address “R., 1983,” 
care J C-K. 





JEWELRY store, Jersey City, N. J.; ex- 


cellent location ; no longer fits into chain 
store operation; attractive fixtures; 
with or without accounts receivable or 
inventory ; reasonable rent; only small 
investment required. Address ‘‘D., 2063,” 
care J C-K. 





ESTABLISHED jewelry store in small 


Southern town; top franchises; Gorham, 
Wallace, International silver, Haviland 
china, Fostoria crystal, Bulova, Elgin 
watches; ideal for watchmaker and 
wife; profitable business; $15,000. Ad- 
dress “M., 2181,” care J C-K. 





SEVENTEEN 


years established cash 
business in Huntington Park, Calif.; 
beautiful, modern corner store na- 
tionally advertised, clean stock of mer- 
chandise, approximately $17,500 for 
$25,000 value; ill health forces sale. 
Address “J., 2068,” care J C-K. 





BEAUTIFUL modern California cash and 


credit store; top location, excellent com- 
munity; away from Los Angeles; best 
lines, room for expansion; a wonderful 
store; completely equipped all new; 
other family interests; long established. 
Address “H., 2172,” care J C-K. 





SCUTHERN California; established 10 


years, remodeled last year; clean in- 
ventory, $25,000; $22,000 accounts re- 
ceivable optional; good location heart 
of San Fernando Valley ; excellent lease ; 
selling for domestic reasons. Stark 
Jeweler’s, 6268 Van Nuys Blvd., Van 
Nuys, Calif. 





FOR SALE; Florida, well established 


cash store, never had a sale, impec- 
cable reputation, 100% location; lead- 
ing lines; this could be at least $100,- 
000 business in a year with a well man 
at the helm, more if you desire to op- 
erate a credit store; $35,000 cash; no 
offers; responsible parties only. Ad- 
dress “A., 2141,” care J C-K. 





MODERN, exceptionally beautiful, air- 


conditioned store in small growing in- 
dustrial town in Connecticut; 100% lo- 
cation, long lease, top franchises; ex- 
cellent business, mainly cash; buy with 
or without stock ; $10,000 without stock; 
will consider trade with A-1 store in 
Arizona. Address “G., 951," care J C-K. 





OPPORTUNITY to buy old reliable, well 


established jewelry store; vicinity of 
department and chain stores; nice cash 
and credit business; modern lighting, 
air condition; all top franchise lines; 
located in East Texas; the most rapidly 
expanding and growing part of the 
great Southwest; city of approximate 
16,000. Address “N., 2132,” care J C-K. 





JEWELRY business for sale in Massa- 


chusetts, on account of other interests; 
wonderful opportunity for young people 
who are willing to work; last year’s 
business $143,000; will positively grow 
with a little effort; will finance to suit 
buyer; communicate with Mr. I. Poret- 
sky, 18 Tremont St., Room 333, Boston, 
Mass. 





ONE of the best cash stores in Chicago’s 


Loop; good reputation, always sells be- 
tween $75,000 to $100,000 with only 
three employees; low rent, no percent- 
age lease; volume can be doubled by 
encouraging credit; established 1938; 
new blond fixtures, and new air condi- 
tioning unit just installed; $60,000 cash 
to handle; owner has other interests; 
no brokers please. Address “R., 2081,” 
care J C-K. 


FOR SALE; wholesale business well 


established for over 75 years, be- 
cause of a desire to retire; excellent 
traveling salesman and inside per- 
sonnel; 1955 catalog is in the hands 
of the trade, illustrating complete 
line of well known lines of jewelry, 
rings, clocks and electric appliances; 
complete details available to inter- 
ested parties. Address “B., 2096,” 
eare J C-K. 





CASH jewelry store, excellent location, 


fine stock and fixtures, air condi- 
tioned, established 86 years, same 
location, top franchises; great possi- 
bility for installment selling; gross 
sales $75,000; Plainfield, New Jer- 
sey, city of 48,000 drawing from 
large rural area; inventory $45,000; 
reason for selling, impaired health; 
auctioneers and quick dealers need 
not apply. Address “‘A., 2146,” care 
J 





place in the sun, for you; unusual op- 
portunity to make fine income while 
enjoying life in fabulous Paradise Val- 
ley, Arizona, fastest-growing area of 
fastest-growing State; pioneer jewelry 
store in resort, residential center, fea- 
turing profitable custom crafted jewelry 
plus general lines and watchmaking ; 
sales gained more than 250% in four 
years; now grossing well over $40,000; 
prospects bright for sharp increase; 
now available through death of owner; 
exceptional buy at $35,000. Darlington 
& Palmer, Realtors, Scottsdale, Ariz. 





For Sale 


Tools, Equipments 








USED tools, benches, lathes, cleaning ma- 


chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





WALL and floor cases, beautiful solid 


mahogany; will sacrifice for quick sale. 
Frederick Job Jewelry Store, 198 
Main St., Wilkes-Barre, Pa. 





FOR SALE; repeater 17 ligne watch, 


fully jeweled, 18K gold, thin model, 
chimes hours and minutes; excellent for 
blind person, $375. Griswold Jewelers, 
9659 Franklin Ave., Franklin Park, Ill. 





TOOLS, equipment, complete new plat- 


ing plant, gold, silver, nickel, copper, 
hundreds buffs, scratch brushes, sup- 
plies, three new Green rectifiers, buff- 
ers, vats, $3,000; write details. Moses 
George Jewelry, Thibodaux, La. 











Business Opportunities 








GORDON BROTHERS, 


oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertiesment on 
page 33. 





See page 179, Thomas J. Faussett, 


Auctioneer, 521 Fleming St., How- 
well, Mich. 





ANTHONY J. Gregory, 


Auctioneer, 
6748 No. Ashland. Br. 4-7303, Chi- 
cago, Ill. 26. 





RAISE cash immediately through a 


dignified auction sale. Colmes & 
Brill, auctioneers and appraisers, 
15 W. 47th St., New York; see 
our display ad page 185. 





TIRED; sell me part interest in your 


store; with my knowledge and experi- 
ence of watches, jewelry and gemology 
you can rest without a worry or a care; 
I’m young, energetic and capable. Ad- 
dress “S., 2160,” care J C-K. 





MR. JEWELER, in the South, how about 


an auction sale conducted the way you 
wish; I have conducted more sales in 
Texas than any other auctioneer. Morris 
Fair, 915 Gulf States Bldg., Dallas, 
Texas. 








(Continued on page 206) 
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(Continued from page 205) 























BUSINESS OPPORTUNITIES—Cont. 






















































































DON E. KNAPP, for a dignified jewelry 


auction service ; now conducting a going 
out of business sale for one of Nebras- 
ka’s well known jewelers; write or wire 
now; turn assets into cash at once with 
a Knapp auction; no contracts or agree- 
ments to sign; we operate by the golden 
rule. Don E. Knapp, 1804 Willow Circle, 
Colorado Springs, Colo. 












































RAISE CASH! A Miles flat sales guar- 
antees quick action and cash at a 
profit; sales planned to meet your 
individual needs. Marty Miles Sales, 
Inc., 711 Texas St., Shreveport, La. 
Telephone 3-8667. 






































COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references, Write, 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass. 





DO you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales _ Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL. 7-4693; 
See page 111 for additional details. 
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Wanted to Purchase 








CASH in; send us your wate 
ments, watches, diamonds 
tacle frames; gold filled 
ver, gold and any other 
metals and _ jewels for 
prices; we send you a ch 
and — shipment fg: 
approval; references; Natio 
of Commerce, Memayhie, tone 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weiman’s, Dept. K 108 
Beale Ave., Memphis, Tenn, ” 
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WANTED to purchase jewelry store be- 
tween $5,000 and $10,000 cash, in small 
town with no competition; any State. 
Address “E., 2124,’’ care J C-K. 

REPEATERS and odd, old watches, tour- 
billions, ete., wanted; price and de- 
scription to, Manna Bros., 1310-A 6th 
Ave., New York 19, N. Y. 


















































CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar write, 
wire or phone R. A. Zanone & Co., 
81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. Phone 5-0660. 


ESTABLISHED jewelry store wanted 
with good location, lease, and reputa- 
tion, within 50 mile radius New York 
City. Address “E., 2170,” care J C-K. 

ESTABLISHED jewelry store wanted 
with good repair business; prefer Cen- 
tral or Rocky Mountain States location. 
Address “G., 2176,” care J C-K. 












































SAMUEL GANSBERG will buy your sur- 


plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices: bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 











































































































PARTNER wanted; must have strong 
“sales” background, capable of full 
participation in marketing program; 
manufacturer of watch bands, well es- 
tablished, nation wide distribution; 
about $25,000 required: submit com- 
plete information in strict confidence. 
Address “D., 2145,” care J C-K. 

WANT TO SELL out, reduce stock, 
raise cash, etc.; our method of 
conducting flat sales or auctions has 
proven so successful in the past that 
we don’t hesitate to finance an auc- 
tion or flat sale for you; references 
from satisfied jewelers upon request. 
Harry Schechter Sales Service, 2 W. 
47th St., New York 36, N. Y. 
















































































WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Wilson Sales 
System, 420 Madison Ave., New 






















































































York, Telephone Plaza _ 8-2110- 
2111. 

AFFILIATED auctioneers, 30 years’ 
experience conducting successful 


auctions and promotional sales in 
area from 1000 to 7,000,000 popu- 
lation; most modern methods of ad- 
vertising drawn up to suit your in- 
dividual operation; exploitation 
ideas that create buyers interest; we 
furnish everything; yes, even 
money; best of trade references. Af- 
filiated Auctioneers, 217-02 Jamaica 
Ave., Queens Village, N. Y. 






















































































I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, going-out- 
of-business; not interested in any 
credit stores; I have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, 
New York, N. Y. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 


ESTABLISHED jewelry store with good 
reputation, wanted in medium _§ size 
town ; prefer Southeast, South or Middle 
West; replies strictly confidential. Ad- 
dress “‘A., 2093,” care J C-K. 


CASH for watches, movements, solid gold 
cases, watchmakers’ lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T..D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, II]. 

ESTABLISHED small jewelry store with 
good repair business in city of 30,000 
or more wanted; good location New 
York, Connecticut, or New Jersey; give 
full particulars in first letter. Address 
‘J. 211, Care os 'Cxdx. 


WANTED; interested in buying cash 
jewelry store (not repair shop) with es- 
tablished reputation; will pay highest 
possible price; prefer Northeastern 
United States; replies confidential. Ad- 
dress “E., 599,” care J C-K. 


WATCHMAKER, with limited capital de- 
sires situation with legitimate opportu- 
nity to buy into reputable cash type 
jewelry store on a pay-as-you-go and 
learn basis; Western States preferred ; 
ambitious, conscientious, honest, con- 
fident and capable young family man, 
well trained and educated; 12 years’ 
— Address “T., 2121,” care 
J C-K. 


WATCHES and diamonds wanted; any 
quantity; all brands; highest cash 
prices paid; we also buy surplus 
jewelry, rings and diamond jewelry, 
diamond rings, etc.; correspondence 
invited; references: The Houston 
National Bank of Houston, Texas 
or Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 2nd Floor Melrose 
Bldg., Houston 2, Texas. 


$$$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stock, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References: 
Dun & Bradstreet Inc., Houston 
National Bank. Leo Frank Jewelry 
Co,, 607-8-9 Chronicle Bldg., Hous- 
ton, Texas. 

WE pay cash; send us your surplus 
jewelry stock; we will pay the 
highest possible cash dollar for dia- 
monds, watches, silverware, scrap 
gold, or any other jewelry; acknowl- 
edgment of your shipment same 
day by phone; our check to you 
within 24 hours, R. A. Zanone Co., 
81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. References: Union 

Planters Bank, Memphis, Tenn. 





























SINCE 1921 reliable watch repairj 
the trade; efficient, dependable “nit 
service. Standard Watch Service 94 
Broadway, New York 10, N. y. ’° . 

ONE week’s service; one year guaranty. 
expert watch repairing, accurate Way 
master timing; reasonable prices, Fred 
ade 48 W. 48th St., New York 36 











SPECIALIZING in repairing chronostanh 
and all types of watches; all watchs 
timed by the Watchmaster ; guaranteed 
service. I. Altay, 22 W. 48th St. New 
York 36, N. Y. ae 

SUFFOLK County special; pick up ang 
delivery service on all watch repairs: 
$2.40 order jobs, no extras, or hidden 
charges, cases polished. H. Simon & 
Son, Lake Ronkonkoma, N. Y, 








BOSTON, Mass.; expert and guaranteed 
. watch repairing; Watchmaster tested: 
prompt service; prices on request: mail 
orders invited. David Migdal & (o, 
109-B Summer St., Tel. Hu 2-9547,  ” 
COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week's ser. 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 


PROMPT watch repair service; satis. 
faction fully guaranteed; prices sub- 
mitted upon request; mail orders in- 
vited. A. Ressier, 6028 North Camac 
St., Philadelphia 41, Pa. 


CHRONOGRAPHS cleaned, $6.50, postage 
prepaid; competitive prices on all re- 
pairs on request; Watchmaster timed; 
week service; year guarantee. Time 
Craftsmen, 35 S. 18th St., Philadelphia 
‘Gres 


MODERN watch repair service; humidity 
controlled, dust free shop; staff of 
highly qualified experienced repairmen; 
work electronically timed and adjusted; 
automatic and chronograph watches our 
specialty; waterproof watches sealed 
in condensation free air; 5-day service; 
work fully guaranteed for one year. 
Ed Falkenhayn, 6266 N. Leona Ave, 
Chicago 30, Ill. 

REP RMRE Se 


To Let 


BENCHES for rent, in complete manu- 
facturing shop, Midtown New York. 
Judson 6-4340. 

WILL sublet part of fine office in Fifth 
Avenue Bank Building, New York; pre- 
fer out-of-town manufacturer or repre- 
sentative ; reasonable rent. Address “P., 
2157,” care J C-K. 


Special Order Work and 
Repairs for the Trade 


PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spé- 
cialty. Carman Art Co., P. O. Box 6 
Brightmoor Station, Detroit 23, Mich 


STONE  encrusting, engr 





















































engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings: lodge and fraternal emblems 
encrusted; coats of arms; specia 
jobs invited. Harry Braunfeld, 108 


Fulton St., New York City. 


—t 








Miscellaneous 


WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students: $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave, 
Daytona Beach, Fla. ee 
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Gad Jr Beeclurions.. 


It Can't Happen Here (7?) 


Walking through the housewares section of a depart- 
ment store the other day, we were attracted to a display 
of coasters by a manufacturer’s display card. Getting 
the clerk’s attention, we pointed to the illustration on the 
placard and said, “I'll take six of the green ones.” 

The clerk, perhaps annoyed at our brashness in inter- 
rupting her day dreams, had us repeat the request and 
then said, “That’s what you think. We don’t have any 
green ones.” =" 

Minus coasters, we quietly drifted away from the 
counter leaving the clerk to resume her preoccupation 
and the merchant minus the profit from one set of 
coasters, 

On the first floor of the same store, we approached a 
man who was standing in an aisle, whose appearance 
suggested he was a section or department manager. With 
appropriate humility before his dapper appearance and 
imposing air, we inquired, “Where is the leather depart- 
ment, please?” 

Without even turning his head or diverting his gaze 
in our direction, he replied, “We have an information 
department—go over and ask them.” 

Such things as this couldn’t happen in your store— 
could they? 


Price Cutters Can Be Beaten 


A letter we received recently from the head of one of 
the country’s outstanding diamond merchants (a multi- 
store operation) was so refreshing in its content, so 
clean in its concept of proper diamond merchandising, 
that we can’t resist quoting from it: 

“Competition in our cities is the run and file of hard- 
hitting credit stores, discount houses, price cutters, pro- 
motion houses, etc. We are not an ‘exclusive’ firm, but 
cater to the masses, and do a 90 per cent credit business. 

“But we have stuck to our guns and have never had 
a sale, or cut a price, either in our advertising, or by 
the salesmen in our stores. Price cutting of any form is 
strictly prohibited under any circumstances. If a cus- 
tomer offers us $99 cash for a ring marked $100, we 
will not make the sale. 

“Our policy on trade-ins is a conservative one. We 
allow only the intrinsic value of the merchandise. 

“But we have built a reputation and people have con- 
fidence in our firm. Our name is known and respected 
as a diamond house. Our advertising sells the name of 
our company and prospects shop our stores. We do 
business . . . our policy has paid off for us.” 


Nothing Is Constant 


We have before us figures which resulted from a 
survey of members, made by the president of a retailers’ 
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association in a large eastern city early this year: 

60 replies quote decreases in 1954 business from 

5 per cent to 30 per cent. 

36 replies quote increases in 1954 business from 

2 per cent to 33 per cent. 

19 replies quote 1954 business practically the same 

as previous year. 

51 replies quote December business from 1 per cent 

to 50 per cent decrease. 

40 replies quote December business from 2 per cent 

to 50 per cent increase. 

At first glance the above figures might suggest that 
the jewelry business in that city is “going to the dogs.” 
Second glancing, however, might indicate that the jewelry 
business of that city is being lost by some jewelers and 
being picked up by others. 

Maybe some of the merchants have grown soft and 
relaxed while others more aggressive and energetic have 
stepped in to take the volume. 

Such things do happen. 


What Is The Wait For? 


The following news item, from the February 21 issue 
of Time, brought to mind the current efforts of the 
retail jewelers’ Coordinating Committee, which was 
created by the two retail associations as a searching 
party for procedure to combine the A.N.R.J.A. and the 
N.J.A. into one organization: 

“At Miami Beach’s Roney Plaza Hotel, in a pink-and- 
gray room hung with old French prints of pastoral love 
scenes, six leaders of U.S. unionism met to negotiate a 
union of . . . the American Federation of Labor and 
the Congress of Industrial Organization. ‘If we can't 
get together this time,’ said A.F.L. President George 
Meany . . . ‘we'd better give it up.’ By evening they 
had agreed—after years of bickering and _battle—to 
merge A.F.L. and C.I.0. into one big federation, 15 
million strong.” 

Discussions previous to this one had produced so 
many agreements that when the Miami meeting opened, 
one C.I.0. man said, ‘there was nothing left to fight 
about.” 

However, in all such struggles, it is well for the nego- 
tiators to remember that the weakening consequences 
of too prolonged discussions can result in history noting, 


“there was nothing left to fight OVER.” 
Mezes 
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= big reasons why 
<fey”/ YOUur Customers 


Starting with April issues, all these 15 great maga- 
zines will carry impressive advertisements for Flair, 
the new pattern in 1847 Rogers Bros. It’s the biggest 
advertising send-off for a silverplate pattern in history! 

Every advertisement really sel/s Flair to your cus- 
tomers, so make it YOUR advertising! 

Use Flair window and counter displays, Flair 
newspaper ads, Flair point-of-sale helps. Get them 
through your “1847” representative or your approved 
wholesale distributor. 





1847 ROGERS BROS. 


America’s Finest Silverplate 


A product of The International Silver Company 
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will open up morg 


COMMUNITY 


sales for you! 


Brand-new and different! This handsome two-tone chest dra 
atizes Community’s new “Together” advertising campaign 
and today’s look in fine silverware by Community, , 








Value-laden with 54 pieces of Communi 

silverplate! Two special pieces (Pay 

Server and Cold Meat Fork) are added 

the regular 52-piece service for 8, A 

spacious chest size provides ample rogi 
_ for more pieces. 


ONLY 


$89.79 
So 


RETAIL 


MOVE 

MORE SALES 

BY DISPLAYING THIS oa \ s —s 
STUNNING NEW CHEST TRADEMARK 
...ON YOUR COUNTER 


eicaitiiataia aaa adil Chest comes in a choice of two combi Rl 


. tions. Blond-finish chest has front in 
inished in dark mahogany; inside li 
AVAILABLE WITH ANY OF COMMUNITY'S SIX BEAUTIFUL PATTERNS , ea eee 


with chartreuse “‘crepesheen” and s 
NEW SOUTH SEAS* WHITE ORCHID* EVENING STAR* Mahogany-finish chest has front in 


MORNING STAR* LADY HAMILTON* CORONATION* finished in blond; inside lined with 
‘“crepesheen” and satin. 





TODAY’S LOOK IN FINE SILVERWARE 





